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NOW in a full range 
of sizes and capacities 


for 2” to 8” lines — — 100 to 1,300 gpm 
Working pressures to 150 psi 








® For all new or existing BiRotor Meters 





® Accurately measures quantity delivered 
® Automatic meter operated volume shutoff 


® Cushioned closing avoids shock damage 





Whether you're considering a new installation 
—or converting existing Brodie BiRotor Meters to Automatic Preset 
Quantity Control—Brodie smooth Shock-free Quantrol shutoff now offers 
a full range of sizes and capacities. You gain safe, positive volume control 
that eliminates shock damage to piping, pumps and other equipment. 
Brodie Quantrol conversion kits permit quick easy change-over. When 
you specify, indicate new or existing meter installation requirements. 

701 Contact Brodie first for the last word in petroleum metering. 


~~ 


ODIE 2” METERS 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 
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550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, ill. 221 9th Ave. N. 5401 Sheila Street 
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et Ethyl's Recruiting and Training Program 





An organized R &T program 
can cut turnover of driveway salesmen 


Finding and developing good driveway salesmen 
is areal problem for today’s service-station dealer. 
The constant turnover of these important sales- 
men is both perplexing and expensive—affecting 
the entire petroleum industry. 

To aid the industry in the solution of this prob- 
lem, Ethyl developed the Recruiting and Train- 
ing program. Reports show that the program has 


RECRUITING 
“Pick Your Tomorrow," a dramatic movie in 
full color, points out the many advantages 
and opportunities of service-station work. 


“Which Way Am I Going?", a stimulating 
booklet for young men, which explains require- 
ments and benefits of service-station work. 


“Who's Wearing Your Face?”, an informative 
booklet for dealers that suggests interviewing 
techniques and shows how to gauge appli- 
cants’ answers. It also provides sample appli- 
cation forms and rating sheets. 


TRAINING 


“Fire Power” Show, well known to the indus- 
try for more than a decade, has been updated. 
It covers all phases of safe handling of gaso- 
line from the refinery to the service station. 


“Fire Power” Movie has also been revamped 
and produced in full color along with a new 
“Fire Power” booklet. This movie now con- 
tains up-to-the-minute footage on the cause, 
prevention and extinguishing of gasoline fires 


ETHYL CORPORATION 


NEW YORK 17, N. Y. 





helped the dealers find good men—has helped 
develop these men—has helped keep these sales- 
men on the driveways. 

We have recently enlarged the program to make 
it even more effective. New materials have been 
added. Other items that have proved their de- 
pendability year after year have been brought up 
to date. Here’s what the 1957 program offers: 


A kit of seven color-sound movies is now 
available. Five films cover important phases 
of automobile maintenance. The other two ex- 
plain how gasoline is made and the importance 
of its characteristics to engine performance 
1. “Electrical System”’ 

‘‘Distributor’”’ 

“Spark Plugs”’ 

‘““Valves’’ 


or dt GW to 


“‘Carburetor”’ 

“Gasoline Part I[—Volatility”’ 
“Gasoline Part II[— Knocking and 
Preignition.”’ 


=f 


“The Story of Gasoline,” an illustrated reference book, ex 
plains the importance of gasoline, its manufacture, its test 
ing and its relation to engine performance. 


These R & T materials can be used as a complete pro- 
gram . or to supplement your own recruiting and train 
ing program. Talk with your Ethyl representative about 
putting them to work for you. 
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OPW’S 
CHECK VALVES 





































No. 14 SINGLE POPPET ANGLE No. 175 HORIZONTAL SINGLE CHECK 
CHECK VALVE for installation on top VALVE 
of tank. 


No. 175-B Built in by-pass relieves No. 42 


No. 42 DOUBLE POPPETED VERTICAL ‘ 
; : ; line pressures due to heat on near- 
CHECK VALVE for installation in pump surface installations, preventing pump 
pedestal. housing from cracking. Eliminates leak- 
No. 86 FOOT VALVE for installation in ing lines due to product expansion. 


the tank at the base of suction line. 


No ordinary group of valves, these OPW Check Valves 
have been specifically designed, ground and lapped for 
gasoline service. They are 100% tested to effectively 
and reliably do a particular job .. . hold prime. 
OPW, satisfied with nothing but the best in materials 
and workmanship, is proud of the thousands of installa- 
tions where this family of sturdy valves are daily turn- 
ing in characteristically fine performances. 

These are but a few of OPW’s prime holders. Write for 
new Bulletin F-24 describing other types. 


OPW CORPORATION 


2735 Colerain Ave. © Cincinnati 25, Ohio © Kirby 1-5400 
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The Wright Brothers chose Mobiloil to protect their 
plane engine ov the very"first flight in 1903... 


First polar flight in 1926 with Richard Byrd was 
made with Mobiloil . ll 


On first solo trans- Swtlarftios flip in 1927, Charles 
Lindbergh chose Mobiloil for engine pretection . . 


On first westward global flight in 1928, Kingsford 
Smith chose Mobiloil for his tri-motored plane. 


On first U.S.-to- rome fligh 


trans “Arctié MSht . 
Pole . . on first: wore < 


Yes, it’s no coincidence wie Mobil fuels and 
lubricants are so widely used by military, private 
and commercial airfleets—turbo-jet, jet and 
piston powered — around the world. _ 


er 


“6 e 
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Mobil Pays Off—in Prodriah, Performance and Protection 





ONY MOBIL OIL COMPANY, INC 


and Affiliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 


e BALTIMORE 18, MARYLAND—1914 North Charles St. e¢ MILWAUKEE 1 

R T 32. MICHIGAN 903 West Grar tivd. e ST. LOUIS 8, MISSOURI 
OS ANGELES 4, CAL.—Genera *etroleu Corp ( S. Flower St 

ices to give i close and fas peratior 
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Behind Our Headlines 


You and the LP-Gas Boom 


OR many distributors it is time to take another look at 
liquefied petroleum gas (LPG). 

The growth of LPG since the end of World War II has 
been phenomenal. Optimistic supporters predict further 
growth of greater magnitude. 

Last year, NPN began obtaining fresh information for 
a progress report of LPG. Most of the basic material was 
gathered by Marvin Reid, our Southwest editor, who 
scouted the Mid-Continent and Gulf Coast for details on 
new developments and the latest thinking. NPN corre- 
spondents from coast to coast filed reports on their areas. 

Phillips Petroleum Co.’s annual LPG report graphically 
emphasized the prodigious gains LPG continues to make. 
So that becomes the takeoff point for the oven-hot article, 
“Is There Room for You Today in LP-Gas?”, starting on 
page 96. 

LPG is not for everyone, not by a far sight. But it is time 
for distributors to appraise or re-appraise their individual 
operations to determine whether LPG offers a possibility 
for them. NPN’s information may help them reach a deci- 
sion. This article also will be helpful to major company 
representatives who work with jobbers and consignees. 


Texas Idea-Man 


ANOTHER good dispatch from Marvin Reid is about Bud 

Popkin, manager of design and construction for Con- 
tinental Oil Co. in Houston. 

Popkin is the subject of an interview that starts on page 
150. In it, he offers some fresh thinking and stimulating 
ideas on future designs for marketing facilities. This is a 
new type of feature—a cross between a comprehensive 
question-and-answer interview and a profile. We plan to 
have several of them this year. 

NPN’s photo-illustrations have been commended highly. 
For an example of sharp pictures, see the ones of Popkin 
taken by Bert Brandt, one-time White House cameraman 
for Acme (now United Press News Pictures). A top-flight 
World War II photographer, Brandt took and delivered 
the first pictures of the Normandy invasion by “hitch- 
hiking” back across the English Channel and to London. 
After a peacetime tour of duty in New York, Bert became 
a naturalized Texan a couple of years ago. 


FRANK BREESE, Editor 





Here’s more proof of sustained accuracy ... 
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things you can see with your eyes: 





Measuring chamber has 
only one moving ele- 
ment. No complicated 
mechanism to get out 
of adjustment. Occa- 
sional dirt won't dam- 
age a Red Seol ... 
chamber is easy to re- 
move, easy to clean. 





Double-case design 
eliminates distortion of 
measuring chamber 
caused by pressure or 
piping stresses. Pre- 
vents binding and un- 
even wear. 


“Capillary” seal... 
a thin film of liquid 
+ +» prevents wear be- 
tween piston and cham- 
ber. Seal is rigidly 
controlled by precision 
mochining . . . stays 
constant through long 
occurate life. 





This patented ‘'Gear 
Shifter’ firmly locks 


calibration. Cannot 
drift or slip between 
tests. Eosy to adjust 
when required, but it's 
seldom required. 


NEPTUNE METER COMPANY 


S80 WEST SOth STREET 


ee .NEW 


















AT SINCLAIR’S FT. MADISON, IOWA, TERMINAL: 
Neptune’s Accuracy 


Defies Heat, Cold and 
Seven Years of Heavy Load 







Working year-round in temperatures from 12 below to 109 above, 
these seven Red Seal petroleum meters have put through a yearly 
average of 6 million gallons each since Jan. 9, 1950. Some, on 
gasoline, have averaged far more, most of the time at peak 
flow-rates! 

To keep pace with modern marketing methods, the meters were 


up-dated recently by adding Print-O-Meter registers . . . a move 
25 


made economical by Neptune's exclusive Unit Replacement Plan. Cor 
In the memory of Mr. Stan Huston, superintendent, there’s been no trar 

, , : pre 
trouble except when a foreign substance accidentally got in some ing 


years ago. The meters still show no signs of wear. 
An unusual record? No. Chances are you, too, are getting the 
same fine performance from Red Seals on trucks or loading racks. 


Good reason why you should specify Red Seals next time, too. 




































RS-27 


Branch Offices. 
ATLANTA » BOSTON + CHICAGO + DALLAS + DENVER 
NO. KANSAS CITY, MO. + LOS ANGELES + LOUISVILLE 
PORTLAND, ORE. + SAN FRANCISCO [Mil!broe) 

IN CANADA: NEPTUNE METERS LTD. 
1430 LAKESHORE RD., TORONTO 14, ONT. 





YORK 20, N. Y. 







How Neptune Meters Make Money and Save for Others: 


“We have 25 Neptune Meters in use now on our trucks and loading rack and find that they are the 
best that can be bought. We have used just about every type that is on the market .. .” states Mr. 
T. H. Potter, of T. T. “Tom” Potter & Son, Morehead City, N. C. 


: - 

SINCLAIR jie , 
* ming » —. sens 

£ pepe ems Fe 


Rogers Oil Company, Raleigh, N. C., . . . a Neptune customer for 15 
years . . . have five 3-in. Auto-Stop Red Seals at their bulk plant, filling 
100 and 200-gallon truck compartments. Roger’s big business is kerosene 
fuel for tobacco curing and fuel oil for home heating. They also have 2” 
Red Seal meters on local delivery trucks. 


ag smc sth 
eee 3 
| 
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25 in-plant vehicles are refueled through Red Seal a of CITIES © SERVICE 
LP-gas “compact” meter at Torrance, Calif., plant of ecg ll 

National Supply Co. This fully approved LP-gas meter- PE ROLEOM PRO DETs 
ing system included all accessories in one safe, easy- oe a 
to-install unit. S 24587 


25 Neptune remote control meters at Esso Standard Oil 
Company's big New Haven terminal speed loading of 8 
transports and trucks simultaneously. Automatic interlocks 
prevent withdrawal of any product until authorized by lock- 
ing ticket into office register. 


Small outlay keeps New York dealer’s 32 trucks rolling: In 4 to 15 
minutes, practically any meter service problem can be fixed simply by 
substituting one of these “spares.” With the truck back in service, you 
can clean, repair or renew the parts at leisure. 
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Photo courtesy Allied Aviation Fueling Company of New York, Inc 


Men used to be in danger 


of a gasoline bath 


A typical example of B. F. Goodrich improvement in rubber 


takes a lot of pressure to pump 
200 gallons a minute up into an 
airplane's tanks. When tanks were full 
and the nozzle suddenly shut off, the 
surge of pressure sometimes burst the 
hose. And a shower bath of gasoline 
could explode into flames, seriously 
burning men on the job and damaging 
the plane. 

Now all that danger is ended. 

B. F. Goodrich engineers believed a 
fuel hose could be made completely 
burstproof. They designed one so strong- 
ly reinforced with braided steel wire that 
it stands 1000 pounds’ pressure per 


8 


square inch—5 times the greatest pres- 
sure it will ever get in service. No more 
bursts, no more fires—longer life, low- 
er costs 

And, just for good measure, B. F. 
Goodrich engineers were also able to 
make the hose light and flexible, easy 
for a man to haul up and over the wing. 
Today, this B. F. Goodrich hose is at 
work in airports all over the country, 
delivering fuel quickly and safely. 

Finding a way to improve airplane 
fueling hose is an example of the B. F. 
Goodrich method of approaching a 
customer's problem. We have been 


able to solve equally difficult ones, 
just as successfully, in products you 
undoubtedly use. Your B. F. Goodrich 
distributor would like to tell you what 
these improvements are, and how they 
can be employed for your profit. B. F. 
Goodrich Industrial Products Co., Dept 
M-865, Akron 18, Ohio. 





B.EGoodrich 


INDUSTRIAL PRODUCTS 
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Letters 





About self-reliant jobbing . . . market research . . . 
tires and winter ... how we flunked in geography 
_.. mixup on unbrandeds .. . petroleum poetry 


Solve-it-Yourselfer 
To THE EDITOR: 


Your article on Dan Hunt’s success 
as a multi-brand jobber (NPN—Dec., 
p96) shows what can be accomplished 
in the oil industry today if our talents 
are applied in the right direction. It 
is quite apparent that Dan Hunt did 
not walk up to his senators and con- 
gressmen every few weeks and ask for 
a government investigation. He solved 
his problems, as they nearly always 
have to be solved, within his own 
bailiwick and with his own talents. 

MELVIN HALL 
President 

Melvin Hall Oil Co. 
Noel, Mo. 


B-A’‘s Market Research 
To THE EpiTor: 

I have read your article “How Mar- 
ket Research Is Growing” in the Jan- 
uary NPN (p91), and think it is ex- 
cellent. 

We are fully in accord with this 
development in oil marketing. As 
proof of this, we have established a 
department here at Head Office for 
market research as an important phase 
of our marketing reorganization. 

Your article has given us some 
worthwhile ideas to incorporate in our 
new departmental setup and we deeply 
appreciate it. 

J. L. LENKER 

Vice President, Marketing 
British American Oil Co., Ltd. 
Toronto, Canada 


Too Much Snow? 
To THE EpITor: 

We liked “Your Dealers Can Sell 
More Tires” (NPN—Jan., p115) very 
much, particularly the suggested sell- 
ing phrases. 

However, we are not quite sure 
about the timeliness of the article. 
January, February and March are the 
bad weather months for motoring in 





Canada, and most people’s mileage is | 


down considerably. Therefore, there 
are not so many opportunities to sell 
tires, particularly with the bad weather 
which makes tire checking a very dif- 
ficult and unpleasant job. 

W. H. HALL-HOLLAND 

Advertising and Sales Promotion 

Manager 

Reliance Petroleum Ltd. 

London, Canada 


Is Our Face Red 
To THE EpITor: 

You fellows pulled off quite a feat 
in transferring the TBA meeting from 
St. Louis to Chicago. (NPN—Jan., 
p116). Only trouble was you forgot 
to tell the rest of us about it and we 
went to St. Louis. 

W. M. SCHMITT 

Sun Oil Co. 

Philadelphia 

Retiring National Chairman 
Oil Industry TBA Group 


We're all hanging our heads over that. 
NPN’s reporters went to the right place 
for the annual Oil 
Industry TBA Group 


inadvertently used 
“Chicago” instead of 
“St. Louis” in the 
headline. When we 
goof, we goof—but 
good. 





The Unbranded Non-Brander 
To THE EDITOR: 
In your item “Moving Against Pri- 


meeting. But a writer | 


vate Brands” (NBN—December, p84) | 


you followed the printed report of 
what I said, but, unfortunately, one 
word was left out in the mimeograph- 
ing. The sentence should have read: 
I am told that some responsible un- 


(Continued on page 10) 





COMING UP IN NEXT MONTH’S ISSUE... 
@ How the industry feels about longer leases 
@ What maintenance scheduling can do for you 
@ What it takes to get a bigger cut of the TBA market 
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EVER-TITE 
Standard Adapter 
and Coupler 







EVER-TITE 


-the best quality 
QUICK COUPLINGS 






You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 


Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 





EVER-TITE 
Adapter and 
Coupler 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 
of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 
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EVER-TITE 
Shank Hose 
Coupling 





Dust Cap 
EVER-TITE Dust Protectors 








COMPRESSOR PARTS PROMPTLY! 





SERVICE PARTS DEPOTS 


Bi \ 


DOZENS OF SERVICE DEPOTS 
STOCK MAJOR PARTS FOR 
KELLOGG-AMERICAN COMPRESSORS 


Parts and service ina hurry . . 
no matter where you're located, 
that’s what these strategically 
situated depots guarantee you! 
Each Kellogg-American service 
parts depot carries a comprehensive 
assortment of parts and complete 
assemblies, to keep your Kellogg- 
American compressors operating 
at top efficiency! 

Because a compressor is only 
as good as the service organization 
behind it, we’ve selected only the 
best qualified firms to function 
as service parts depots. Check the 
accompanying list . . . get to 
know the men in the Kellogg- 
American depot nearest you .. . 
they have the training and the 
experience to serve you well! 
Kellogg Division, American 
Brake Shoe Company, 
97 Humboldt St., Rochester 9, N.Y. 







Om CQuIPMminy sOnnERS 
Rennisbthasbteiinatinn alhesnishasesidienae? 


Kellogg-American 


AIR COMPRESSORS 





A-8378 
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LOCATION 


Alabama (Birmingham) 
Arizona (Phoenix) 


California (Los Angeles. 
Oakland and Sacramento) 


Colorado (Denver) 
Georgia (Atianta) 
Iinois (Chicago) 


Indiana (indianapolis) 


Kansas (Hutchinson) 
Louisiana (New Orleans) 
Massachusetts (Boston) 
Michigan (Detroit) 
Minnesota (Minneapolis) 
Mississippi (Jackson) 
Missouri (St. Louis) 
Montana (Billings) 
Nebraska (Omaha) 
New Jersey (Linden) 
New Mexico 
(Albuquerque) 
New York 
(Long Island City) 
North Carolina 
(Greensboro) 
Ohio (Cleveland and Toledo) 
Oklahoma (Okiahoma City) 
Oregon (Portiand) 
Pennsylvania 
(Philadelphia) 
(Philadelphia) 
Tennessee (Knoxville) 
Texas (Dajllas) 
Utah (Sait Lake City) 
Washington (Seattie). 
Wisconsin (Milwaukee) 





GIP RAE 


PARTS DEPOT 


Pump Shop, Inc 
Shields, Harper & Co 


Shields, Harper & Co 

Eaton Metal Products Co 

Equipment Sales Co 

The Amco Corp 

Indiana Oil Equipment Co 
Inc 

Eaton Metal Products Corp 

Alon Equipment Co., Inc 

Gerard Electric Co 

The Amco Corp 

Products, Inc 

Petroleum Equipment Co 

Downey Equipment Co 

Eaton Metal Products Co 

Eaton Metal Products Corp 

The Amco Corp 


Eaton Metal Products Co 
The Amco Corp 


Collson-Murray Co. 
The Amco Corp 

Land Supply Co 
Shields, Harper & Co 


The Amco Corp 
Emco Service 


The RBM Co 
United Pump Supply, Inc 
Eaton Metal Products Co 


. Shields, Harper & Co. 
..C &H Electric Co 














NATIONAL 


Letters 


(Letters begin on page 9) ‘ 
branded jobbers are planning to intro- 


duce laws on both the state and na- 
tional level that will control this type 
of operation [irresponsible unbranded 
operator]. 

I have never been approached by 
any jobber with the idea of eliminating 
unbranded jobbers. I personally feel 
that any jobber should be able to 
handle a major brand, a private brand 
or both if he sees fit. If the time ever 
comes when jobbers are prevented by 
law from handling a private brand, 
jobbers will be absolutely at the mercy 
of their suppliers. 

Cunt Exwiott, President 
National Oil Jobbers Council 


Happy Holidays 

To THE EDITOR: 

Thanks for the poem—“And to All a 
Good Night.” 

I’m flattered to be in with such high- 
powered might. 

And lucky that John and Tony saw 
how 

They needed a name to rhyme with 
Dow. 


Jack F. Gow 

Division Public Relations 
Supervisor 

Tidewater Oil Co. 

New York, N. Y. 


To THE EDITOR: 
For an extra barrel, all marketers 
sprint, 
But still there’s no joy, like one’s name 
in print. 
To NPN’ers who write and sell, 
A Merry Christmas, a Joyous Noel. 
P. C. SPENCER, President 
Sinclair Oil Corp. 


Convention Correction 


To THE EDITOR: 

As chairman of the Alabama-Missis- 
sippi Oil Jobbers Assns. convention 
(NPN—Dec., p146), I should like to 
make one correction. S. H. Douglas, 
who conducted the seminar on com- 
mission-vs.-direct-vs.-leased operation 
of service stations, is division retail 
manager for Shell Oil Co. in New 
Orleans, not a Shell jobber. 

TOMMY MUNRO 
Munro Oil and Paint Co. 
Biloxi, Miss 


What's your opinion? 


We'd like to know. Send your 
comments, criticisms, sugges- 
tions to: Editor, National Pe- 
troleum News, 330 W. 42nd St., 
New York 36, N.Y. 
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is for “fight!” 





...and Continental’s"F’’style cans pack 


a sales punch that’s hard to beat 


In today’s competitive market places, in supermarkets, you know how important it is 
to have a really competitive package—good-looking, sturdy and easy-to-use. You can 
be sure of getting all these features with Continental’s “F” style cans. What's more, 
these cans conserve shelf space while providing a broad point-of-sale display area. 
Lithographed by Continental’s master craftsmen, your sales story comes through 
crisp, clear and colorful—with style that stands out on any shelf. Moreover, these 
rugged, all-steel containers open easily, pour freely and provide firm reclosure. 
Just say the word, and we'll deliver all the “F” style cans you need, in sizes from 
eight ounce to one gallon. And, as part of our Tailor-Made Package Service, we 
make available individualized research and engineering. Give your product the 
competitive fight it needs to win sales. Call for Continental’s “F” style cans. 


CONTINENTAL E CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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REX SHIPLEY, owner of the Rex Stand- 
ard Service Station. 





















A NATIONAL SYSTEM provides fast and accurate service for customers of this modern service station. 


“Our G@Yalional Cash-Charge Control System 


saves us*2,300 a year... 


pays for itself every 12 months!” -nex standard Service 


“‘We’ve been using a National Cash- 
and-Charge Control Register for two 
years now,” writes Rex Shipley, 
owner of the Rex Standard Service 
Station, “and find that it enables us 
to operate more efficiently than ever 
before... and at a great saving! 
“Our National System has com- 
pletely eliminated the cash and mer- 
chandise shortages that used to plague 
us. It provides printed totals for all 
cash and charge sales and supplies 
us with a detailed inventory break- 
down by classifying sales under dif- 


ferent headings, such as gas, oil, 
labor, etc. This simplifies our book- 
keeping and assures us of complete 
inventory control. 

“This increase in efficiency saves 
us at least $6 a day, which means 
that our National Cash-and-Charge 
System pays for itself every 12 
months. It seems to me that any 
service station operator interested in 
making extra profits could not do 
better than to install a National 
System!” 

Your Service Station, too, can 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


12 


Detroit, Michigan 


benefit from the lower operating costs 
made possible by a National System. 
Nationals quickly pay for themselves, 
then begin to earn extra profits for 
you. Find out what a National System 
can do for your Service Station by 
calling your nearby National repre- 
sentative today. He’s listed in the 
yellow pages of your phone book. 


*#TRADE MARK REG. U.S. PAT. OFF 


ital 


CASH REGISTERS +» ADDING MACHINES 
ACCOUNTING MACHINES 


® 
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Money-Making Ideas 





About a sales-building TBA Club . . . incentive plans 
with a special vacation twist... fast sales with a fast 
car wash... . a one-armed bandit at work 


A group of Texaco dealers in Port- 
land, Ore., have formed what they call 
a TBA Club. Each member concen- 
trates on selling a different item in the 
TBA line for a period of one week. 
He keeps a record of results and re- 
ports to fellow members so they all 
learn the sales potential of each item. 
On a recent trial a member tried out 
a radiator pressure tester, and sold 
75 radiator caps in a week by using 
the tester. 


A variation on incentive pay for 
station employes is used by an Atlantic 
dealer, Leon Bavitz, in Nanticoke, Pa. 
Using a system of points for the dollar 
volume of individual sales, the men 
engage in a year-long sales contest. 
Standings are posted every day. High 
man for the year gets eight extra days 
of paid vacation; the runner-up, four. 


$ 


Careful attention to the layout of 
his fast car wash practically guarantees 
gasoline sales for Mobil dealer Joe 
Elwart’s station in Las Vegas, Nev. 
Cars from the wash line are spotted 
for finishing touches right beside a 
pump island. To make sure no custom- 
er overlooks filling his tank, Elwart 
sells the $1.50 car wash for only $1.25 
to those who buy gasoline 

Another Mobil dealer in Las Vegas 
has a sideline with a special appeal 
for the stream of tourists who visit his 
city. He provides a slot machine so 
visiting motorists can have fun while 
buying gasoline or waiting for other 
service. 

$ 


The trade-in idea works with sealed 
beam lamps, according to C. L. Mc- 
Donald, Standard of Indiana dealer in 
Phillipsburg, Kans. He allows 25¢ for 
each old lamp he replaces. Owners of 
old cars who hesitate to pay for new 
ones will gladly buy the used lamps. 
In order to build up his stock he has 
to do an active lamp business, so he 
checks headlamps on all the cars that 
come in to the station. His sealed 
beam sales run better than 400 a year. 
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Here’s something different for open- 
ing day. At a recent opening of a 
Royalite station in Calgary, Alberta, 
the dealer took a large number of 
snapshots of visitors. Selecting three 
at random, dealer Ben Marte pub- 
lished the pictures in a local paper 
with an offer of prizes upon identifica- 
tion. To mystery guest number one, 
locker-full of Grade A beef; to num- 
ber two, a bicycle; and number three, 
an electric iron. 


$ 


One filter maker suggests all station 
operators be urged to read the oil 
pressure gage on Chrysler cars for a 
quick indication of the need for a new 
cartridge. Normal oil pressure is 60 
psi. If the gage reads 45 psi or less, it 
means a clogged filter has forced open 
the relief valve and unfiltered oil is 
feeding directly to the engine bearings. 


> 

When thieves broke in and stole 
some Phillips “66” tires from the Per- 
kins Oil Co., of Guymon, Okla., Bud 
Perkins promptly ran an ad in the 
local paper. His copy was a message 
to whoever took the tires suggesting 
that they stop in to pick up their 20- 
month guarantee. 
> 

The window in the cover of the 
credit check books used by the Pure 
Oil Co. sparked an idea for Bill Mul- 
lins, of Huntington, W. Va. He asks 
his regular customers for permission 
to write his name and phone number 
on the first page where it can be seen 
through the window. It’s a handy re- 
minder to the customers to call the 
Mullins station when they need help. 


$ 

It’s becoming more important today, 
with 12-volt batteries increasing in 
number, to stop corrosion and current 
leakage by neutralizing acid overflow. 
This can be done by washing the top of 
the battery with a solution of baking 
soda and water. When a metal battery 
frame does start to corrode, the Amer- 
ican Automobile Assn. suggests re- 
placing it with one of the new plastic 
types now available 
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NO LUBE JOB 
ISCOMPLETE 


until you Lubricate ALL RUBBER 
PARTS & FITTINGS 
THAT SQUEAK 







USE THE 
APPROVED 
LUBRICANT 


RUGLYDE™ 


Trifle Purpose 
RUBBER LUBRICANT 


Use RuGlyde on rubber 
bushings, shock absorber and 
stabilizer, linkage, shackles, 
grommets, insulating strips 
and other rubber mountings 
and fittings. Completes the lube 
job with the safest and most 
lasting anti-squeak treatment. 


RU GLYDE Also 
Makes tire mour 


@ TUBELESS PASSENGER TIRES 
@ TUBELESS TRUCK TIRES 

@ REGULAR TIRES AND TUBES 
@ VALVE STEMS 


@ NEW AND USED TIRES 
@ FLOOR MATS 


@ RUBBER ACCESSORIES OF ANY 
COLOR 


FOR BEST APPLICATION USE 
RU GLYDE IN THE HANDY 
RU GLYDE SERVICE KIT 


AMERICAN GREASE STICK CO. 


MUSKEGON ee a 











No. 2 








No. 9 





No. 17-ST 


, 
HOSE 
SWIVELS 


Prevent Hose Kinks! 








Strongest link in | 
your hose line. . | 
| 


WON’T PULL APART! 
e NO HAZARD 
e NO PRODUCT LOSS 


@ MAXIMUM HOSE 
LINE FLEXIBILTY 





} 
| 
| 
Make your hose easier to handle | 
add to its life . . . eliminate twisting, 

kinking and tension resulting from 
rotary motion. Use OPW's leakproof 
swivels with liquids dispensing noz- | 
zles and on industrial hose installa- | 
tions. Turns freely at line pressure } 
up to 125 psi 
FREE BULLETIN F-37 provides inter 








2735 Colerain Ave. 
Cincinnati 25, Ohio 
Kirby 1-5400 | 





What They’re Saying 





About politicians and headlines . . . tight money ... 


industry profit dollars 


. big and small business 


what to do when you retire 


“Whatever the problems of the oil 
industry, government intervention is 
certainly no answer. Let us hope that 
the politicians who have tried to 
gather votes by the ‘divorcement’ ot 
oil producers from the business of 
marketing and refining will either 
study the problem thoroughly before 
creating another ‘encroachment’ plan 

. or will find some other way to 
keep themselves in the headlines.” R. 
W. McDowell, president, D-X Sunray 
Oil Co. 


6? 


“Tight money arises from the ex- 
pansion of credit-demand at a greater 
rate than savings and new money are 
created. Money-supply and money-de- 
mand may stabilize in the latter part of 
°57. If so, interest rates will no longer 
rise. But high-level business activity 
could be maintained from the revolv- 
ing of credit.” Ben H. Wooten, presi- 
dent, First National Bank in Dallas, 
Dallas, Tex. 


69 


“Last year we greatly expanded our 
traffic safety program. . . It is the duty 
of businessmen these days to demon- 
Strate an interest in the public wel- 
fare. We power the highways and we 
should be interested in how they are 
used.” Wendell J. Marzolf, associate 
executive secretary, Michigan Petro- 
leum Industries Committee. 

69 


“Oil industry profit dollars are prog- 
ress dollars. Profits are definitely not 
too high; rather they must be increased 
if the public wants us to meet ever- 
growing demands for both quality and 
quantity and to be prepared for emer- 
gencies as well.” Dr. Robert E. Wil- 
son, board chairman, Standard Oil Co. 
(Indiana) 


69 


“To try and further one form of 
enterprise at the expense of another 
is like removing the trunk of a tree 
in the hope that the branches will 
then grow better. Small business goes 
hand in hand with large business and 
prospers with it. It suffers with it, 
too.” Robert G. Dunlop, president, 
Sun Oil Co. 


“Profits from belonging to an as- 
sociation? You bet you'll make prof- 
its from membership. The harder you 
work at it, the bigger the returns. 
Remember every segment of the in- 
dustry has its logical, probable fair 
share of the community’s market, and 
that intelligent group work will define 
and rationalize those shares through 
education. Inequities, through group 
education, tend to diminish.” Dan 
Lundberg, executive secretary, Cali- 
fornia Petroleum Marketers Council. 

69 


“Any intra-industry feud, for any 
cause or any purpose, within any 
branch or segment of the oil business, 
is something that none of us can in- 
dulge in or tolerate. We’d just make it 
too easy for government control ad- 
dicts to claim that an industry divided 
against itself begs for regulation from 
the wellhead to the pump nozzle.” 
Frank M. Porter, president, American 
Petroleum Institute. 


69 


“Certainly a great reservoir of in- 
dustrial talent that is not being tapped 
as it should be these days exists in the 
ranks of retired executives. Many 
companies are requiring retirement at 
the age of 65—an age at which many 
men are still alert, vigorous and reluc- 
tant to accept the idea of a passive life. 
Many, I’m sure, would welcome the 
opportunity teaching would provide as 
an outlet for their energies and proven 
abilities.” David A. Shepard, director, 
Standard Oil Co. (New Jersey) before 
The American Council on Education. 


69 


“Research and development has 
brought such an impressive record of 
benefit to the petroleum industry that 
our problem is not whether to continue 
this work, but only how much we can 
afford to spend on it.” Henderson Sup- 
plee, Jr., president, Atlantic Refining 
Co. 


READ Ahead of the News 





page 85 
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NOW —a premium hose 
for the 
new premium gasolines 


| ie the new Style WWC Gasoline Pump Hose by 
Goodyear. And it’s one hose that’s especially 
designed and constructed to handle all types of 
gasoline—including the newest premium grades 
with their powerful new additives. For its tube is 
made of CHEMIGUM—the highly oil-resistant syn- 
thetic rubber developed exclusively by Goodyear. 


You’ll find this new hose far easier to handle, too. 
A special kind of wire reinforcement makes it so 
flexible it always drapes—without twisting—on 
the pumps. On reel types, it always operates 
smoothly. And you get this unusual flexibility 
even in sub-zero weather. 


THE GREATEST NAME 
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GOoD/7Y 


GOODYEAR INDUSTRIAL PRODUCTS 
Style WWC Gasoline Pump Hose 

A Synthetic rubber 

tube, highly resistant 


to gasoline and low 
temperatures 





Woven braid rein- 
forcement with static 
bonding withstands 
crushing, pulling 
and tugging 


Cc Scuff- and weather-resistant cover will not mark or mar 


And there are a lot more of these Goodyear qual- 
ity features: A cover of super-tough tread stock 
to shrug off rough handling. Static-bonding for 
complete safety. And, of course, Underwriters’ 
approval. 


So—when it comes to the new super-gasolines— 
here’s the super-hose you can be sure will do the 
job. And it’s only one of the many types of quality 
oil marketing and distributing hose by Goodyear. 
For details on any one of them, see your Goodyear 
Distributor. Or write: 
Goodyear, Industrial Products Division, 

Akron 16, Ohio. 


AR 


IN RUBBER 





Chemigum—T.M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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isn’t THIS what you want in an 
UNDERPUMP CHECK VALVE? 


& 4111 ¢ 1%” ball 
check valve 














WRITE FOR FULL DETAILS AND SPECIFICATIONS 
BUCKEYE IRON & BRASS WORKS, Dept. N 
Box 883, Dayton 1, Ohio 


Buckont 


QUALITY VALVES & FITTINGS 
FOR THE OIL AND AVIATION INDUSTRIES 


SERVICE, above all? Full-flow without vibration or 
restriction? Positive seating? And don’t you want full 
and easy accessibility for service? We’re sure you do 
... and we’re sure you'll like the new Buckeye Model 
4111 Ball Check Valve! 


NEW EASE IN MAINTENANCE 


Should service be necessary, slide hasp off the face 
plate, turn and remove. The nudge pin inside face 
plate lifts ball off “O” ring seat enough to drain line 
above valve. Service without removing valve from line 
or breaking pipe connections. 


LOW PRESSURE DROP 


New design features a chip-proof phenolic ball which 
affords a stream-line flow. This, plus oversize body, 
reduces pressure drop well below that of conventional 
disc or poppet designs, (See graph.) Cast guides, inside 
the body, guide the ball as it lifts from seat. 


Available in several combinations for connection 


BALL CHECK 


au -tVe" 


wo (een ve 
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DUPONT Zeccab NEWS 


One of a Series of Bulletins for the Petroleum Industry 


Critical lubricating problems 
indicate growing market 
for estersil greases 


Phere is a steadily growing number of 
industrial where lubricants 
are exposed to water and intense heat 
combined — with working. 
These applications demand lubricant 
performance beyond the capability of 


processes 


vigorous 


ordinary greases. 

By using Du Pont Estersil G1 
(grease thickener), several industrial 
lubricant makers are meeting this de 
mand for better greases with consider 
able success. Here is a typical example 
of how estersil can help grease sup 
pliers meet unusually difficult lubrica 
tion requirements. 


Grease life extended 


\ pigments manufacturer had been us 
ing a conventional grease for lubricat 
ing chemical dryer racks. 
lost its lubricating qualities after one 
trip through the drying oven where the 
temperature averaged 120°C. This 
made the racks (weighing 2500 Ibs. 
difficult to roll manually, and resulted 
in excessive downtime for frequent 
greasing. 

To the efficiency of this 
process, an estersil-based grease was 
tried. Success was immediate. The 
racks rolled easier and downtime for 
greasing was cut in half. 


This grease 


increase 


Safety increased, too 


In addition to the economy realized 
through reduced downtime. this com 
pany got an extra dividend in increased 
safety. With the conventional grease 
an accident occurred in which the oper 
ator’s hand and wrist were jammed be 
cause the rack would not roll easily 
And the danger of this—plus physical 
strain—occurring frequently was great. 
But, by making the racks roll mor 
easily, the estersil grease eliminated 
this hazard. 


Broad market 


There are many other similar applica 
tions where greases made with Du Pont 
Estersil GT can best meet the critical 
demands of high-temperature opera 
tion, or where high water resistance is 
needed. They have, for example, in 
creased efficiency in enamelling-oven 
conveyor setups having operating tem 
peratures as high as 500° F. 

Farm tractors, mining machinery 
and heavy construction ¢ quipment rep 
resent another big market for estersil 
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How economic study 
of operations helps 


increase refinery profits 
by Jack S. Bellah 


A modern refinery of course offers many process and gasoline blend 


ing possibilities. And selecting the combination of the variables that 


will produce desired product quality most economically requires a 


careful analysis of plant operat 


ll 


O 
iS 


and laboratory blendi 


data 


Oo 
iS 


Refiners who do not have their own staffs to do this work are invited 


to consult with Du Pont. 


7 VALUE 


INCREMENTAL PROFIT AT INCREASING 
PROOUC 
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MANY YEARS’ EXPERIENCE in refinery technology enables Mr. Bellah to 


make a practical, accurate economic-analysis of many refinery operations 


Chose having their own economic study 
group may want to compare their re 
sults with ours to see if perhaps a dif 


hic ations 
t 


tLWalhist 


greases. In these ap 
they give better 
dirt, water and rough going... and 
help to cut maimtenance 
creasing lubrication efficiency 
reducing downtime for gt 

Anv of our sales offices will be glad to 
information Du Pont 
how it can increase 
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A Du Pont service 
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Refinery Profits 


here are the results of one 
such investigation 


A case history 


\ small modern re finery rece ntly adde d 
a catalytic reformer to the 
facilities. Three reformer operating 
conditions were compared —low level 
high level severity \ 
fourth case, involving jet fuel produc 

tion and non-operation of the reforme1 

permitted calculating the break-even 
Lross value ol those gasoline compo 
nents which went into the jet fuel pro 
duction. Two premium gasoline octane 


processing 


cle S1¢n, and 


FIGURE | 


Economic Study of Catalytic Reforming Operations 


Gio NIEWS 


Residual fuel sludge problems 
solved with Du Pont FOA-2 


At a midwestern manufacturing plant, 
the oil pump of an underground heavy 
oil storage tank became ineffectual be 
cause of a sludge accumulation block 
ing the supply line. Five gallons of 
Fuel Oil Additive No. 2 were added to 
the tank, and the fuel was recirculated 
for several days. In this way, enough 
sediment was removed from the tank 
to permit operation of the pump 

Not only had FOA-2 dispersed the 
sludge —but the filters remained clean 
afterward. And the oil containing the 
sludge was burned in a normal manne 
without any harmful effect on the com 
bustion system. Also, this simple and 
inexpensive method eliminated the 
hazardous and expensive job of lower 
ing a man into the tank to remove the 
sludge mec hanically. 


Another FOA-2 Economy 


At a New Jersey chemical plant, peri- 
odie cleaning of a heavy fuel-oil stor- 


levels also were to be considered. 
The results are shown in the graph 
at left and in the table below. 


Profit up $400 per day 


At the platformer design operating 
condition — 90% Cy, plus recovery of 
84.2 clear octane product — the daily 
gross profit was calculated to be some 
$400 less than that obtained from an 





Design 


Reformer Operation 
Cs + Clear Research Number 


Pool TEL Dosage MI/Gal. 
96 Premium 
97 Premium 


Product Realization, $/CD 38880 


Variable Costs, $/CD 
96 Premium 2965 
97 Premium 3160 


Net Gross Realization, $/CD 
96 Premium 35915 
97 Premium 35720 
incremental Gross Profit, $/CD 
96 Premium 
97 Premium 


Jet Fuel Break-Even with 
Best Performance Case, $/CD 
96 Premium 11.2¢/Gal 
97 Premium 11.1¢/Gal 





TABLE 
Economic Study of Catalytic Reforming Operations 


1 


Lo Level Hi Level | Down 


Jet Fuel 


1.65 : 2.685 
1.92 4 | 2.97 


39205 30885 


2850 2805 2965 
3045 2920 3125 


36355 35820 
36160 35705 


27920 


650 
455 





8435 
8400 











age tank was required. In addition, 
large particles of solid material on the 
strainer before the pump caused an 
increase in the pump suction vacuum. 
On several occasions, pump suction 
was lost completely. 

Outside service companies had pre- 
viously been employed for a similar 
cleaning job. This time, however, it 
was decided to try another method. 
One hundred pounds of FOA-2_ per 
1,000 barrels were put in and the oil 
was recirculated. 

Examination of the strainers showed 
no sludge-binding material. As a re- 
sult, pump suction vacuum dropped to 
normal where it staved. To maintain 
these improvements, FOA-2 is now be- 
ing used regularly in a concentration 
of 35 pounds/1,000 barrels. 

These case histories show how exist- 
ing sludge problems can be _ easily 
solved and—better—prevented, through 
the addition of FOA-2 at the refinery. 


operation yielding 91% C, plus recov- 
ery of 81.1 clear octane product. This, 
as you can see in the table at left, was 
indicated at both 96 and 97 octane 
premium levels. 

On the other hand, a disadvantage 
was indicated for operation at any 
higher severity level than the design 
condition. This led to the general con- 
clusion that an even lower level of 
operating severity than the one esti- 
mated might be still more attractive. 


Available to you 


By comparing notes with you on the 
most economical processing steps and 
reforming severity, in relation to your 
own individual stocks and market re- 
quirements, there is a chance that we 
can provide a service to your own proc- 
ess engineering group. Just drop us a 
line if you would like us to discuss this 
service with you. 


Better Things for Better Living 
... through Chemistry 


E. 1. DU PONT DE NEMOURS & COMPANY (INC.) + PETROLEUM CHEMICALS DIVISION + WILMINGTON 98, DEL. 


Sales Offices: 


CHICAGO 3 — 8 So. Michigan Ave. 
CLEVELAND 15 25 Prospect Ave 
HOUSTON 2 — 705 Bank of Commerce Bidg. 
LOS ANGELES 17 — 612 So. Flower St 
NEW YORK 20 — 1270 Ave. of the Americas 


RAndolph 6-8630 
SUperior 1-1363 
CApitol 5-115) 
MAdison 5-169} 


COlumbus 5-2342 TULSA 1 — 


PHILADELPHIA 2 — 3 Penn Center Plaza 
PITTSBURGH 22 — Room 751, | Gateway Center 
SAN FRANCISCO 4 — Room 626, 111 Sutter St. 
SEATTLE 3 — Room 215, 4003 Aurora Ave 

P. O. Box 730, 1811 So. Baltimore Ave 


LOcust 8-3531 
ATlantic 1-2933 
EXbrook 2-6230 

MElrose 6977 

LUther 5-5578 


IN CANADA: Du Pont Company of Canada (1956) Limited—Petroleum Chemicals—85 Eglinton Avenue East—Toronto 12, Ontario—HUdson 1-6461 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Room 7496, Nemours Bldg.—Wilmington 98, Del.—Olympia 4-5121, Ext. 2962 
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OVER 
Serial No. A3667 


Printed in U. S. A. 








Spout assembly is held in inverted position by 


screw-on cover cap. All fittings are recessed. Flat 
cover surface speeds.stacking, saves storage space. o OW 





le <i> 
Saag — 





To pour, you simply unscrew and remove cap 
ard protective metal seal. Spout is lifted out 
and placed in position for pouring. As illustrated 
above, two openings in the spout provide choice 
of fast or slow pouring speeds. For slow pour- 
ing, simply remove the small cap on the first 
opening. Spout is fastened with the screw-down 
cop you originally remcved from the cover. 
Entire operation is completed in seconds. 


Bg a e Large aperture for easy, 
& ti ity fast refilling. 


e Ideal for nesting and stacking. 
Saves storage space. 


F e i ¢ No shipping cartons required. 
arm al e Welded wire handle 


facilitates carrying. 


- Write today for information on how new 
Wi J&L all-purpose shipping and storage pail 


saves time and money. 


self-storage 


spout — yy 


Jones & Laughlin 


STEEL CORPORATION 
CONTAINER DIVISION STE t i 
405 Lexington Avenue * New York 17, New York 
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hydraulic shock! 


... Protect your equipment with slow-closing 
A. O. Smith set stop valves and counters for 


tank truck, bulk plant and terminal meters 


A. O. Smith Set Stop Counters and Set 
Stop Valves provide a sure way for auto- 
matically shutting off the flow after the 
desired amount of liquid has been deliv- 
ered. And it does so without hydraulic 
shock. RED CURVE on chart indicates 
severity of shock caused by ordinary quick- 
closing valves. BLACK CURVE shows 
smooth, anti-shock action with A. O. Smith 
slow-closing Set Stop Valves 

What's more, you get one-man opera- 
tion that’s safe, positive, accurate —: even 
in situations where counter is not visible 
from the delivery point. 





Set Stop Counters can easily be 
added to existing A. O. Smith me- 
ters. (Meter model T-10 with Set 
Stop Counter and Valve, shown). 















| i 4 
| rN 
¢ | 
+ Py } 
| 
+! cm 
| 
| w }-—+_+—_+_+_1_1__+_+__|_1_1__+_ | 
13>} A. O. Smith SLOW-CLOSING SET-STOP VALVE +> 
Dp —— — pp — pp tt tt + 
rf 
a 
mt 
4 i. | 
Static Pressure —— | 
| 
T a - | 
| Flowing Pressure +} +2 | 
Sees et | SS SS EE ES a a es 
| Zero Pressure —§_}— | | Valve Closed Li 
a ae RS re T ce Tat ES SW A RE eb ~~ | 
TIM 
te __Time > arts, 





So simple to set up and operate... 
precision-built for sustained accuracy 


a u 
AG 
a 


‘ 
wh 





® ® 
oO: 8? © Rime. | ae WN 





METER PRODUCTS 


Factories: 5715 Smithway Street, Los Angeles 22, California, P. 0 
Box 500, Succasunna, N. J. Offices: Atlanta, Ga., Chicago 7, Ill., 
Houston 20, Tex., Los Angeles 22, Calif., New York 17, N.Y. Canada 
Toronto 12, Vancouver 1. International Division—Milwaukee 1, Wis. 
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Coast to Coast... 
WITH LESS THAN A TANKFUL! 


As everyone who has driven cross-country knows, Proud of its own direct association with 19,000 
there’s no need to keep the tank constantly full, such stations and retail tlets, Cities Service is 
for fear of running out of gas. now undergoing vigorous expansion to assure that 
For, throughout the entire 3000-mile trip, you’re the products and service of these Cities Service 
never more than a few gallons away from one of dealers will be still finer in the years to come. 
the thousands of service stations in the great chain New oil discoveries, new refining facilities, new 
that links all America. techniques, new pipelines and tankers, and new, 
And think for a moment about that word ultramodern sti ns are enlarging the Cities 
“service” in service station. Few, if any other busi- Service capacity for meeting growing demand. 
nesses, are a combination first-aid and comfort But the really big results are yet to come in the 
station, garage and information bureau. And how form of petroleum products that could only be 
many other businesses do you know that stay open dreamed of a few years ago. Clearly, whether 
as long and as often and do so many things with- vou're a customer or dealer, the going’s great with 
out charge? Cities Service! ... And getting better all the time. 


CITIES & SERVICE 


Progress through Service 
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PUT NIGHT SALES| 


YOUR PURCHASE 


Lea; 


GALLONS 


Hu BG 


PRICE PER GALLON 











SIN A SELLING LIGHT 


MOVE MORE GASOLINE 
with the NEW GILBARCO 


SALES-MAKER 


More night-time sales can be the means to profit increases when your stations 
feature the new Gilbarco SALES-MAKER. It’s the only gasoline pump that sells 
just as hard at night as it does in broad day-light. The SALES-MAKER’s brilliantly 
lighted billboard-type brand identification panel keeps this most modern of 


pumps on twenty-four hour duty to merchandise more of your gasoline. 


BEFORE YOU CHOOSE ANY PUMP, CHECK THESE SALES-MAKER ADVANTAGES: 


@ One-piece Mono-Frame construction @ Billboard-type brand identification 
eliminates top and side panels. panel actually merchandises your brand 


@ Door panels can be removed in of gasoline right at the point-of-sale. 


30 seconds for accessibility. @ The operating components of the 


@ Only 4% feet tall yet with 14 feet, SALES-MAKER are world proven 
4 inches of hose reach. through years of operation. 





WRITE US AT WEST SPRINGFIELD FOR YOUR 
COLOR-ILLUSTRATED SALES-MAKER BOOKLET! 


Gilbert & Barker 
Manufacturing Company 
West Springfield, Mass. 
Toronto, Canada 













“Advertised-in-LIFE” 
CHARGES UP © 





ADVERTISED IN 
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P YOUR SELLING POWER 
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Gon Tune up your selling strategy by regular use of the famous 
‘‘Advertised-in-LIFE”’ merchandising symbol. It has many 
uses—it sparks steady sales every time. 

That’s because people respond to LIFE. Readers react each 
week to great words, great pictures, and the advertising 
messages that appear in LIFE’s pages. 





This response is local. LIFE pre-sells your after-market 
customers by reaching 3 out of 5 households in the average 
community in a 13-week period. 

By featuring LIFE-advertised products, by using the “‘Ad- 
vertised-in-LIFE”’ symbol in your displays, you’re capitalizing 
on this pre-sold audience. You’re harnessing all of LIFE’s 
powerful selling impact—right in your own backyard. 


Audience Source: A Study of the Household Accumulative Audience of LIFE. 





LIFE LEADS 
IN WEEKLY CIRCULATION IN WEEKLY READERSHIP 
LIFE 5,714,310 LIFE 26,450,000 
Saturday Evening Look (bi-weekly) 18,050,000 
Post 4,861,638 Saturday Evening 
Look (bi-weekly) 4,189,004 Post 14,050,000 











Source: A.B.C. Publisher’s Statements, Jan.-June 1956: A Study of Four Media. 


7 MOTORING AMERICA 
~~" RESPONDS TO LIFE 
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Lithium-Base Multi-Purpose 


INLUCITE 21... 


...makes 


vital 
wearing 


| | parts 
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won't wash out 


Because INLUCITE 21 stays put in the pres- 
ence of water... because it won’t squeeze 
out or melt out under the most severe condi- 
tions of temperature and load, INLUCITE 21 
outlasts every specialized grease it replaces 
in wheel bearings, water pumps, universal 
joints, springs, shackles, and other grease- 
lubricated bearings. A trial will convince you. 


Write for full details. 


INTERNATIONAL LUBRICANT CORP. 


NEW ORLEANS, LOUISIANA 
Manufacturers of Quality Lubricants © AVIATION © INDUSTRIAL » AUTOMOTIVE + MARINE 


With Research Comes Quality, With Quality Comes Leadership 
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Advanced 
BUTLER 
“Suburban” 

cuts costs with... 






















time-saving 


Fast delivery to either side is made easy with new hose guide 
that pays out in either direction. More convenient for driver. 
Makes rewinding easier. Saves wear and tear on hose. 


Compact 1600-gallon tank fits on 84” CA chassis, gives complete 
maneuverability in heavy traffic. Greater clearance in tight places 
is provided by shortening of fender skirt. Big capacity reduces back- 
tracking. Multiple compartments let you carry the grades your cus- 
tomers need. You plan more efficient mile-saving routes. 


Driver saves time starting each delivery by setting pto, clutch, 
throttle, valves and meter auto-stop all at the rear. He doesn’t re- 
trace steps until delivery is made. Delivery time is reduced by big 
capacity pump, fast-flow piping and fast-winding electric reel. 





Make more city and suburban deliveries a Start cutting costs right now. Call your Butler representative or 
day than ever with this redesigned, easy- write the Butler office nearest you for full information on the new 
to-maneuver Butler Suburban truck tank. Butler Suburban. 


BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 








954 Sixth Avenue, S.E., Mi polis 14, Mi ft 
913 Avenue W, Ensley, Birmingham 8, Alab 
reg, prope” Dept. 30, Room 602, 103 Park Avenue, New York 17, N.Y. 


Dept. 40, 624 S. Michigan Avenue, Chicago 5, Illinois 


Manufacturers of Oil Equipment « Steel Buildings - Farm Equipment + Dry Cleaners Equipment + Special Products 
Factories located at Kansas City, Mo. * Galesburg, Ill. * Richmond, Calif. * Birmingham, Ala. + Houston, Texas * Minneapolis, Minn. 
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Reo Helps Speedway 


Speedway’s Executive Vice President D. S. Sucher reports 
—‘Bigger loads at lower costs per trip are important factors in Speed- 
way’s operating efficiency increase of 20% within the last 16 months. 
Reo plays a big part in our progress. We’ve used most truck makes. 
Now over half of the trucks in our fleet of 140 vehicles are Reos. 





& 
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Cut Operating Cost 20% 


World’s toughest trucks with the wonder engines 
backed by 100,000 mile warranty... 


Speedway’s cost savings experience with Reos is shared by 
fleet owners the nation over. On their jobs everywhere 
Reos are setting spectacular records for efficiency. Reo’s 
| powerful Gold Comet Engines develop a startling 
l4 horsepower per cu. in. displacement—up to 
_ 35% more efficient than industry average. 
| No other engines deliver such responsive, 
’ usable horsepower to the wheels. 









_ No other line has short stroke, wet 
' sleeve construction throughout— 
_ truly the modern wonder engines 
_for power, performance, and 
low cost maintenance. They’re 
backed by a 100,000 mile warranty. 

' What Reos are doing for others, 
' Reos can do for you. 


See what a Reo—world’s toughest 
truck with the modern wonder engine 
+ —will do on your job today. Your 
| Reo man will gladly arrange it. 


Most powerful V-8 truck engine ever built in horse- 


power-per-pound performance. Advanced engineering 
features of Reo’s Gold Comet V-8’s include short stroke, 
wet sleeve design, high velocity cooling, dual oil filtration. 


207-235 h.p. gas models—-220 h.p. LPG models. 











’ SUBSIDIARY OF BOHN ALUMINUM & BRASS CORPORATION 


| Reo Motors, Inc., Lansing 20, Mich. * Toronto, Ontario 





| TRUCKS, BUSES AND GOLD COMET ENGINES FOR ORIGINAL EQUIPMENT, INDUSTRIAL AND REPLACEMENT—LPG OR GAS 


+ 
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first in beauty 
first in efficiency 


first in preference. “i 


ultimate in service station lighting 7 


The first Guardian fixture specifically designed to use 
the extra output of the new RS lamps, the Royal-T is 
already ‘“‘first in preference’’ with station operators ev- 
erywhere. Deliverying more usable light and combining 
new beauty with increased strength and rigidity, this 
sensational new fixture actually utilizes light instead of 
merely transmitting it—does the dual job of both island 
lighting and area lighting. 





the new 4 
GUARDIAN 






Get all the facts on this latest 
“first” by Guardian 

(Series 2000RS, individual or 
continuous) ... write for 
bulletin B26 today! 





Newly designed pole adapter 


Extruded aluminum channel with 


Acrylic resin plastic enclosures 


t L] 
allows infinite adjustment be- ; heliarc welded cross braces : with new sine-wave form for 
‘ ' 


tween pole centers 


ouanoian Ligh COMPANY 


30 





optimum diffusion 


500 NORTH BLVD., OAK PARK, ILL. 
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Above are two examples of the kind of attractive decorated containers coming out of US Steel 
plants today. Containers like these help advertise and sell the products they carry. Why not 
get this US Steel service for your business? Simply tell your USS representative the colors 
and type designs you want. 


Profit from all 5 of these US Steel extras, too: 
@ Widest container variety—from 2'/2-gal. pails to 55-gal. drums, including stainless. UNITED STATES STEEL PRODUCTS 


© Best rust protection — more zinc phosphate on every USS rust-inhibited container. 


®@ Job-tailored fittings — a wide selection of fittings to choose from, others available DIVISION 
to order. UNITED STATES STEEL CORPORATION 

@ Prompt container delivery — a 7-point factory system gives you next-door serv- 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
ice anywhere — any time. Los Angeles and Alameda, Calif. * Port Arthur, Texas 

@ Longer container life—extra zinc phosphate gives your containers asofer,longerlife. Chicago, Ill. * New Orleans, Lo. * Sharon, Pa. * Camden, N. J. 


USS STEEL DRUMS © 
eer aaa eee 


957 
February, 1957 * NATIONAL PETROLEUM NEWS 31 


ig 
‘ 
j 









thes, 
=. 
i 


“EXTRACTA” PUMPS 





| 

| 

| ne 4 ) THE MOST ECONOMICAL TROUBLE- 
. FREE REMOTE PUMP EVER OFFERED 


: TRIED ¢ TESTED © PROVEN 


| YOU CAN'T GO WRONG WHEN YOU INSTALL 
3; GENUINE ORIGINAL RED JACKET "EXTRACTA" PUMPS 
| 


RED JACKET "FIRSTS" 


e@ % H.P. REMOTE SUBMERGED GASOLINE PUMPS 
@ '/, H.P. REMOTE SUBMERGED GASOLINE PUMPS 


@ % H.P. SUBMERGED BOOSTER PUMPS FOR EXISTING STATIONS 
USING SUCTION TYPE DISPENSERS 


EXTRACTIBLE SUBMERGED PUMPS THAT ELIMINATE PUMP PITS 
PUMPS THAT AUTOMATICALLY STOP WHEN STORAGE TANK IS EMPTY 








INSTALLATION AND OPERATING ADVANTAGES 


. Save over $600 per station 5. Simplified electric control panel — 
another Red Jacket ‘'First."' 
_ Permits economical, unlimited 
flexibility in station design— smaller 6, '/ H.P. readily handles 
piping, larger tanks, greater bury 8 dispenser stations 


depth and longer laterals 
. . No mechanical seals or stuffing boxes 


. Quiet — out of sight — 


lubrication and maintenance free . Use of Red Jacket remote pumps 


no longer requires 6 or 8 dispensers 
. No shut-off valves required in lines to justify cost of remote type stations 
between pump and islands — oe F 
a Red Jacket "First." . Underwriters’ Laboratories approved 
. For large and small stations 


. Complete, sturdily packaged with 
all necessary controls, manhole 
and fittinas 


ij Hh ss Li ad 


RED 1 JACKET TYPICAL REMOTE GASOLINE 
PUMP INSTALLATION 
(For new stations) 
pumping 


\ equipment / RED JACKET MANUFACTURING CO. 
Piven 9 Petroleum Equipment Division 
P. O. Box 270 Davenport, lowa 
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LOW HAULING COSTS COME RIGHT 





FROM THE “HEART” OF A ‘9/7 CHEVY 


ee Ss 


Many of the things that make a 
Chevrolet truck more economical to run are 
se/dom seen by the owner. They’re 
hidden features, deep in the truck’s design. 
Here are just a few of them, to 
prove a Chevy’s engineered better and built 
better for bigger savings! 


1. Forged steel crankshaft—It’s extra sturdy, precision ma- 
chined and balanced, the foundation for dependable, long- 
lasting power! 

2. Aldipped exhaust valves*—Special aluminum treatment on 
valve surface protects valves against pitting; engine wears 
less, costs you less to run! 

3. Hydraulic valve lifters—for longer valve life in V8’s, 
fewer engine repair jobs. 

4. Chevy V8 piston—Thanks to short-stroke V8 engine design, 
this piston travels a shorter distance, wears less. Short-stroke 
efficiency aids fuel economy, too! 


1957 CHEVROLET T 


PROVED ON THE ALCAN HIGHWAY... CHAMPS 
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5. Oil-bath air cleaner—standard on all Chevrolet truck 
engines for added protection against dust and foreign matter 
that shorten engine life. 

6. High-capacity oil filters**—They remove dirt particles 
from Chevy engine oil to cut engine wear and maintenance. 
7. Easy-adjust distributor points—You can adjust this new 
Chevy V8 distributor with the engine running; it’s added 
insurance against costly down time. 

8. Multiple fuel filters—For clean fuel, all Chevy engines 
have fuel filters in the carburetor and fuel tank; in addition, 
V8’s provide an extra filter at the carburetor. 

9. Ball-Gear steering mechanism—Inside this steering gear 
scores of polished steel balls virtually eliminate friction. 
Less friction means less wear, less maintenance! 

10. Rugged manual transmission —Synchro- Mesh design 
eliminates the need for double-clutching, reduces costly 
wear. Gears are shot-peened for extra strength. 

11. 12-volt battery—provides sure starting, good ignition, 
long battery life in all Chevrolet trucks. 

And there are many more! See your Chevrolet dealer for all 
the dollar-saving facts. . . . Chevrolet Division of General 
Motors, Detroit 2, Michigan. 

*On Thriftmaster 6, Trademaster V8. 

** Standard on V8’s and Jobmaster, optional on Thriftmaster 6. 


ASK-FORCE TRUCKS 


OF EVERY WEIGHT CLASS! 
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As a key oil-company executive it will pay you to learn about 


‘The Du Pont Plan 
For Anti-Freeze Profits 


Any one of the Plan’s exclusive benefits can make more 


anti-freeze profits for your company 


More profits through proven 
distribution efficiency 


For example, Du Pont delivered 85°, of one 
major oil company’s entire year’s anti-freeze 
needs at the peak of the selling season . . . cut 
their carry-over to less than 12°. This is typical 
of how Du Pont’s warehousing-shipping service 
can help keep your distribution costs down .. . 
increase your anti-freeze profits. 


More profits through leadership in both 
standard and premium markets 


The Du Pont Zerone*Zerex’ anti-freeze team 
leads all others in public acceptance . . . is more 
widely used by motorists than any other meth- 
anol and ethylene glycol brands. 


More profits through a personalized 
field service 


Du Pont gives you the year-round assistance of 
48 full-time Anti-Freeze Specialists, who provide 
the technical and promotional aids needed to 
help you increase sales in your marketing areas. 


More profits through sound sales policies 


Du Pont’s anti-freeze line has consistently been 
a top money maker for service station operators 
the country over. Among the reasons: Du Pont’s 
streamlined procedure for fast enforcement of 
Fair Trade in states having such laws, as well as 


a firm stand against sales to employees at less 
than retail price. 


More profits through resultful advertising 
and product promotion 


Anti-Freeze Week is just one of the exclusive 
Du Pont national promotions which have in- 
creased dealer profits every year. In addition, 
Du Pont has an extensive program of advertis- 
ing that includes the industry’s only nationwide 
television show specifically tailored to meet in- 
dividual market requiremerts. 


More profits through quality products— made 

and backed by Du Pont 
Most customers know from experience that 
Du Pont products offer the ultimate in quality, 
satisfaction and dependability. That is one rea- 
son why “‘Zerone”’ and ‘“‘Zerex’’ anti-freezes are 
so much easier to sell, resulting in more profits 
for you. 


DU PONT “’ZERONE” and “‘ZEREX’’ ANTI-FREEZES 


E. |. du Pont de Nemours & Co. (Inc.), Wilmington 98, Delaware 


QU PONT 


REG. U.S. PAT. OFR 


BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 


It will pay you to see the man with the Du Pont Anti-Freeze Profit Plan 
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‘AC SELLING SLANTS OF THE MONTH! 


Now Available! 


New AC 


Disposable 
Oil Filter... 


. for replacement use in several 
1957 car models. 
This rounds out the AC Oil Filter 
line by providing a replacement for 
every type used in the industry 
as original equipment. 


Order your stock now from 
your regular AC Supplier! 


AC SPARK PLUG <> THE ELECTRONICS 
DIVISION OF GENERAL MOTORS 





fu 


TWIST . . . AND IT’S OFF! 


Now oil filters can be changed 
in a@ matter of seconds. The 
new disposable filter comes off 
with a twist of the wrist. 
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JUST THROW IT AWAY! 


Throw away the whole filter! 
The entire unit is disposed of 
faster than you can read this 
brief message. 


See 









TWIST . . . AND IT’S ON! 


New filter is completely in- 
stalled in one easy operation. 
Slip it on .. . twist. . . and 
the job is done! 
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a @ SELLING SLANTS 


Here’s the 
& | al 
arg alIn 80 EXTRA FEET |=" 
of night driving 4 
k AIMED RIGHT! 
ackage imal 
t3/Qr3 Qzs 


light... 
in the headlamp teh Satie _frotiny 
business today! : ' 


Guide put the accent on headlamp aiming— 
pioneered Safety-Aiming—developed a 
product-selling program that makes sales! It’s all 
wrapped up in one package. Dealers who have 

this sales and service package in use are making 
money on headlamp replacement. Every dealer who 
does not yet have this deal should get in on it 
now! Guide gives you the longest dollar profit in 
the headlamp business. Only Guide builds in an 
aiming plane accurate to ten-thousandths of 

an inch! Only Guide gives you a complete program 
—the powerful ‘‘Pull-the-Switch” sales THE LAMPS — 
campaign backed up with everything you need to THE AIMERS — 

sell lamps. You get eight 6-volt and eight 12-volt : 

Guide T-3 Sealed Beam Headlamps, 1 pair Type A 2) ! THE PROVED WAY TO SELL — 
T-3 Safety-Aimers, 1 Safety-Aimer Wall Board ' 

Rack, Instruction Booklet, Guide Identification pee te ONE FACEAGE 
Decal, plus window banner, and flange sign . 

for pump or wall—all in an eye-catching carton Reduce night \ 
that unfolds into either a counter or floor display. in fog, rain 





SELL THEM IN PAIRS! 





GUIDE 


T-3 


SAFETY-AIM HEADLAMPS 
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Trend to dual headlamps forecasts 


new profit opportunity for dealers! 


AC brings you... 
GUIDE 


“Ty = 


SAFETY-aim DUALS 


... to meet all replacement needs! 


Dual headlamps, now appearing on some 1957 cars, indicate 
a broadening market trend. Guide has these new 5%4- 
inch headlamps (T-3-4001, single filament—and T-3-4002, 
double filament). This will put you in readiness for the new 
replacement demand. These Guide Duals will be the T-3 
Safety-Aim type with the Guide-pioneered Safety-Aiming 
plane built in and accurate to ten-thousandths of an inch. 


Get in touch with your regular (Supplier 











More News! 


AC MINIATURE LAMPS 


for every automotive application! 


NOW —meet every motorist's lamp requirements with this 
comprehensive package. Only a small investment gives you 
full coverage of the market. And they're packed attrac- 
tively for counter or shelf display. Ready now! Order 
from your regular AC supplier. 
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Today... AC offers 


Industry’s most complete 
line of air cleaners... 


even including a new dry-type disposable unit! 


For years AC has supplied the latest, most 
modern versions of oil-bath and oil-wetted 
air cleaners. As a matter of fact, AC was one 
of the early pioneers in the field. AC 
has maintained its leadership in this 
field against all comers. 
Now, AC makes available, too, the latest 
development in the air cleaner field—a 
dry-type disposable unit which made its 
bow in the original equipment field with the 
introduction of many of the 1957 models. 
The advantages of the new dry-type air 
cleaner are many. It saves space... 
provides high dust capacity . .. maintains 
high-velocity air passage .. . operates 
efficiently at all engine speeds. These 
and other impressive advantages lead us 
to predict a continuously growing market. 
Round out your stock with the new ' / Ons" 
dry-type air cleaner. This gives an AC \* ae. \ x WY 
replacement for virtually every application. ) \ “Vy YOM New, AC 
“YF dry-type 
’ é ar 
AC SPARK PLUG &P THE ELECTRONICS ae ) OO... 4s  clecner 
DIVISION OF GENERAL MOTORS of) 


. Order Now From 
Your AC Supplier! 


AC oil-bath-type air cleaner AC oil-wetted-type air cleaner 





Watch 
“WIDE WIDE WORLD” 


AIR CLEANERS NBCIV 
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Gulf Oil Corporation 


Gulf Refining Company 
General Offices: Pittsburgh, Pa. 


February, 1957 + 
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It was the year when Barney Oldfield set an 
automobile speed record, one mile in 2714 
seconds... 


... when Glenn H. Curtiss flew from Albany 
to New York City in 2% hours 


... when the Los Angeles Times building was 
destroyed by dynamite. 


It was during this year that Gulf obtained 
a lease on 8,000 acres of lake bottom in 
Ferry Lake, Louisiana. Preparations were 
made for the first over-water drilling for 
oil in the United States and probably in 
the world. 


If you picked 1910 as the year, you’re 
right. 


Gulf, and the entire oil industry, has 
come a long way since those days and its 
progress through the years has made a 
fine contribution to America’s industrial 
growth. 

Here at Gulf we are certain that this 


contribution will ever increase in the years 
ahead. 
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ANHYDROUS AMMONIA HOSE 


For every need of the AMMONIA INDUSTRY—a special Hewitt-Robins hose 


For Anhydrous Ammonia Tanker 
Loading and Unloading . . . 
HEWITT-ROBINS AMMONIA TANKER HOSE. Extra-strong, 
rugged construction in 4", 6" and 8" ID sizes. Custom-built 
for this hazardous high-pressure service. Unexcelled service 
history in loading and unloading propane and anhydrous 
ammonia tankers 


For Tank Truck and Tank Car Loading 
and Unloading .. . 


» MONARCH WIRE BRAIDED ANHYDROUS AMMONIA HOSE. 


Constructed with a special tube to resist permeation. Con- 
tains a strong, non-collapsing wire braided carcass, pro- 
tected by a green sun- and weather-resistant cover. 


For Bulk Delivery Truck Unloading . . . 
HEWITT-ROBINS MONARCH LONG LENGTH HOSE. A non- 


permeable tube, double braid of strong rayon cord and green 
neoprene cover. Light, flexible, easy to handle. Wide safety 
factor with 350 psi. Also can be used on applicators requiring 
high pressure lines. Available in 44", 34" and 1" sizes. 


For the Mobile Tank Applicator... 


HEWITT-ROBINS SERVALL APPLICATOR HOSE. For installa- 
tion between regulator and applicator knives. All neoprene 
with red or green cover. Resists ammonia permeation, 
thereby minimizing toxic odor. Unaffected by sunlight and 
weather. 


For Aqueous Ammonia Service. . . 


HEWITT-ROBINS SERVALL ALL-SERVICE HOSE. Ideal for 
mobile spray applicators or for nitrogation. Synthetic tube 
resists permeation. Red neoprene prevents damage from sun 
and weather. 


HEWITT-ROBINS incorporatep 


EXECUTIVE OFFICES: STAMFORD, CONNECTICUT 


INDUSTRIAL HOSE * CONVEYOR BELTING * CONVEYOR MACHINERY + VIBRATING CONVEYORS + VIBRATING SCREENS * DESIGN, MANUFACTURE, 
ENGINEERING AND ERECTION OF COMPLETE BULK MATERIALS HANDLING SYSTEMS * “GLIDE RIDE” THE NEW MOVING SIDEWALK 


NATIONAL PETROLEUM NEWS °* February, 1957 





BAD a ia aS ie 


oer 


SSR 


ew iigte 


* 
4 


+ 





GRANCO METERING | 
SYSTEMS! 


THROUGH THIS TERMINAL pass the fastest-loaded 
trucks in the world! This streamlined control tower is the 
nerve center for Standard Oil Company of Ohio’s Cleveland 
pipe line terminal ... cited as the most modern in existence! 
The amazing speed and efficiency achieved in this terminal 
is the result of years of planning and testing by the men of 
SOHIO. Granberg Corporation's technical coordinator for the 
project was L. O. Halverstadt, GRANCO’s Ohio Distributor. 


The efficiency of this installation results in savings of 
approximately $4 million annually for SOHIO. 


® Loading time cut in half. 

® Losses slashed to a fraction of one per cent. 

@ Huge volumes dispensed smoothly and quickly — 
averaging about one million gallons daily. 


And all this... at only 4 plant potential: 


ONCE AGAIN. 


1? eS ae 
re 


In selecting metering equipment, SOHIO 
conducted experiments with loading assemblies 
that delivered up to 1,000 GPM and with meters 
that would handle such speeds. Three major met- 
ers were tested. The final decision was in favor of 


800 GPM GRANCO 6” Meters! 


Complete GRANCO Package Units were installed: 
LK 6” Meters with CAR Selsyn Adaptors 
L-60 6” Strainers 
FCS 6” Flow Control Valves 
VKB Solenoid Operated Balanced Control Valves 
A-2000 Air Eliminators 
CAR-B Bulk Counters 
CAR-D Desk Counters with Motor Extensions 


GRANCO ACCURACY BRINGS RESULTS! 


Write for FREE 
Engineering and 
Data Manual on 
Pumps and Meters. 


Manufactured by GRANBERG CORPORATION 
1308 SIXTY-SEVENTH STREET - OAKLAND 8, CALIFORNIA 
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ONS OF FORDS. 


Give You Big Opportunities 


et 


Ww wix 


WIX CONVERSION FOR PRE-’57 MODELS! 


To modernize pre-'57 Ford family vehicles, 
simply remove and discard the old-style full- 
flow filter housing and gaskets. Install this 
WIX Adapter in the block and you're ready 
to SPIN-ON BY HAND the sensational, new 
1957 WIX PC-15 Filter. It’s quick, practical 
and profitable! 


WIXITE POROSITE * = WIX-KNIT ) |". SOCK-TYPE 
Famous HEVI- Exclusive WIX u The premium The great WIXITE 
DUTY depth pleated pa-  %%*u. WIX filtrant in blend precision- 
type filtrant per filtrant for gold cans for packed in cotton 
for partial- & egy lube and fuel full-flow sys- _ sock type cart- 
flow systems. S45em A oil systems, _. ridges. 
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7 for WIX Oil Filter Sales and 


Right NOW! you can modernize every Ford fam- 
ily car and truck equipped with an old-style full- 
flow filter! Get in the big money fast—meet the 
huge demand with the WIX WF-15 CONVER- 
SION! It will modernize these millions of vehicles 
swiftly, at low cost, so they, too, can use the great, 
new WIX “SPIN-ON” Oil Filter that is original 1 A 
equipment on Ford vehicles in ’57. aedyc )O" Cant 
This sensational new WIX Filter, using WIX : 
Porosite as the filtering medium, is contained in 

a lightweight, extruded aluminum body . . . grip- 

paint top facilitates twist-of-the-wrist installation 

ease and removal. It features a new relief valve 

with each change—it’s built-in! . . . also a self-con- 

tained gasket and anti-drainback valve in base for 

a quick, clean change. 








You'll soon be selling many of these new WIX 
Filters, too, for replacement service as 1957 Ford 
family cars start coming to you for their new 
“SPIN-ON” Filter changes! Meanwhile, cash in 
on the big demand for Ford vehicle modernization 
with the WIX CONVERSION. It’s ready, it’s hot 
and it will make money for YOU NOW! Order 
your stock of WIX WF-15 CONVERSIONS and 
WIX PC-15 “SPIN-ON” Filters from your WIX 
Jobber today! 





One of the great WIX-O- 
MATIC Merchandisers that 
is revolutionizing Oil Filter 
Sales and Service. You can 


4 have i El 
ENGINEERED FILTRATION £ spars 
AUTOMOTIVE ® INDUSTRIAL® RAILROAD 
WIX CORPORATION ® GASTONIA® N. C. 


In Canada: Wix Accessories Corp. Ltd., Toronto 
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tanks to pumps... 
it pays to use DRESSER, 


COUPLINGS 


from 


























AND FITTINGS | 


In thousands of new service stations the country 
over, you'll find Dresser Couplings and Fittings 
joining vital underground piping. 


Contractors like the ease of installation. An 
inexperienced workman can make perfect joints 
using only a wrench. 


Station owners like the permanent leakproof 
joints that insure against tearing up costly pave- 
ment for repairs. Dresser Couplings and Fittings 
have a ‘‘built-in” give-and-take that absorbs 
stresses and vibrations set up by heavy overhead 
traffic. 


Be ee ae Sy a 


ee ng ee 


For assurance of a job well done... and ahead 
of schedule . . . see your local piping supplier for 
the Dresser Couplings and Fittings your job 
requires. 









STYLE 38 
Standard couplings for 


STYLE 90 sizes 2” and larger. 


> 








Fittings are available in 90 
and 45° ells, tees, etc. 





STYLE 90 
Heavy-duty “no thread” fit- 
tings for underground piping 
2” or smaller. 





Write for your free copy of Dresser’s Petroleum Marketing 
Catalog, showing how you can benefit by using Dresser 
Couplings and Fittings. 


fee ver ee ae 


DRESSER. ;*. ; 


Dresser Manufacturing Division « Bradford, Pa. 








cts pense 
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NEW! CONTINENTAL” MODEL 

















FULL 360° SWIN 





MAIL THIS COUPON TODAY! 


GLOBE HOIST COMPANY = “PN 748-FKHCDD 
East Mermaid Lane at Queen Street 
Philadelphia 18, Penna. 


Please send me detailed, illustrated specifica- 
tions on Globe “Continental” Hoists. 


J THE BEST LIFT t R) 
. ¥ NAME 


HOISTS as 


ADDRESS 
CITY 


a 4p Sa = Fate 


WORLD’S MOST COMPLETE LINE OF AUTOMOTIVE AND HEAVY-DUTY TRUCK HOISTS 


PLANTS: PHILADELPHIA » DES MOINES + LONG BEACH, CAL. 
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More service stations! 














Full-View— MAINTENANCE FREE! 
Never needs painting, increases visibil- 
ity, assembled without welding, no struts 





or trusses, new glazing method, 10° 
lighter than a wood door of equal size— 
| 7] yet stronger! Priced less than other alu- 
AYO LAI minum doors! Only 20% more cost than 
NUM DOOR wood doors! Send for free folder with 


complete information on how this sen- 


ALUMI 


sational new door can save you money. 
































COPYRIGHT 1956, 0.0.c 
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cfire equipped with 










TRADE MARK 






than all other brands combined! 


For 35 Years, This Famous Door Has Been the Standard of Quality! 


) ten Stutz, the Marmon and the Pierce-Arrow constant opening and closing. And Overhead 
were “‘modern” cars when The ‘“OverRHEAD Door Corporation has responded by striving con- 
Door” made its first bow to the market. Ever stantly to improve the performance and appearance 
since the need for service stations was recognized, of its service station doors—as demonstrated by 
station owners have turned to Overhead Door the new Panoramic door—and to give these hard- 


, Corporation for doors strong enough to withstand working doors top priority in prompt service. 








@ NEW Sweet's catalog insert 
has separate spreads for each door, and 
complete specifications on each spread .. . 


with traceable details drawn to scale. 





OVERHEAD DOOR CORPORATION, Hartford City, indiana 


MANUFACTURING DIVISIONS: 
Hillside, N. J. * Cortland, N. Y. * Oklahoma City, Okla. +» Nashua, N. H. « Lewistown, Pa. « Dallas, Tex. » Portland, Ore. 
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‘fhe Buckley and Scott Company 
operates a large fleet of trucks to serve 
many thousands of well satisfied cus- 
tomers in the Boston Metropolitan area. 
Pumps are of great importance to their 
business and after seeing a demonstra- 
tion by the Hall Equipment Company, 
also of Boston, they obtained a Marlow 
centrifugal on their next tank truck. 





Buckley and Scott are impressed with the quiet 
efficiency of this Marlow equipped tank truck. 


48 


ati 


From this modern office in Watertown, Massachusetts, Buckley and Scott control 
their own hard-working fleet of trucks, as well as those of associated companies. 


Fast , Quiet Fuel Oil Deliveries Stressed 


DEPENDABLE TRUCK PUMPS VITAL... 
BUCKLEY AND SCOTT SWITCH TO MARLOWS 


Thomas J. Scott, Vice President and 
General Manager, likes the quiet and 
vibrationless operation of the pump. He 
says, “This is vital to the life of the 
equipment and has a byproduct of good 
will to customers.” He also thinks the 
pump will be more economical in the 
long run since it has a high capacity to 
begin with and will maintain this high 
capacity throughout an indefinite peri- 
od. The pumps he has been using have 
to be replaced every one or two years 
to maintain capacity. 


Bob McClellan, the Dispatcher, likes the 
quiet operation of the pump and also its 
cleanliness with no leaks through the 
mechanical shaft seal. The high capaci- 
ty also appeals to Bob. He said that 
their drivers don’t like to stand still in 
freezing cold weather holding the hose 
nozzle waiting for the tank to fill. Their 
drivers deliver 6,000 to 8,000 gallons per 
day. This is hard work and any simplifi- 
eation is desirable. 


Another important consideration with 
Buckley and Scott is maintenance. Last 


year they had a thousand dollar repair 
bill in one week when small amounts of 
water froze in five rotary type pumps. 
This resulted in stripped transmission 
gears and broken power take-offs. Mar- 
low pumps pass small sized solids with- 
out damage. 


If you are interested in fast,quiet fuel 
oil deliveries, you will be interested in 
Marlows. Write and ask for Bulletin 
PM-06 and the name of your nearest 
Marlow dealer. 





Division of Bell & Gossett Company 
MIDLAND PARK, NEW JERSEY 
Morton Grove, Illinois Longview, Texas 
In Canada: PUMPS & SOFTENERS LTD., LONDON, ONTARIO 
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Marlow truck pumps operate quietly and main- 
tain their original high capacity indefinitely. 
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" High Capacity Pumps Speed Oil Delivery 
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MODERN EQUIPMENT... DRIVER INCENTIVES... CUT DELIVERY COSTS 10% 
FOR BOOMA-BREED, INC., LYNN, MASSACHUSETTS 
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Says top driver, John Cosentino, “To make 
money, you've got to get the oil out of the 
truck fast and this Marlow does just that.’ 


—_ 











With this Marlow centrifugal pump, an 
\impeller rotates freely in the liquid, and 


" eliminates maintenance caused by wearing 
. surfaces, shock loads, and vibrations. 
57 February, 1957 » NATIONAL PETROLEUM 


ELIVERING seven million gallons of 

fuel oil annually with eleven trucks 
keep men and trucks on the go. To 
accomplish this, Roland Booma and 
William Breed operate a unique driver 
incentive plan and supply their men with 
the best equipment obtainable. 

Booma-Breed’s new truck, with a Mar- 
low pump, is now being tested by their 
top driver, John Cosentino. John is very 
conscious of the pump on his truck since 
this is the part that moves the oil. He 
generally operates the pump at 110 
pounds pressure and delivers 80 gallons 
per minute through 125 feet of 114” hose. 
In some cases, he has run as high as 160 
pounds with a delivery rate of 120 gal- 
lons per minute. 

Ronald Kinville, in charge of mainte- 
nance, is pleased with the vibrationless 
operation of the pump. He says there is 
noticeably less strain on the engine while 
the pump is operating and less shock- 
load on gauges, meter, and piping when 
the nozzle is opened and closed. John 
Stevens, their Oil Department Manager, 
thinks the pump will have better custo- 
mer acceptance because of its quiet 


NEWS 





operation. At the same time he believes 
that it will allow them to distribute oil 
at less cost from the standpoint of truck 
maintenance, trucks in operation, and 
drivers required. 

If you are interested in reduced deliv- 
ery costs, investigate this modern method 
of handling fuel oil. Complete informa- 
tion on Marlow pumps and the name of 
your nearest dealer can be obtained 
simply by writing Marlow Pumps, Mid- 
land Park, N. J. Ask for Bulletin PM-06. 


if ok 
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MARLOW PUMPS 
Division of Bell & Gossett Company 
MIDLAND PARK, NEW JERSEY 
Morton Grove, Illinois Longview, Texas 
tn Caneda: PUMPS & SOFTENERS LTD., LONDON, ONTARIO 











Now... most power of the low-priced 3— 


New DODGE PovuerGiants 


1957 line-up gives you up to 232 hp. 


Dodge tops the low-priced field in V-8 power by a big 
margin—actually delivers as much as 31°; more! This 
extra power in reserve saves engine strain ... wear... 
excessive repairs. What’s more, Dodge V-8’s use regular 
gas, help keep your cost per ton-mile down! 


Extra payload capacity. You can haul more—up to 73% 
more in the 300 model pick-up, for example. 


Extra handling ease. Exclusive push-button automatic 
transmission*! Sharpest turning and easiest steering in 
the industry! 

See the new Power Giant line-up now at your Dodge 
dealer’s. You'll see features that prove it pays to get your 


-_Dodge dealer’s deal before you decide on any truck. 
* Available on all low-tonnage and forward-control models. 


DODGE TRUCKS 


WITH THE FORWARD LOOK > 


DODGE meets 
your hauling needs! 


32,000 Ibs. 
35,000 Ibs. 
45,000 Ibs. 
55,000 Ibs. 
65,000 ibs. 


Forward-Centrol Models 
P300 9,000 Ibs. _ 
P500 15,000 Ibs. = 


32,000 Ibs. 
35,000 Ibs. 
45,000 Ibs. 


45,000 Ibs. 
55,000 Ibs. 
65,000 Ibs. 


Pick-up model 100 Forward-Control model 300 C.0O.E. tractor model 700 
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lighted dial face 





JOHN Woop COMPANY * Bennett Pump Division * Muskegon, Michigan «GC » 


i CANADA: JOHN WOOD COMPANY LIMITED © Toronto * Montreal * Winnipeg * Van 





NOW... 
FOR THE 
FIRST TIME... 
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PUMPS 


me ee 



















oral $ 0.0 0: SALE 





Compatible Fluorescent lighting is a new 
concept in gasoline pumps. The cool, blue 
white of Bennett’s fluorescent lighted dial 
face blends in perfectly with today’s mod- 
ern station lighting. No more spotty yel- 
low-cast dial faces that “fight” with sta- 
tion lights. Bennett’s compatible lighting 
complements the entire station and this 


TOTAL $..0.40 (0 SALE 


builds customer traffic, sales and profits. 
And modern engineering makes possible 
a fluorescent light that will start imme- 
diately in the coldest weather. So don’t 
wait—see your John Wood representa- 
tive and have him tell you more about 
Bennett—the only gasoline pump with a 
fluorescent lighted dial face. 





Joun Woop ComPARNY - Bennett Pump Division * Muskegon, Michigan 


District Offices: Albuquerque + Atlanta + Boston + Buffalo + Charleston » Chicago + Cleveland + Dallas - Denver + Detroit +» Kans¢ 
Los Angeles » New Orleans + New York « Philadelphia + Pittsburgh +» Rochester * Salt Lake + Seattle + St. Paul » San Francisco 

IN CANADA: JOHN WOOD COMPANY LIMITED — Toronto + Montreal » Winnipeg + Vancouver 

EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable ‘‘WOODINTER”’ 





in valves, 


HOSE NOZZLE VALVES 
MODEL P-2010 FOR AIRPORT OR 
s BULK PLANT—Milvaloy nozzle body. 

Dual poppets and two-stage fulcrum 
one name tia lever. For gasoline or fuel oil. 100 mesh 
SE strainer, dust cap and ground cable, 

; Other models available for meter pumps, 
farm tanks and underwing fueling. 


stands out: 





x smooth, accurate control 
x fast, profitable flow 


* capacity for any job 


[] No matter how or where you handle oil — 
it pays to specify Milwaukee, the name that’s 
foremost in valves. Here’s the only quality 
valve line that gives you the weight-saving, 
corrosion-resistant, non-sparking advantages of 
Milvaloy. You get dependable, positive-action 
that means quick control and positive flow. 
There’s a wide range of styles and sizes... in 
valves, nozzles, faucets and fittings . . . for 
filling stations, bulk plants, truck tanks and 
industrial plant needs. One source for all ser- 
vice! And remember, whether you order by 
the names Milvaco or Milwaukee, you'll get 
GATE VALVES standout performance in all jobs. 
MODEL P-26%4 FLANGED TYPE 


is made of Milvaloy. Has rising stem. : 
Suukie dics Gules ends sedttee For information about scores of other types of 


troubles. Bolted bonnet. Other gate Milwaukee valves, in all sizes, write for catalog 
valves include: screwed, victaulic 8-355. Or see your distributor or jobber today. 
and lever throttle types. 


DON’T OVERLOOK THESE 


The complete line of Milwaukee 
valves includes many not shown 
here. All are quality built for 
specific jobs. Choose from emer- 
gency, combination stop and 
check and manifold check valves. 
Illustrated is Model P-2920, line 
loading valve. 





TRUCK TANK FAUCETS 
MODEL P-895 — 65° flanged faucet 
like all Milwaukee truck tank faucets 
provides full flow, Permadise con- 
struction and reversible disc. Other 
models include: screw faucet; straight, 
flanged faucet; and locking type 
with safety cap. 


A subsidiary of Controls Company of America 
2379 South Burrell Street o Milwaukee 7, Wisconsin 
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YOU CAN ALWAYS ADD SALES 
EVEN WHEN YOU CAN'T ADD SPACE 


Behor, 


“Before” and “after” views 
taken at G. A. Millinger, 
Auto Repair, 3970 Delor, 
St. Louis, Mo. 

















| 











YOUR CUSTOMERS DESERVE THE BEST in products, services and the best in 
fixtures. Station interiors designed by Shure ‘‘Space-Merchandising” Engineers 
will get you more sales of TBA, gas and oil, from every square foot of space. 


A 


ast 


Write for folder 
showing full line 
and suggested 


arrangements for 
salesroom and THE SYMBOL OF 


luberoom MANUFACTURING CORPORATION BETTER MERCHANDISING 


1601 S. HANLEY RD. «+ ST. LOUIS 17, MO. 


NATIONAL PETROLEUM NEWS °* February, 1957 





WE HELP YOU _ oa 


jue Mieco prc 


Inadequate or Top-Heavy Inventories 
Cost You Money! 


THAT’S WHY we pay special attention to helping 
you set up Dayton Thorobred tire inventories tailored 
exactly to each of your particular station operations. 
In fact, Dayton Field Merchandisers, who are seasoned 
TBA experts, are always close at hand to give you assist- 
ance on any tire marketing problem that may arise. 
This, however, is just one of the ways we can help you 
make money on your tire sales. In addition, Dayton 
provides you with: 

¢ SENSIBLE, COMPETITIVE PRICING 

¢ COMPLETE HIGH-QUALITY LINE 

* WRITTEN SERVICE GUARANTEES 

* AGGRESSIVE ADVERTISING AND PROMOTION 

* ATTENTION-GETTING SALES AIDS 

* ON-THE-SPOT SALES TRAINING 

* EXPERIENCED MANAGEMENT COUNSEL 


THE WORLD'S FINEST, 
SAFEST TIRE 

The All-New Dayton Thoro- 
bred Premium Available in 
Tubeless or Tube-Type, 
Nylon and Rayon. 4 
Write, wire or call col- if 
lect today, for more in- / ¢- 
formation on the Dayton 
Franchise which offers 
you a quality product 
and a practical market- 
ing program that will 
increase your tire sales. 


Dayton is one of the lead- 
ing suppliers of TBA 
Products to the Petrol- 
eum Industry now serv- 
ing over 100,000 stations. 


Dayton Rubber 


PF a Dayton Rubber Co., Tire Division, Dayton 1, Ohio 
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Sales Appeal after dark... 























Check the customer reaction . . . do they turn in and buy—or do they 
turn away once the lights are on at your stations? You can be sure your Sales Appeal 
goes up when the sun goes down if your stations are by AVONCRAFT. 


Beautiful, durable AVONCRAFT porcelain enamel looks even better at night— 
electric lights accent its shining cleanliness. In quantities of 1 to 1000, Avoncraft 


“‘package”’ porcelain enamel service stations are your best buy. 


Why not write today to... 


| architectural products 
voncta 
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FIGHT GAS 


COMPETATEIOR wit fa 





The New Premium Hi-Test Fuel Oil Additive! 


HEAT 


oF ok -y x —iiy 4- 


LESS 


THAN ANY COMPETITIVE PRODUCT ON THE MARKET TODAY! 
One Penny will treat 25% gals. of *2 Fuel Oil. 
STOPS COSTLY SERVICE CALLS! 








POSITIVELY PROVIDES 
BETTER, CLEANER, MORE 
EFFICIENT HEAT WITH 
SAVINGS UP TO 20% 











© Ends offensive odor. 

© Stops leaky fuel oil tanks caused by corrosion. 

© Eliminates clogged-up strainers and nozzles 
due to sludge. 

© Does away with poor ignition and incomplete 
combustion due to condensation. 

© Prevents unnecessary waste of fuel due to soot 
in fire box. 

© Greatly reduces need for costly service calls. 


conic sirens muncs ttooraoes PARKE-HILL GHEMICAL CORP. 


29 Bertel Avenue, Mount Vernon, N.Y. §MOunt Vernon 8-7220 
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| 4 Heavy Duty 
} Gates Dock Hoses 








1200RB 


200 Ib Working Pressure, Rough 
Bore. Available in 4°'—12''1.D. 





Light, flexible, easy to handle 
Dock Hose cuts costs 


From San Francisco to Yokohama, Buenos Aires to Brisbane—wherever 
1200SB sea-going tankers are loaded and unloaded—Gates Dock Hoses are proving 


200 Ib Working Pressure, Smooth costs can be cut. Here’s why: 
Bore. Available in 3’’—12''1.D 5 




























Cuts Easy handling with this lighter weight, more flexible hose trims down 
' loading and unloading operation time. 'Yy 


t! Man-Hours: 






















Built-in fittings—your choice of rubber covered flange or virtually a 
any type of steel, bronze or aluminum nipple or flange, for time- tk 
saving quick connections. li 
eee stan en : Cuts Hose made-to-order in 3 to 50 foot lengths for varying job require- 
orking rressure oug . . ° 
Bore. Available in 3"°—12"'1.D a Repl . ments...helps eliminate damage which can occur when excess 
si eplacement: A 
lengths are used. 
Cover, custom-engineered for severest conditions of barge, dock, or 
; sea-going tanker service; resists aging, oil, abrasion, and exposure. ? 
i *Tube of black synthetic rubber has been developed expressly to 
fi handle all petroleum derivatives—from oil and gasoline, to kerosene 
F 1150SB pe and distillates—without softening or swelling. | 
‘ 150 Ib Working Pressure, Smooth a ; . : ; +i 
. Bore. Available in 3"°—12"'1.D , Every length is made-to-order, built by hand, to assure the uniform quality d 
E possible only in products of skilled individual craftsmanship. Multiple plies of light- f; 
% Special Recommendations: = weight high-tensile fabric, reinforced with spiral windings of steel wire, produce a hose ir 
1, For aromatic petroleum deriva- > that withstands maximum suction as well as working pressures of 150 to 200 pounds f 
i ori rare anon — Fi per square inch. : 
wi i sy ic fru 4 ° ° . . . “+ | 
tube f All hoses and their built-in fittings are static-bonded to discharge electricity : 
9. For Butane: Propane or Anhy- . before a dangerous charge can be built up. , 3 
* drous Ammonia—consult your Compare Gates Dock Hoses with the on-the-job performance of other hoses. , a 
nearby Gates field engineer or ; ee : ; : : : ; " 
write direct to The Gates Rub- § You'll find this hose—built for the job at hand—gives more working hours of actua] n 
ber Company Sales Division, Inc. service, saves big money in replacement costs. t 
999 South Broadway, Denver, ee h 
Colorado. 
a 
a” 2 The Mark of Specialized Research a Pp 
06 SP ARE SELB (“za i it agoaame ; 
‘FPA-114 hc 
2 
= 
4 
made to , ip 
order \ 
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Pipe laying is a heavy hauling job where the 




















unmatched stamina and performance of i eal 
Macks pay off—especially over rugged eit 
terrain where the going gets really tough. 
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When it comes to volume hauling, Macks have 
an industry-wide reputation for economy and 
the ability to maintain ‘round-the-clock de- 
livery schedules. 


To make the tough jobs easier... 


) ... especially the challenging, heavy- 


' duty hauling jobs... 


Macks are 
favorites throughout the petroleum 
industry. From drilling operations to 


' fuel delivery, you’ll find Macks 
' working with top operating economy 
at the lowest cost per mile and with 
_ aminimum of down time. Hub-deep 
+ mud, rough terrain, grueling ’round- 
' the-clock service— whatever the job, 

» Mack has the unit that’s engineered 


4 
2 
if 
4 
# 
3 

yr 
% 

a 


» 


and built with the thoroughness and 
precision needed for dependable, 
cost-saving operation. 


Mack makes more of its own com- 
ponents—engines, frames, axles, 


» transmissions—than any other 


» 


heavy-duty automotive manufac- 
turer. To you, this means assurance 
that Mack components are made of 
the finest materials and designed 
for incredibly long and dependable 
performance. 


Mack Diesel and Gasoline Engines — 
up to 206 hp with unequaled records 
for fuel economy and endurance. 


Mack Balanced Bogie with Power 
Divider—the flexible, 4-wheel rear- 
axle drive that delivers power to the 
wheels with traction. 


Mack Transmissions— models up to 
20 speeds . . . acknowledged as the 
industry’s finest, most durable... 


featuring evenly spaced ratios and 
exclusive Tetrapoid gears. 


These are a few of the exclusive 
Mack features. Why not let your 
local Mack representative give you 
the story on the most complete line 
of heavy-duty trucks and tractors 
available today. Mack Trucks, Inc., 
Plainfield, New Jersey. In Canada: 


Mack Trucks of Canada, Ltd. 


MACK 


first name for 


TRUCKS 


4796 


Streamlined dust 
shield controls 
dust cloud for con 
vincing customer 
demonstration 


Large drawer 
opens from either 
side, divided into 
6 compartments 
for oil filter car 
tridge stock and 
tools. 


irae, 


Two bins, 16” x 
11” x 22%”, hold 
even the largest air 
filter cartridge 

Built-in literature 
pocket for car- 
tridge checker, oil 
and air filter sales 
aids and booklets 
for your customers. 


ry 


ERR emcee 


Sturdy chrome 
handle, legs and 
axle 


Height 38”; work 
surface 2244” «x 
25°. 


Semi - pneumatic 
tires on 6” wheels. 


“ow To 
INCREASE 


ENGINE LIFE “ ny a Years ago Fram pioneered a new idea in oil filter selling—‘‘the 
pil dipstick tells the story.”” You know the success your dealers have 
had with it. Now, Fram introduces a new concept in air filter selling 

one designed to service and sell air filters at the island 

... the new FRAM Filtronic Fi!ter Service Center. 


Now your dealers can quickly show their customers the dirt and 

dust in a dirty carburetor air filter cartridge. All they do is place the 

cartridge in the ingenious compressed air powered cleaning system 

— i on top of the service center and follow the simple procedure 
a we illustrated below. This unit not only cleans the cartridge, it blows 


ecinis Silas Gentenstocter the dust out in a cloud customers can see! A powerfully graphic 


it cards (show customers why demonstration of the need for air filter protection and service. And 
FREE with they need filter protection 


and “Cut Engine Wear’ 
each AH-57 booklets. 
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AM IN 1937 


Nother after fe 


there’s no guesswork, it’s the scientific, foolproof way to service 
modern filtronic type air filters. 


THE DRAMATIC NEW FRAM “FILTRONIC” FILTER SERVICE CENTER HAS BEEN 
DEVELOPED TO HELP YOU GET YOUR SHARE OF A GIANT NEW MARKET 
CREATED BY FRAM. Almost 50% of the new 1957 cars are equipped with 
filtronic type air filters—a tremendous new source of cartridge profits 
for you and your dealers. 


Add this merchandising program to outstanding customer preference 
for FraM products, profitable repeat business, a firm money-back 
guarantee, additional oil sales with cartridge changes—and you have 
more good reasons why you should sell Fram! 
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Exclusive FRAM patented 
built-in gasket absolutely 
prevents by-passing of 
dirty air - Individually 
engineered to car factory 
specifications - High 
filtering efficiency of 
99.+% + Retains same 
high rate of efficiency 
throughout long life . Easy 
cartridge replacement 

- Utmost engine 
protection to car owners. 





prompt 
shipment 


all styles 
s:-and sizes 
to 15 galions 


... Any way you look at it, Vulcan is 

your best source for steel pails and drums. 
Full open head and closed head pails are 
available from Vulcan’s huge warehousing 
facilities for prompt shipment in all popular 
styles from 1 through 15 gallons, whether you 
need a carton or straight or mixed truckloads 
or carloads. For protective interior linings, 
pouring equipment, special container designs or 
Brand Name lithography... you can depend 
on Vulcan to meet your rigid specifications. 


Call or write today for test samples and 
complete information. 


over 40 years container experience 


VULCAN 


CONTAINERS INC. 
Bellwood, Illinois (Chicago Suburb) 
Phone: Linden 4-5000 


In Canada: 
Vulcan Containers Ltd., Toronto 15, Ontario 


(See ‘‘Pails’’ in Classified Phone Directories) 
Representatives in all Principal Cities 
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'There’s a word for extra-long service— NEOPRENE. And hose 
of neoprene has a reputation for durability and dependability 
because of its double-duty protection. Yes, Du Pont neoprene 
?fuel-oil hose is protected inside and out. 


A tough neoprene cover protects the reinforcing fabric against 
moisture and mildew ... and continues to resist the deteriorating 
effects of oil, grease and many chemicals. It stands up against 
sunlight and weathering, and it takes years of day-in and day- 
out punishing service—twisting, bending, dragging over rough 
pavement and sharp corners. This rugged cover won't chip, 
crack or cut . . . provides long, cost-saving dependability. 


A smooth neoprene tube won’t swell or soften under prolonged 
exposure to hot oil and most chemicals. .. will not get soft or de- 


Par 
Sd 
: 
>. 
* 
. 


Double-duty protection for fuel-oil hose 


velop weak spots. 

Here’s how you can save on replacement and maintenance 
costs: Ask your supplier for the types of hose you need in 
handling petroleum products. Then tell him you want the hose 
that’s doubly protected—with a neoprene tube and cover 
FREE! THE NEOPRENE NOTEBOOK. Every issue is filled 
with informative data about current uses of neoprene. To get on 
the mailing list, write today to: E. I. du Pont de Nemours & Co. 

Inc.), Elastomers Division N P-2, Wilmington 98, Delaware. 


NEOPRENE 


The rubber made by Du Pont since 1932 


REG. Us pat OFF 


BETTER THINGS FOR BETTER LIVING 
THROUGH CHEMISTRY 











iT DOESN’T SHOW HERE, BUT... 








A Lot of Science | 
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Went Into This Sale! 








In this business of providing the motoring 
public with the best possible motoring 
fuels we recognize that there is no sub- 
stitute for strong, creative selling, both at 
the wholesale and the gas station levels. 

To implement this selling, it is equally 
important that the manufacturing end of 
this industry produce a product that meets 
the exacting demands of today’s powerful 
automotive engines. Thousands of skilled 
scientists and researchers are at work 
throughout the petroleum industry to 
provide these super motor fuels. 


, a D) 
UOP has prepared an interesting booklet on “‘How Men of Science Bs) 


The research and engineering staffs here 
at Universal are part of this team of men 
of science. Through some forty years they 
have pioneered in the development of fun- 
damental petroleum refining processes, 
making them available to refiners large 
and small, everywhere. 

Their contributions have been an im- 
portant factor in your ability to offer your 
customers better products from petroleum 
at the lowest possible cost. Yes, there’s 
a lot of science wrapped up in every sale 
you make. 


i 


4 


Help You Sell’’. We'll be glad to send you a copy on request. 
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¢ fer ‘ ~ seen me Ve 
SCHRADER COMPRESSION RIVETS NON-DEMOUNTABLE is i 


FOR REPAIRING TUBELESS TIRES ae. si 








Best tubeless repair on the market—seals 3 ways. 
Two sizes handle 90% of all your tubeless punc- 


ture business. ... Be ready for the demand. ... 
. a ~ aa ve) 
Make a fast profit. ... Ask your supplier for ‘ =— { 
Schrader Compression Rivets today. \ co ae = wy 
te a 
ar DEMOUNTABLE and 
DEMOUNTABLE —~ id 
SEAL 3 WAYS TYPE WNON-DEMOUNTABLE TYPE 
ws YOUR SOURCE FOR ALL TRUCK TUBELESS VALVES 
Same top quality valves mounting. ... As truck 
used as original equip- tubeless business grows, 
ment by the industry.... repair and service work 





Variety of types to fit grows too. Order the 
side hole or bottom hole Schrader full line now! 







Packaged to fit requirements 


your one source for 
it) of-Wee) am it) of-1 (SET) aac 


a LATEST 1957 PRACTICE FOR TUBELESS PASSENGER CAR TIRES 
a The seven original equipment for 1955 and 1956 cars, and 
tubeless tire valves are avail- most (approximately 95%) of 
able from your Schrader sup- the new 1957 cars. No extra in- 
plier to meet all your replace- ventory. 

ment tire sales—but with these Order Schrader EZE-MOUNT 


two SchraderEZE-MOUNTSnap- Snap-in*=413R,*54and*3680C 














UD In Valves and the extensions for Extensions and be sure you can 
ae ae peered ornamental rim covers, you can equip new tubeless tires you 
EXTENSION meet 100% of your tire sales sell with new valves. 
, COMPLETE VALVE LINE-UP FOR REPAIRING PA io wees i 
: ee ake é e | 
MILLIONS OF TUBES NOW ROLLING a tome if 
® 
oa 
Tube-type is still the biggest repair and re- & & 
placement business . . . don’t overlook it. NS ) 


No. 9467AR Type 
Truck Screw-on 





Most cars, trucks, and tractors now in serv- 





ice are rolling on tube tires. To you, this 
means plenty of lucrative repair and re- 


placement business. . . . For big dollar prof- . : a 
: No. 15R Type 

° No. 150R Type No. 7823R Type 
tube-type valves . Hand Bendable Truck Cure-on 


its, stock the complete Schrader line of Passenger 





A. SCHRADER’S SON 
Division of SCOVILL * Brooklyn 38, N. Y. 


® 
Schrader FIRST NAME IN TIRE VALVES 


siting as inital FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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How to keep customers...HAPPY! 


Here’s the perfect combination to increase your business... a happy custome! 
with a brand-new set of Dunlop’s. You'll make MORE money and MORE friends 


on every sale, with a Dunlop Franchise. 


Dunlop tres are internationally-known for outstanding quality, safety, comfort, 
and dependability. They give Dunlop customers the extra margins of safety and security 


they need...and YOU the kind of talking points that put profits in your pocket. 


It will pay you to get the full Dunlop story. Write or phone for details. 


[ts worth more to you to Sell DUNLOP 


DUNLOP TIRE AND RUBBER CORPORATION, 6.)//2 New York Founders of The Pneumatic Tire industry 
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You already depend on a Leland explosion-proof! 


7 of every 10 gasoline pumps are powered by Leland 


Next time you have your gas tank 
filled — quickly and safely, whatever 
the weather — odds are better than 2 
to I that a Leland motor will pump 
the gasoline. 
‘ For ever since Leland introduced 
the first explosion-proof gasoline 
pump motor, over 30 years ago, 
Leland gas pump motors have out- 
sold all others combined! 

Odds are you'll find Leland your 
finest source for explosion-proof 


Another 
| ard LATE ORCA ET 


Product 
EEE TRENT 


motors of all kinds — from pumping 
volatile liquids and gases to powering 
equipment in hazardous atmosphere 
There’s a complete line of explosion- 
proof motors from ¥% to 5 hp—and, if 
necessary, the experienced engineer- 
ing ability to develop an explosion- 
proof motor to meet your most 
demanding requirements. 

Next time you need a motor, stand- 
ard or special, explosion-proof or 
otherwise, try Leland, 


Leland explosion-proof gasoline pump 
motor, Underwriters’ Approved for Class 
1, Group D. Capacitor start, induction 
run, with built-in voltage changer and 
on-off switch. 


THE LELAND ELECTRIC COMPANY 
Dayton 1, Ohio 
Division of AMERICAN MACHINE & FOUNDRY COMPANY 


LELAND 


MOTORS 
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‘ Custom-formulation to your customer's 


You can profit more with 
custom-formulated oils! 


Provide your customers with custom-tailored 
oil formulations that best fit their needs 
—and increase your sale of finished oils. 










needs is an Oronite specialty. By 
tailoring Oronite additives to your base 
oil you can furnish your customers 
with exclusive made-to-order oils. 





The spectacular growth of Oronite, as 


a major lube oil additive supplier, 


can be attributed to a willingness to Lube Oil 
custom formulate— meeting price and Additives 


performance specifications. Oronite 
has compounded and engine tested 
hundreds of additive compounds 
and is currently supplying over 

a hundred different formulations. 














Get the Oronite lube oil additive 
story. Write or phone the Oronite 
office nearest you. 


EXECUTIVE OFFICES 
200 Bush Street, San Francisco 20, California 
SALES OFFICES 
450 Mission Street, San Francisco 5, California Mercantile Securities Building, Dallas 1, Texas 
30 Rockefeller Plaza, New York 20, New York Carew Tower, Cincinnati 2, Ohio 
20 North Wacker Drive, Chicago 6, Illinois 714 W. Olympic Blvd., Los Angeles 15, Calif. 
EUROPEAN OFFICE 
36, Avenue William-Favre, Geneva, Switzerland 4109 


lef ORONITE CHEMICAL COMPANY 
ww 
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TS MATCHLESS STEAM HOSE 


ell 





“U. §. Matchless #5 does 5 different jobs,” 


says refinery division superintendent 


“It always passes our strictest lab tests.” 


A mechanical division superintendent of a leading Mid- 
western refinery says: 

' “U.S. Matchless Steam Hose always passes our cen- 
tral maintenance department tests, and we've always 
had good experience with it. The neoprene cover is 
oil-resistant. The hose is highly flexible and light in 
weight. Asbestos ply, under the cover, conserves heat. 
Wire braid preserves static ground.” 

This great “U.S.” hose is serving many industries in 
many ways. It is obtainable at selected “U.S.” distribu- 
tors, at any of the 28 “U.S.” District Sales Offices, or 
write us at Rockefeller Center, New York 20, N. Y. 


Mechanical Goods Division 





Uses in refinery for U.S. Matchless® #5 Hose: 
e As a firetighting hose, for safety-checking atop the 
235-ft. cracking unit (see picture above). 

e@ In propane tank, to thaw bottom of gauge glass in 
cold weather (see inset picture above). 

e@ In pump room of cracking unit, as a steaming line to 
get gas traces out of the unit. 

e@ On propane transfer line, to prevent orifice from 
freezing in cold weather. 

@ Enables construction crews to run temporary steam 
lines more cheaply and quickly than using pipe. 
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This Butler building didn’t burn because it’s steel. All 
steel. It safeguarded its contents while the surrounding 
area was ravaged —just what you’d expect of a Butler, 
the world’s leading metal building. 


Consult the yellow pages of your telephone directory 
for the name of your nearest Butler Builder. 


764 pagwse” 


Manufacturers of Steel Buildings 
Oil Equipment + Farm Equipment + Dry Cleaners Equipment 
Outdoor Advertising Equipment + Special Products 


Sales offices in Los Angeles, Richmond, Calif 
Houston, Tex. © Birmingham, Ala. * Minneapolis, Minn. * Chicago, III 
Detroit, Mich. © New York, N. Y. * Burlington, Ont., Can 


February, 1957 NATIONAL PETROLEUM NEWS 


There’s no structure better suited to storage of petroleum prod- 
ucts than a storage-designed Butler steel building. Here’s why: 


Big, roomy, post-free interiors let you use al/ the space you pay 
for. There’s no waste. You stack things from one straight sidewall 
to the other, and pile it right up into the clear-span ceiling. Ob- 
struction-free interiors permit full mobility of power equipment. 


Fire safety is a must—and Butler’s got it. Steel doesn’t burn, and 
Butler buildings are all steel. There’s nothing to start or feed a 
fire. A Butler protects not only its contents from adjacent fires, 
but surrounding structures from interior fires. You’ll find it costs 
less to insure a Butler, too. 


High, wide doors can be placed anywhere in Butler steel build- 
ings. Plan your Butler building for maximum convenience and 
efficiency, and your Butler Builder will build it that way. In fact, 
he is exceptionally well qualified to help you plan it. 


Dozens of other Butler features — like weather-tight construction, 
unlimited range of sizes, fast erection, low cost, and many others 
—also combine to make these the best buildings you can buy at 
any price for all your storage needs. For complete information, 
mail coupon below. 


BUTLER MANUFACTURING COMPANY 
7454 East 13th Street, Kansas City 26, Missouri 


Send me full information on Butler metal buildings 
Name 
Firm 


Address 


City Zone State 





BUTLER steel buildings 











NEW FOR 


The boldly modern styling you see in the new Ford trucks 







































for ’57 only hints at how deep-down modern they are! 


Ford’s new Tilt Cabs bring you the most advanced truck 
design in America today! They’re America’s lowest-priced * Tilt 
Cab line. New pickups with Styleside bodies (standard at no 
extra cost) offer extra loadspace, new higher power, completely 
new cabs, a new kind of pickup ride. And Ford’s “Bic JoBs,”’ 
ranging from 21,000-lb. GVW to 65,000-lb. GCW, have new 
engines, cabs and chassis—new strength and durability 
throughout. See your Ford Dealer for more information on the 
sweeping changes made throughout the new Ford line. 


Qh: 
They're modern through and through 


NEW Ford cabs— completely new—stronger, 
roomier, smarter! New wider full-wrap wind- 
shield. New inboard cab step, new Hi-Dri 
All-Weather ventilation and new easy-to- 
read instrument panel! 








NEW hydraulic clutch, standard in all models 
from pickups to tandems. Easier to operate 
works like hydraulic brake. Clutch and 
brake pedals are modern suspended type for 
extra driving ease! 


NEW power advances! New higher horse- 

power, new freer breathing, new higher com- 

pression, new Super-Filter air cleaner. New 

advancements from camshafts to carburetors! 

Modern Short Stroke design in every engine 
V-8 or Six. 


NEW Heavy Duty 302 and 332 V-8’s now 
have 4-barrel carburetors standard. New hood 
air scoop with thermostatic control available. 





NEW riding comfort! Completely new sus- 
pension and big roomy cabs with increased 
visibility combine to greatly improve riding 
and handling ease. 


NEW chassis and body strength! New frames, 
up to 13°; stronger. New sturdier front and 
rear axles! New higher capacity springs! 
New, more durable cabs. 






*Based on a comparison of factory-suggested list prices 
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a a New T-800 Tandem, 45,000-lb. GVW. High torque 
“| 212-hp. V-8 engine, 4-barrel carburetor and power 
steering, standard and at no extra cost. 


New Tilt Cab line offers six series ranging up to 

60,000-Ib. GCW, up to 212 horsepower. Now, all the 
payload and maneuverability advantages of “‘cab forward” 
compactness, plus service accessibility and cab comfort 
even better than a conventional truck.- 


For 57 and the years ahead — 


FORD TRUCKS COST LESS 


... LESS TO OWN... LESS TO RUN... LAST LONGER, TOO! 
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Ask yourself, Mr. Oil Marketer... what would happen to your sales... 


if you could turn every pumper into a promoter, 
every serviceman into a salesman, every salesman 
into a star? 

If you could appoint their wives as assistant sales 
managers? 

If you could transform their family dinners into 
sales meetings? 

If you could persuade your men to study sales 
training material every night ...and apply the new 
methods every day? 

Sound too good to be true? No! When your men 
report for work every morning with new sales savvy 
and renewed sales drive... that’s just the normal 
result of a Cappel, MacDonald incentive campaign. 





ales savvy 


begins at home 


You may be the hardest-driving executive in the 
oil business, but you can’t compete with a “little 
woman” who’s set her heart on a new appliance, a 
set of dishes, a trip to Bermuda or Mexico City. 

So why not put family pressure on the side of 
your marketing strategy with a Cappel, MacDonald 
incentive campaign? This simple, proved method of 
boosting sales and opening minds to sales training 
involves very little extra work for your staff. And 
you can set your own price on results—paying only 
on delivery! 


Planning. Just outline your objec- 
tives, and a plan based on 35 years’ 
experience will be laid on your desk 
within three weeks’ time. Seasoned 
executives will supervise every detail, 
freeing your staff for vital duties. 


Promotion. The only fully-staffed 
department specializing in incentive 
promotion will create a series of mail- 
ings and prepare hard-hitting sales 
meeting material. 





Cappel, MacDonald & Company 


Dayton, Ohio . . . Offices in principal cities, Canada and Europe 
@*) SALES INCENTIVE PLANS 









Travel Awards. Your com- 
pany’s reputation as a host is safe 

in the hands of C-M and its associates. Our world-wide 
staff will anticipate every problem, arrange every detail and 
secure flattering special attention for your winners. 


Merchandise Prizes. The beautiful C-M catalog in- 
cludes more than 1,400 nationally advertised prizes... prizes 
to suit every winner’s preference and every company’s 
budget ... prizes that give every man the opportunity to win. 


Costs. Just tell the C-M man what extra sales or extra 
merchandising help is worth to you. Then pay as your men 
earn prizes—wholesale prices for merchandise, carrier-re- 
sort rates for travel. Planning, service and creative work are 
provided by normal distributor and travel agency discounts. 


Get the facts now! For free 
hints on motivating salesmen, phone 
the nearest C-M office, or write on your 
letterhead for “Who's Selling Who?” 
CAPPEL, MACDONALD AND COMPANY, 
Dept. H-2, Dayton 1, OHIO. 





Featuring Air Travelon... 


Ells AMERICAN AIRLINES 
i (P Pan AMERICAN 
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ORE POWER TO you — 


for extra profit services 


DRIVEWAY SERVICE 


8 iD 


UJ 


























SPECIAL TOOLS 





WASHING 


aah roe me Tire repairs, lubrication, washing, spark plug cleaning, filter 
cleaning, driveway air service, special tools . . . all spell extra 
profits in the station . . . all depend on airpower. 


There’s more power for you to use to build these profitable services 
with Wayne Air Compressors. They are “station-engineered”’ to 
your equipment. 





Wayne Air Compressors are engineered to provide a better com- 
pressor in every way—cooler in operation, with lower power 
consumption, higher efficiency, lower maintenance costs and 
longer trouble-free life. Each Wayne Compressor is sold on the 
basis of known efficiency in terms of usable air output—pretested 
and guaranteed. To assure unfailing airpower in your station 
install Wayne Air Compressors. Write for catalog of complete line. 


THE WAYNE PUMP COMPANY 
Salisbury, Maryland © Toronto, Canada 


raat» COMPRESSORS 





ROCKWELL eeand all 


METERS 
with New Crank Control things that 


The rotor in these meters is now controlled by a simple 
coordinated linkage. The new design does not alter the 
proven ‘“‘floward”’ operating principle. It does enhance 
performance by providing the advantages of increased 
capacity, fewer parts, permanent timing and quiet oper- 
ation. These rotors are interchangeable with rotors in 
earlier model Rotocycle meters. 


No. 400 Rotocycle 

Shown with printing register. 
All other registers available. 
Made in cast iron or cast steel. 
Normal capacity range 80- 
400 gpm. 


No. 600 Rotocycle é err" Rockwell air eliminators are engineered 

‘ te to remove all entrapped gases in the 

ter. All other registers avail- liquid before they reach the meter and 

able. Made in cast iron or cast 4g =! i adversely affect accuracy. In-line con- 

steel. Normal capacity range oe ) eo nections simplify installation. Unit 

120-600 gpm. is, ea OR assembly of all working parts eases 
' ad routine maintenance. 


Shown with large reset regis- 


BACK PRESSURE 


These valves prevent 
liquid in discharge line 
from backing up into me- 
ter. Can also be used to 
build up pressure and 
No. 1000 Rotocycle force air from system. 
Shown with non-reset register. 
All other registers available. 
Made in cast iron or cast steel. 
Normal capacity range 200- 
1000 gpm. 


ROCKWELL 


PITTSBURGH 8, PA. Atlanta Boston Charlotte 
Chicago Dallas Denver Houston Los Angeles 
Midland, Tex. New Orleans New York 
N. Kansas City Philadelphia _— Pittsburgh 
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all these Rockwell Accessories 
ke your metering more profitable 





at make your meters go—that improve measurement 


STRAINERS RATE LIMIT VALVES REMOTE REGISTRATION 
meee mia SYSTEMS a 


— P 





IN-LINE STRAINER 


These valves are designed for use at 
meter outlets to control maximum flow 
rates and thus prevent over-speeding. 
They also have utility in providing 
equal distribution of liquid through a 
line of meters. 















REGISTER 
EXTENSIONS ) 
hivoya ws cewlnede ) 
Register extensions 
neered ANGLE STRAINER sig a ne’ 4 
. i —______—- ers under the load- fF 
in the Both types of strainers prevent for- ing rack latf i 
rand : mp aagaiee mite ing rack platform or 
e eign matter in liquid from damaging cuniies d 
e con- h : th ground. 
' n the meter. Both have large effective 
Unit screening area and the economy of = 
eases re-usable O-ring cover gaskets. = RECEIVER 
This remote registration system 
SWIVEL ADAPTORS permits centralized control over 
RE "det Mluchweted) all metering operations. ‘ trans- 
— . S meter registration from é 
ANGLE These adaptors permit the meter reg- wien - Pi h : = ” 
. 2en° »mote Cz » suc as é 
pivisiancll ister to be rotated through a 360° turn 9 T°™O™ : ; oS 
event Seven aaeii thems aae aniele loading rack, directly to a receiv- 
re line ADAPTORS ee 8 y = ing register of the printing type 
} et minty 
to me- by sy nchronous electrical impulse. 
sed to —<_ The transmitter is mounted atop 
e and , the meter at the point of measure- 
m. ment. Its matching receiver is 


mounted in a central control office. 





Angle adaptors are used for ease of 
reading when meters are installed AUTOMATIC QUANTITY CONTROL VALVES 
below ground, such as in airport pits. = 
Multistage type, for smooth non- 
shock shut-off of predetermined 
volumes of liquid. An invaluable 
aid when topping off loads or 


am MANUFACTURING CO. 


h ‘ 
arlotte San Francisco Seattle Shreveport Tulsa 


Angeles processing with liquids. 

w York In Canada: Rockwell Manufacturing Company 

ttsburgh of Canada, Ltd., Toronto, Ontario 
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You'd be happy, too, 








if you were... 











the one who drives 


the most modern, 














best riding and 
most efficient 


truck 





of them all... 

























DRIVERS everywhere have a great story to 

tell about the new White 9000—its driving ease, 
riding comfort and safety. There’s nothing like 

it on the highway—anywhere! And power—the 
new Whites have it! Gasoline or diesel with 
plenty of “horses” for today's bigger payloads, 
higher mileages and tight schedules. 


Go White—today! 


THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


FOR MORE THAN 55S YEARS THE GREATEST NAME IN TRUCKS 
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THE GILBARCO ROTO-PRIME 


CUTS MAINTENANCE, BUILDS PROFITS 


Self-priming and lubricated with ordinary motor oil, Before you buy any pump, check these 
the Roto-Prime cuts maintenance problems to a mini- important features. You'll find no 
mum. And the great versatility of this pump often other pump can compare! 
makes possible 30% to 50% savings in equipment costs, @ Positive self-priming on suction lifts 
savings you’ll find registered in your profit column! e Self-evacuating against discharge pressure 
With a capacity range of 50 to 1500 G.P.M. and heads e Efficient volute design 
up 160 feet, the Roto-Prime is the only pump designed © No gear reductions; operation at standard 
exclusively for petroleum handling jobs. motor speed 
® No air reservoirs or relief valves 
e Designed for outdoor use without secondary 
covering 
® Mechanical type seal for trouble-free 
operation 
@ Motor oil lubricated; minimum maintenance 
© Ball-bearing equipped for long wear and 
smooth, quiet operation 
® Dynamically balanced impellers 


Write today for catalog and full information: 


HOW THE AUTOMATIC VARIABLE-CAPACITY PRIMING PUMP OPERATES 


Full Priming — With Partial Priming — As Neutral—When all dir and 
air or vapor in the the pump evacuates vapor are removed, liquid 
lines, pressure of air and vapor from pressure equalizes spring 
Spring on top of the the lines, liquid pres- pressure and the pump au- 
movable slide holds sure builds up on the tomatically slides into neu- Gilbert & Barker 
the priming pump underside of the slide, tral . . . where it remains Manufacturing Co., 
pay pumping po- mov ¥ “A ~% ard to- until air _ vapor again West Springfield, 
. ward neutrz appear in > system. 
. = ppe a Massachusetts 
Toronto, Canada 
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MOTORISTS LOOK FOR... 


al, 
vie 


4 


NATIONALLY ADVERTISED 
IN LIFE, COMICS AND OTHER 
LEADING PUBLICATIONS 


tastee-freez 


HOT DOGS HAMBURGERS 
SOFT DRINKE 





BATTERIES . 


SERVICE, FOOD AND 
REFRESHMENTS 







Cash in on the proven preference for One Stop Service Stations. 
Enjoy a big, competitive advantage with nationally advertised, 
nationally known Tastee-Freez Food and Refreshments. Fill ‘em 
up while you fill ‘er up, and let your customers enjoy double 
service, while your station enjoys double profits. 

Investigate before you build. Find out how you can have the 
advantages of this One Stop Service with a TASTEE-FREEZ 
ANNEX. For complete information contact, 


TASTEE-FREEZ, 2518 West Montrose Avenue 
Dept. 30, Chicago 18, Illinois 


America’s Fastest Growing Food and Soft /ce Cream Chai 
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A MESSAGE TO AMERICAN 


Financial Aid 
to Higher Education 


INDUSTRY 


* ONE OF A SPECIAL SERIES 


A Fine Start, But... 


This editorial has two purposes. The first 
is to salute American business for the fine 
start it has made in helping to relieve the 
financial plight of our colleges and univer- 
sities. The second purpose is to stress the 
importance of having business provide 


more financial aid, and soon. 


How Business Helps 
Higher Education 

Business contributions to higher educa- 
1950 and 1955. 


They jumped from $40 million to $80 million. 


tion doubled between 
Preliminary figures indicate they will be even 
higher this vear. 

Business firms have also shown a lot of in- 
genuity in devising different ways of making 
their contributions. The methods range from a 
matching of an employee's contribution to his 
particular alma mater to wide diffusion of the 
money through state and regional money-raising 
associations of colleges and universities. Thanks 
to this ingenuity, business firms now have a wide 
choice of ways by which to give effective aid. 
The way most appreciated by college adminis- 
trators is the making of gifts unrestricted as to 


the purpose for which the money is used. 


Imposing as it is, however, what busi- 
ness has done thus far is only a good start. 
Only a tiny fraction of the total number of busi- 
ness firms in the country are giving direct finan- 
cial help to our colleges and universities; and 
this fraction includes fewer than half of the hun- 
dred largest corporations in the country. Also, 
the amount of financial help being provided by 
business constitutes only a very small fraction 


of what is needed. 


Why Colleges Need More Aid 


Right now our privately endowed col- 
leges and universities need about $350 
million more in operating income a year 
than they are receiving to enable them to 
pay decent faculty salaries and be in toler- 
ably good working order otherwise. The 
reasons, including a severe decline in the pur- 
chasing power of their endowment income be- 
cause of price inflation, have been dealt with in 
the prey ious editorials in this series. 

In addition, these institutions, together with 
the tax-supported schools, are faced with a tre- 
mendous increase in enrollment over the years 
ahead. With both a rapidly increasing popula- 


: 
tion of young people and an increasing propor- 
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tion of them going to college, this year’s enroll- 
ment of 3.2 million students is expected to reach 
4.0 million by 1960, and to be doubled by 1970. 

For the next ten years our privately supported 
colleges and universities must have an average 
of about $400 million a year above what they 
can be expected to collect from tuition fees, in- 
come from endowment funds, etc. 

This figure of $400 million does not include 
what is needed for new buildings and equip- 
ment. It also does not include help for tax-sup- 
ported schools above what they get from taxes, 
fees, etc. Business has given and will continue 
to give these schools substantial aid. Indeed, al- 
most 25%, of the financial help from business 
for our colleges and universities went to tax- 
supported schools in 1955. 

If aid from business met their needs for in- 
creased operating income, the privately sup- 
ported colleges and universities would be given 
a decisive lift in performing successfully their 
part in our system of higher education. They 
would still have large needs of capital equip- 
ment — buildings, dormitories, laboratories — 
but help from other sources, such as that pro- 
vided by devoted alumni, where they are well 
organized, could be expected to go far toward 
meeting these needs. Also some companies pre- 


fer to concentrate on meeting needs of this type. 


What 1% of Profits Would Do 


But do business firms have the capacity 
to fill the gap in adequate operating in- 
come for our privately endowed colleges 
and universities without putting an ex- 
cessive financial burden on themselves? 


Those who have studied this capacity care- 


fully say that the answer clearly is yes. If, 


of its profits before taxes — last year an 
estimated $43 billion — business were to 


devote 1% to helping our privately en- 





dowed colleges, it would take care of 
present operating needs of about $350 
million a year. And the balance of $380 
million would be a big step in meeting 
their needs for new buildings and equip- 
ment, too. 

About one half of a 1% contribution of this 
sort would, in effect, be made by the federal gov- 
ernment. Up to a limit of 5%-, contributions of 
this type are exempt from the federal corporate 
income tax. For corporations with incomes 
above $25,000 per year this tax is 52%. 

It is clear that not all business firms are in 
shape to devote 1%. of their profits to aid to 
higher education. Even in this year of record- 
breaking prosperity, many of them will have no 
profits at all. But if business generally would 
take 1°) of pre-tax profits as a target or bench- 
mark for financial help to our privately en- 
dowed colleges and universities these institu- 
tions would again have sturdy financial 
foundations. 

Relatively this is a very small price to pay 
(1) to insure a continuing supply of competently 
trained young men and women and (2) to but- 
tress our freedom by assuring the successful 
survival of the privately supported sector of our 


system of higher education. 





This is one of a series of editorials prepared by 
the McGraw-Hill Department of Economics to 
help increase public knowledge and under- 
standing of important nationwide developments 
of particular concern to the business and pro- 
fessional community served by our industrial 
and technical publications. 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text. 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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Do all these jobs easier, 
faster, better on a Rotary 


t. 
2 


Frame Pick-Up Lift 


Lubrication 


. Oil change 


. Tire rotation 


. Transmission and 


differential service 


. Muffler and tailpipe 


replacement 


). Shock absorber repairs 
. Brake work and 


adjustment 


. Universal joint work 


10 


1] 


12. 


13 


14, 


Rear axle overhaul 

Front wheel and 

axle work 

Spring replacement 

Tire inspection and 
repair 

Steering gear adjustment 
All other undercar jobs 





Increase lube and repair work vol- 
ume and you increase profits. 


With the Rotary Frame Pick-Up 
Lift you can speed every undercar 
job . . . handle more jobs better. For 
example, lube time 1s slashed 50% to 
60% because the Frame Pick-Up 
Lift makes it so easy to reach fit- 
tings. Relaxed spring suspensions 
facilitate grease penetration and re- 
duce amount.of lubricant needed. 


There’s a big savings in time and 
labor on repair and replacement jobs, 
too. Every important undercar part 
is where you can get to it easily. 


Economically priced and inexpen- 
sive to install, the Rotary Frame 
Pick-Up is the universal lift for mod- 
ern stations. Dependable operation is 
assured by Rotary’s experience in 
building more than 100,000 hydrau- 


lic lifting devices. 


WRITE FOR CATALOG AND PRICES 


Engineered and built by 


ROTARY LIFT COMPANY 
Division of the Dover Corporation 


Memphis, Tenn.—Chatham, Ontario 


The original manufacturer of hydraulic auto lifts .«« 
and still the leader 


Rotary Frame Pick-Up Lift 
Ut @ lubrication lift! ltt a mechanic's lift! 





New Tri-Sure Plant in Australia 


Now made in Australia, too! 


Tri-Sure 
FOR DRUMS 
Tri-Sure* Closures for drums and pails are now being manufactured 
in this modern new plant just outside of Sydney, Australia—the 
latest advance in Tri-Sure’s world-wide program. 

This new plant provides Far East industry with a fast, efficient 
source of supply of Tri-Sure Flanges, Piated Steel Plugs, Die Cast 
Plugs and Cap Seals for Drums, as well as Tri-Sure Nozzles and 
Caps, and Push-pull Spouts for Pails. In addition it offers closure 
users in that area the quality gaskets that are so vital to dependable 
closure performance. 

This newest Tri-Sure plant underscores what is widely recog- 
nized among closure users all over the world: wherever your plant 
is located, there is a Tri-Sure plant, and engineer, to serve you—and 
Tri-Sure Closures that will best serve the needs of your products. 


Cap Seals 


Plugs 


Flanges 


Tri-Sure 
*The “‘Tri-Sure”’ Trademark is a mark of reliabil- 
FOR PAILS ity backed by over 35 years serving industry. 


ie ra Alwayenecify 


CLOSURES 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
CHICAGO, ILL. - NILES, OHIO + LINDEN, N. J. 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Industria e Comércio, Sao Paulo, Brazil 
American Flange & Manufacturing Co. Inc., Villawood, N.S.W., Australia 
B. Von Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S.W. 1, London, England 


Spouts 


Nozzles 
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Ahead of the News 


New Push for FTC Probe—The sharp controversy over 
crude and gasoline price increases will rekindle new interest 
in Sen. Hubert Humphrey’s proposal for an ambitious Fed- 
eral Trade Commission study of oil marketing. The Minne- 
sota Democrat, whose Senate small business subcommittee 
investigated gasoline price wars in the last Congress, failed 
to get serious attention for his $600,000 appropriation 
request at that time. 


TBA Cases in Works—Major oil companies may soon be 
on the receiving end of new TBA complaints. Senate small 
business committee says the National Standard Parts Assn. 
will ask Justice Dept. and Federal Trade Commission to 
move against alleged oil company domination of the TBA 
market at the service station level. NSPA says the com- 
panies use “discriminatory prices” that lessen competition. 


Squeeze That Credit—This is expected to be another 
boom year, but the tight money situation will have its effect, 
investment bankers say. In oil marketing, it will be felt 
most in service station financing. Lessors will have to be 
more selective, and prospective owner-dealers may be 
scared off by high interest rates. 


Head Start for Disaster Refunds—The jobber drive for 
a tax break in time of disaster seems to be succeeding. A 
House ways and means subcommittee has recommended 
that excise taxes be refunded on gasoline lost in a major 
disaster. But the proposal is part of an omnibus tax bill; if 
that bogs down in controversy or inaction, as happened last 
year, the rosy picture for refunds would be clouded. 


New TEL Process Coming—A “radically different” proc- 
ess for making tetraethyl lead is being developed by Ethyl 
Corp. Development of the process is still in the early stages, 
but Ethyl says it will eliminate some intermediate materials 
and steps from the present manufacturing operation. The 
process involves a reaction between a metal alkyl and a 
lead compound. 


‘Exclusive Dealing’ Case Near End—The government’s 
marathon case against Sun Oil Co. may reach a decision 
by the end of the spring term of court, now that all testi- 
mony is in. Trial lasted over 26 months, as the government 
attempted to show that Sun coerced 10,000 dealers into 
handling only products made or distributed by the com- 
pany. The government’s brief is due April 1, and will be 
followed by one from Sun. Then Judge J. Cullen Ganey, of 
U. S. District Court in Philadelphia, will consider 10,648 
te of testimony and 2,300 exhibits before rendering his 
verdict. 
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Price Hike May Not Hold—That’s the view of many 
veteran marketers. They think gasoline prices will tumble 
unless spring sales take a terrific spurt. Crude prices are 
more likely to hold, but even that’s not a good bet. Excess 
stocks are expected to cause price wars in many areas. This 
would probably mean that most jobbers who got margin 
hikes along with the price increase would return to former 
margins. At least one major is granting its margin increases 
as a temporary allowance, just in case. 

Marketers generally are unhappy about the crude and 
gasoline increases. They feel the moves were unwise 
politically and, some believe, economically. They predict 
more Washington pressure and increasing public distrust 
as a result. Record high gasoline stocks, they say, make 
it hard to justify higher prices as far as the public and 
Congress are concerned. Others add that the Suez crisis 
was not economic justification for a crude advance; rising 
cost to producers was the basic factor behind the increases. 
But some marketers believe the heavy fuels, not gasoline, 
should absorb most of the price rise. 


Good Chance for Gas Bill—A bill to free independent 
gas producers from utility-type regulation should sail 
through Congress this year, provided local gas distributors 
join in support. Presidential approval is behind the bill; 
Democratic leaders in Congress had said that without Ike’s 
approval, they wouldn’t bother to kick off new gas legisla- 
tion this year. 


No Depletion Cut—Any efforts to reduce oil and gas 
percentage depletion will probably fail this year. Treasury 
Secretary Humphrey says there’s no way to tell for sure 
whether the current 2742 % allowance is the best rate. But, 
he says, it’s results that count—-and under the present rate, 
new discoveries are in pretty close step with rising demand. 
Humphrey’s stand for depletion (his strongest yet) raises a 
big obstacle for congressional depletion critics to overcome. 


Avoiding Another Suez Crisis— Observers of the 
Middle East’s effect on American oil supplies say a five-year 
tanker program to make Western Europe independent of 
Suez might cost all the countries of the free world $8-bil- 
lion. But some experts claim a super-tanker could bring 
shipping costs down below present costs via the Suez Canal. 


Farm Income Gaining—Government forecasters say net 
farm income will rise above $12-billion this year for the 
first time since 1954—good news for oil marketers bur- 
dened with farm credit problems. 


For More Ahead of the News 
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Supreme Court May Get Discount Case 


The mixup over temporary allowances granted to dealers 
by their suppliers may be closer to a solution. A former 
Texaco dealer will ask the Supreme Court to settle his 
damage suit against The Texas Co. over discounts. The 
dealer, Enterprise Industries, charges Texas sometimes 
granted discounts to other dealers, but not to Enterprise. 

The dealer won the first legal round, and this was seen 
aS an important reason for Federal Trade Commission’s 
new stand on voluntary allowances (NPN—April '56, 
p104). But last month the U. S. Court of Appeals in Hart- 
ford, Conn., reversed a lower court decision awarding 
triple damages to Enterprise. 

The Appeals Court didn’t rule on legality of granting 
discounts to some dealers, but not to others. It reversed the 
decision because the dealer could not prove damages. Be- 
cause of this, some industry lawyers believe the latest 
decision has no bearing on the discount situation. Others 
disagree, saying the court gave tacit approval to Texaco’s 
“Chicago Plan” for granting discounts. The Supreme Court, 
of course, could sidestep the discount question and rule 
only on the damages; or it could refuse to hear the case. 

Most lawyers agree the rules for figuring damages that 
are spelled out in the latest decision make it “damn near 
impossible” to win treble damage suits. 


‘Good Faith’ Test—Look for an earlier-than-expected 
showdown on legislation to end the “Good Faith” defense 
to price discrimination charges. Sen. Kefauver (D., Tenn.), 
was named in a surprise move to head the vital anti-trust 
subcommittee. He’s likely to move quickly on his anti- 
Good-Faith bill. The industry has its work cut out. It must 
alter a widespread congressional impression that this legis- 
lation, which is seen as threatening the existence of oil 
jobbers, is solidly backed by small business. 


More Dam Trouble—The time is coming when the 
wicket-type dams now in use on the upper Ohio River will 
be unable to pass oil and other river traffic efficiently, three 
U. S. Army Engineers recently told the American Society 
of Civil Engineers. This may happen before higher dams 
with larger locks can be constructed to replace the present 
structures, they warned. 


Billboard Ban?—Look for a new Congressional fight over 
proposal by Sen. Richard L. Neuberger (D., Ore.) to ban 
billboards from the interstate highway system. A similar 
measure was defeated last year, but Neuberger now seems 
assured of administration support. Some states already 
restrict billboards, but outdoor admen say critics are 
“flogging a dead horse” when they warn of an impending 
billboard invasion of landscaped highways. Billboards are 
valuable, they say, primarily in business districts. If and 
when the new highway system fosters commercial growth, 
billboards will want a place, but not before. (For more on 
billboards, see page 117.) 
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Dim Outlook for Long-Term Loans—Ambitious new 
proposals to make long-term credit available to small busi- 
ness haven’t got much chance this year. Sen. John Spark- 
man (D., Ala.), chairman of the Senate small business 
committee, has introduced legislation under which the 
Small Business Administration would guarantee up to 90% 
of small business loans made by private banks to small 
business. His bill will focus new attention on the problem, 
but will probably die without backing from the Eisenhower 
administration. 


Price Control Spectre Looms Again—A number of 
senators, disturbed by what they consider unwarranted fuel 
oil price increases, are saying Congress should consider 
price control authority to deal with such cases. 


Marketing's the Top Problem—aAnd it still will be in 
1960, according to an advertising agency survey of 81 oil- 
company presidents and executive vice presidents. But 
crude supply will be almost as troublesome by that time, 
the survey finds. Twenty-six of the 81 believe gasoline as 
a power source will be limited by crude shortages in 20 
years. Thirty-nine others disagree, saying gasoline power 
never will be limited by availability of crude supplies. 


Pacific May Lag Behind—Petroleum product demand 
on the West Coast will increase only 3% in 1957, predicts 
a California oil economist. This compares with an antici- 
pated national increase of 4%-5%. Reason for the lag, the 
economist says, is competition from “tremendous new sup- 
plies” of natural gas coming into the area, particularly in 
the Pacific Northwest. He expects residuals to be hardest 
hit by the competition, though normally expected gains in 
home-heating and distillate fuels (except for diesel) will 
be cut back, too. 


Axle Lube Revival—Differential drain plugs, missing 
from Chevrolets in recent years, are back on the '57 models. 
Chevrolet recommends an axle drain and refill every 10,000 
miles. The action runs counter to predictions of a trend to 
more sealed and permanently lubricated units. 


Esso Upgrades Dealer Program—Esso Standard Oil 
Co. will put renewed emphasis on dealer relations this 
month by making E. K. Atkinson manager of a new service 
station sales division, reporting directly to top marketing 
management. By February 15, every Esso field division will 
have a sales manager and a dealer merchandising manager 
working under the division manager and his assistant. The 
idea, says an Esso spokesman, is to obtain “better com- 
munication, better control, and better concentration of 
effort where we want it.” Another major is working on a 
similar reorganization. 
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Petroleum Indicators 
NPN PRICE AVERAGES* 


MILLION Refinery/Terminal 
BARRELS YEAR AGO — gal.) 


200 ; 
fat Jan. Dec. Jan. 
1957** 1956 1956 
GASOLINE Gasoline 


(regular) 12.10 11.98 11.81 
Kerosine 11.42 11.22 10.85 
Distillate 9.91 9.69 9.41 

Residual 6.18 6.00 5.09 
DISTILLATE + oalesieed 

products 9.96 9.80 9.39 

Lube oil 22.86 22.86 21.03 
RESIDUAL Condees 

eS well ($ 

per bbl.) 3.08 2.88 2.83 
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oe J ft MA J *Weighted average price, prin- 

1955/1956 cipal markets. **Through Jan. 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) Jan. 1957* Dec. 1956 Jan. 1956 
Finished and unfinished gasoline (thous. bbl.) 189,243 186,230 183,905 
Distillate fuel oil (thous. bbl.) 122,983 134,008 86,141 
Kerosine (thous. bbl.) 29,795 31,541 21,310 
Residual fuel oil (thous. bbl.) 42,727 42,685 38,247 
Crude oil—B. of M. (thous. bbl.) ery 259,983 263,025 261,592 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 8,279 8,023 
Foreign crude included (thous. bbl. daily) , 942 853 
% of refinery capacity operated rer 93.8 95.1 


Refinery Output 
Gasoline (thous. bbl. daily) 3,981 3,843 
Kerosine (thous. bbl. daily) Bako eae 389 385 
Distillate fuel oil (thous. bbl. daily) - 2,060 1,923 
Residual fuel oil (thous. bbl. daily) 1,302 1,344 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) ......... os 7,403 7,199 
Crude oil imports (thous. bbl. daily) . ey 797 805 


*Through Jan. 11, except crude stocks—Jan. 5. 
Source of Data: API Weekly Reports, except Jan. 1956, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 
Exports of crude and refined products (thous. bbl.) . =e 12,258 (Oct.) 
Average station gasoline price, ex tax (¢ per gal.) ._.. 21.49 (Jan.) 
Gasoline consumption (million gal.) a 4,623 (Sept.) 
Service station permits (number) 974 (June) 
Passenger cars—domestic shipments (thous.) 557 (Nov.) 
Trucks and buses—domestic shipments (thous.) 75 (Nov.) 
Automotive replacement tire shipments (thous.) . . 4,703 (Oct.) 
Replacement battery shipments (thous.) as 3,011 (Oct.) 
Oil burner shipments (thous.) ........... P 94 (Oct.) 
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Supply and Demand 


Spring Means Boom for Gasoline 


db COMING three months of April, 
May and June will probably bring 
the oil companies their largest gasoline 
business of any quarter in 1957. Aver- 
age daily demand for this period has 
been forecast by the Bureau of Mines 
at 4,290,000 bbl., 5% larger than dur- 
ing the same period in 1956. Third 
quarter gasoline demand will be only 
slightly less than in the second quarter: 
a 4,250,000 b/d average is forecast. 

Even in view of the anticipated sales, 
gasoline inventories over the country 
are larger than required to balance 
supply-demand needs. Total stocks at 
refineries Dec. 28, 1956, were 185,- 
796,000 bbl., over 20,500,000 bbl. 
(12.4%) larger than on Dec. 30, 
1955. Adequate inventories for com- 
ing needs, at the end of 1956, were 
estimated at about 168,000,000 bbl. 
Crude runs to stills are being main- 
tained at an amount that keeps the 
current output of gasoline at a high 
level. 

New Price Picture—There is one 
point of difference today from a year 
ago, as the gasoline buying season 
opens. The oil marketing companies 
will be selling gasoline against higher 
prices at the refineries, caused by the 
advances in crude oil prices in many 
fields of the country early in January. 
In some areas retail as well as whole- 
sale gasoline prices already reflect the 
higher crude oil prices. Wholesale 
gasoline prices did not fluctuate greatly 
in 1956 and 1955. 

The anticipated peak gasoline de- 
mand for the second quarter reflects a 
noticeable trend of the past two years. 
Pushing the sales of new model cars 
early in the year, advancing vacation 
periods to the late spring and early 
summer, and other factors have stimu- 


Cents per gallon 
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(Wholesale — Gulf Coast) 


No. 2 DISTILLATE 
(Wholesale — Gulf Coast) 


CRUDE 


(Rep. Texas Gulf Coast) 
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Here’s the way crude advances are pacing price hikes for products 


lated second quarter gasoline demand. 
Forecast second quarter demand in 
1957 of 4,290,000 b/d average will be 
5.7% \arger than the yearly average 
demand for all 1957 of 4,060,000 b/d. 
Last year second quarter demand, 
4,088,000 bbl. average, was 5.5% 
higher than the yearly average for 
1956 of 3,873,000 bbl. 

Gasoline inventories start the year 
at much higher levels than a year ago, 
in all refining districts except the Ind.- 
Ill.-Ky. and the California districts. 

Crude Advance—The advance in 
crude oil prices in early January, which 
was followed by advances in the whole- 
sale product prices and in some areas 
in retail prices, was the second general 


Gasoline Stocks by Refining Districts 
(000 bbl., API Data) 


Dec. 28 
1956 


40,994 
38,369 
79,363 

7,910 
36,108 
20,195 
18,691 


82,904 


162,267 
23,529 


185,796 


Refinery District 
East Coast . 
Gulf Coast .. 


Total Coastal 


Appalachian . 
Ind.-Ill.-Ky. f: 
Okla.-Kan.-Mo., . 
Other Inland 


Total East of California 
California 
Total U. S. 
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Dec. 30 % 
1955 Change Change 
35,724 +14.8 
32,313 +18.7 
68,037 +16.6 

6,990 +13.2 
34,179 + 5.6 
17,614 +14.7 
16,166 +15.6 
74,949 +10.6 


142,986 +13.5 
22,282 + 5.6 


165,268 +12.4 


increase since World War II. A 25¢ 
bbl. increase took place in 1953, and 
the current advances range from 19¢ to 
45¢. The immediate cause of the cur- 
rent advance was the sharp increase in 
demand for domestic crude oil, par- 
ticularly in Texas, that developed when 
the crisis in the Middle East drastically 
reduced the flow of oil from these 
fields to European and other markets. 

An important cause of a more basic 
nature is cited by the oil producing 
companies as the substantial rise in 
unit producing costs since the previous 
general advance in 1953. During this 
period of more than three and a half 
years, crude oil prices generally have 
remained constant, although wages and 
salaries, costs of materials purchased 
and investment requirements have in- 
creased greatly. 

Wholesale petroleum product prices, 
while they have advanced from 1948 
through 1956, have not moved up at 
the rate of some commodities. The 
average yearly wholesale price of No. 
2 distillate fuel oil at the Gulf Coast, 
for example, advanced from 8¢ gal. 
in 1948 to 8.8¢ in 1956, a gain of 
10%. The yearly average wholesale 
price of 90-octane regular gasoline at 
the Gulf increased from 9¢ in 1948 
to 11.1¢ in 1956, about 23%. The in- 
dex of wholesale steel prices advanced 
nearly 50% in this time period, that of 
rubber over 40%, and that of motor 
vehicles nearly 30% a 
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I Chose the 


Trapezoidal Dial for 





readability from any point in 
front of the pum). It iS designed 


with vour customer in mind. 





Erie’s Continental 


Pump Line .... 





Powis the gasoline pump is closely 
allied to the automobile, I chose an 
enlarged trapezoid-shaped dial opening. 
Modern automobile styling utilizes the 
trapezoid shape in windows, windshield 
and instrument grouping. This form 
combines the strength and beauty of the 
triangle with the simplicity and sym- 
bolism of the square. Primarily, I greatly 
increased the dial viewing angle to 
make the larger numerals easily read 
from any point in front of the pump.” 


: Wiisur Henry Apams, 
nationally known 
MODEL shessiiitiel theacaitins 


METER SYS 























Ss Continental — 
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HE larger, wider, brilliantly 
y ae , . 
MN lighted dial in the Eric ( onti- 


nental Pump, presents a pano- 


? , ramic view for clear, eas\ 
ny deparlive 
readability from any point in 
front of the pump. It is designed 


with your customer in mind. 


Daw: 


— 
Lon ¥ 
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MODEL 840 CONTINENTAL SERIES 


—_ METER SYSTEMS, INC. Erie, Pennsylvania 








MODEL 840 CONTINENTAL ARISTOCRAT 














Continental 
with the supERIEor 
day and night dial 


Your customer is primarily interested in 
reading the dial—easily and clearly. 
Through the use of automobile design- 
ing and brilliant lighting, we focus 
attention on the sale—we make the new, 
big dial easier to read from anywhere 

in front of the pump, day or night. 

The dial conforms and accents the 
conservative pump design of the new 
€&. ze. Continental line of pumps 

and dispensors. 


The New Computor 
It is compact and sturdier with about 
200 fewer parts. Larger, stepped-back 
wheels with larger numerals permit 
easier reading. Semi-automatic reset 
from the nozzle side assures faster, | 
easier operation. 


METER SYSTEMS, INC 
ERIE, PENNSYLVANI 
SALES OFFICES: DENVER 
ATLANTA 


CHICAGO KANSAS CITY, MO. 
CLEVELAND “Los* mR 
DALLAS. NEW ORLEANS = SEATIL 








EQUIP .» -TRADE...MODERNIZE 


The new “‘Air Lock Safty-Lift 
Henderson Tire Changer-Balancer”’ 
Model AF-S, designed for all 

tires, 12-inch through 17-inch. 

The proper new tool and equipment 
to handle the 14-inch wheel. 


The newest 

and most modern 
equipment 

to handle 

the 14, 1: 

inch wheel 





U. S. Patents—2,534,515—2,609,038-——2,609,039—2,655,985. 
Other U.S. and foreign patents pending. 


Balancer Available with 
all Air-Lock Models 


LET’S TALK TRADE 





Mail today: 
BIG FOUR Industries, Inc., 5938 Carthage Ct., Cincinnati 12, Ohio 


I would like to see your complete line of tire servicing equipment 


Name 





Address 


Write today for 
Special 14-inch 
Wheel Booklet 
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OVERSEAS DIVISION CANADIAN DIVISION WEST COAST WAREHOUSE 

276 W. 43rd St Canada Vulcanizer & $203 South Avalon 

New York 36, New York Equipment Co., Ltd Los Angeles 3, California 
London, Ontario 





WITH SO MANY MOTORISTS SWITCHING TO NEW POWER-X 


IT’S TIME YOU SWITCHED 
TO A SINCLAIR DEALERSHIP 


HERE ARE TYPICAL CUSTOMER COMMENTS ABOUT 
NEW SINCLAIR POWER-X WITH X-CHEMICAL 


FINEST GAS EVER. 

“I’ve always been a stickler for 
gasoline mileage. I've tried all 
different brands of gasoline, and 
this new Sinclair Power-X with 
X-Chemical is the finest gas I 
have ever used. It definitely 
gives me better mileage.” Jesse 
L. Lyerly, Washington, D. C. 


CAN FEEL THE DIFFERENCE. 
“I first started to use new Sin- 
clair Power-X with X-Chemical 
in my °56 Thunderbird, and got 
such terrific results that I now 
use it in my other car and in 
my business. I can feel the dif- 
ference in performance.” Leon 
Blanchura, Warren, Michigan. 





NEVER SO SMOOTH. 

“I have a Sinclair Credit Card 
and I've been using Sinclair 
Power-X Gasoline about six 
months. What are you putting 
in your new Power-X? My ’S5 
Buick is really stepping out — 
never has it been so smooth!” 
H. Dillon Winship, Macon, Ga. 


SINCLAIR THE BEST. 

“IT drive a car that I think is the 
best on the road, and naturally 
I want the best gasoline for it. 
I feel that I have found the best 
in your new Sinclair Power-X 
with the new X-Chemical addi- 
tive.” A. J. Standridge, Musko- 
gee, Oklahoma. 





With the big switch to new Sinclair Power-X, now is the time for you 
to switch to a Sinclair Dealership. You’ll enjoy more business, new 
business, new profits. See your Sinclair Representative or write 
Sinclair Refining Company, 600 Fifth Avenue, New York 20, N. Y. 
Ask, too, about the Sinclair TBA Franchise, featuring 
Goodyear, the greatest name in rubber. 


‘‘leads the industry in dealer assistance”’ 
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Will the Tarheel idea work? 


North Carolina is trying a new way to deal with the chronic problem of 
jobber-supplier relations. 


The North Carolina Oil Jobbers Assn. accepted an offer from Esso Standard 
Oil Co. to discuss the company’s position on “various matters that are of interest 
to NCOJA and to answer any specific complaints or charges.” In the past, some 
majors have suggested that jobbers take up grievances with individual suppliers 
whose marketing practices jobbers condemn, instead of blaming all suppliers with 
a blanket indictment. Many jobbers, however, have felt the only way to get results 
was to treat the suppliers as a group, with the hope that the “good” suppliers would 
try to compel the “offending” suppliers to rectify their practices. 

The North Carolinians regard the sessions with Esso as a start and want other 
suppliers to participate in similar conferences. Moreover, they have suggested that 
other state associations consider this approach before their national body, the 
National Oil Jobbers Council, requests federal intervention. North Carolina has 
been against asking Washington for help; but the position of many jobber associa- 
tions is that there is no other way to get action. 


Because North Carolina’s experiment represents a new effort at resolv- 
ing differences, it is pertinent. Jobbers and suppliers will watch it closely to 
see whether it will yield a solution. 


Turning a deaf ear . . . to you 


Public credibility in gasoline advertising ranks at the bottom, along with 
cigarettes, according to a recent survey. This is a doleful but significant thought 
as National Advertising Week is commemorated this month (Feb. 10-16). 


During 1956 gasoline advertising hit a lavish pitch with a commotion of 
claims and superlatives. One advertising agency executive asked plaintively, 
“What else can you claim?” 

Winston Churchill once admonished a small boy to stop blowing a shrill whistle. 
“Shut your ears,” the little boy retorted, And, the story goes, the great man walked 
away muttering to himself, “Shut your ears.” 


Perhaps the public may be starting to shut its ears to some industry 
advertising. 
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for You Today in LP-Gas? 


Liquefied petroleum gas is coming fast. Last year it 
racked up record volumes with a 17% rise in sales 


@ Now it looks for continued gains, through expansion 
in old markets and invasion of new ones 


@ But LPG has problems — both competitive and internal. 
It can be a boobytrap as well as a gateway to profit 


This up-to-date report, for distributors facing a decision 
and major-company reps working with small marketers, 
describes LPG’s status, its opportunities and its obstacles 


Liquefied petroleum gas today is a big, dynamic in- 
dustry riding the crest of a swelling growth wave. 
Newest proof of this: last year LPG joined the Big 
Four of petroleum products, displacing kerosine to 
rank after gasoline, distillate fuels and residual fuels 
in national consumption. 

That means 1957 will be a year for sharp reap- 
praisal of LPG by suppliers and distributors. Those 
already in the field will be re-evaluating their market 
positions in terms of changing demand and new com- 
petition. Those not in it can profitably take a new 
look at the arguments for handling LPG. Both must 
keep a wary eye on some built-in pitfalls peculiar to 
the fuel. 

This report gives you the latest on the five factors 
all oil marketers must weigh in viewing LPG: where 
it stands now, where it’s going, what its problems 
are, how oil men fit in, and what the distributor’s 
job is. 


1. Where LPG Stands Today 


The best picture comes from Phillips Petroleum 
Co.’s newest report on LPG. It gives this 1956 sales 
record: 

e 3.2-billion gal. used in homes for heat, hot 
water, refrigeration, incineration, cooking. 

e 850-million gal. sold as motor fuel. Domestic 
and motor fuel together are up 17.8% over 1955. 

e 614-million gal. sold for industrial and miscel- 
laneous uses, up 10.4% over ’55. 

e 234million gal. for manufacturing gas, up 
9.5% over ’55. 

e 1.6-billion gal. used for making chemicals, up 
20.1% over ’55. 

e 439-million gal. used in making synthetic rub- 
ber components, up 8.1% over ’5S. 
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Domestic Sales—Big as LPG has become, it’s going 
to get bigger as it goes after more of the market that 
lies beyond city-gas mains. LPG people say they can 
serve 45% of the potential gas-heat market. That 
would add up to 5.6-million homes on farms, 8.6- 
million in small towns, and 5-million to 6-million in 
suburbs that have grown too fast to get city gas. LPG 
men say that beyond the Southeast and Southwest, 
LPG is unknown as a heating fuel. They want to 
change that. 

Motor Fuel—LPG wants a bigger hunk of the 
motor fuel market. To get it, LPG men will claim 
lower maintenance costs; lower fuel costs that mean 
lower operating costs; cleaner burning fuel, and less 
engine wear. 

LPG industry figures claim the oil-change interval 
with an LPG-fueled truck is many times that of a 
zasoline-powered motor. In ’52 it was 11,947 miles; 
in ’55 it was 14,700. Over the same period the cost 
differential between LPG and gasoline went from 
050¢ to .072¢ a gal. less for LPG. 

Industry—The bottled fuel is also going after the 
industrial market. Industry sources say LPG has 
more than 21,000 industrial applications, and can 
do the jobs quicker and better than other fuels. 

Commercial—LPG is also pitching for commercial 
markets: hospital and institutional kitchens, bakeries, 
restaurants, flower growers, hotels, motels. 

Farm—To build steady year-round demand and 
level off peaks and valleys, LPG is hitting the rural 
and farm market harder than ever. 

Farms are being modernized, and the trend is to 
bigger and fewer farms for greater payout. Pot- 
bellied stoves, kerosine space heaters and ranges, and 
coal stoves and ranges are going out; LPG appliances 
are going in. 

LPG, as a motor fuel for farms, isn’t limited to 
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(Story begins on page 96) 

trucks and tractors. It also powers stationary en- 
gines, particularly irrigation pumps. A survey of 
irrigation wells in Texas shows that of more than 
33,000 wells, 46% use LPG 


2. How LPG Sees Its Future 


“The industry should experience another excellent 
growth year in 1957,” says Phillips. It adds the 
market is “far from saturated,” and “the federal high- 
way program offers many opportunities for new and 
expanded motor fuel use.” 

Growth Picture—For the long haul, LPG expects 
a 7%-8% increase in sales in each of the next five 
years. Gallonage in "60 is projected as 7.2-billion, in 
‘6S as 9.5-billion. 

Right now, LPG has about 7-million customers 
(one sixth of all gas users) who have 9-million LPG 
installations. By °60, the industry sees 12-million cus- 
tomers, and 14-million by ’65. 

Domestic and commercial fields are LPG’s biggest 
markets and they will grow in the years ahead. In 
"55, 2.8-billion gal. went to this market. In °60, it’s 
seen as 3.6-billion; by ’65, as 4.5-billion. 

Internal combustion has about 10% of the LPG 
market now. The industry estimates that farmers, 
fleet operators, city buses and taxicabs will use 1- 
billion gal. in °60, 1.5-billion by ’65. Big LPG motor 
fuel markets now, according to a 1955 Bureau of 
Mines report, are Texas (302-million gal.), Cali- 
fornia (60-million), Illinois (40-million), and Florida 
(2-million). 

Canada, strong in LPG production, also offers a 
big market: 100-million imp. gal. (5 U. S. qt.) of 
butane, 120-million imp. gal. of propane. U. S. im- 
ports and local refineries have to fill the demand, 
since there’s now no economical way to move 
Western Canada’s heavy LPG output to Eastern 
Canada’s markets. New oil field discoveries will in- 
tensify the problem. 


3. LPG and Its Problems 


Rosy as LPG’s future looks, it has some tough 
obstacles ahead. Increases in demand are outstripping 
increases in production, and economic factors com- 
plicate the task of bringing the two in line. Getting 
LPG into non-production areas poses serious trans- 
portation and storage questions, which mean higher 
costs. Imbalance in LPG’s summer-winter ratio means 
handling difficulties. Electricity offers stiff competi- 
tion. 

Production Economics—Most LPG plants are de- 
signed for 50%-60% recovery, says John T. Oxley, 
president of Texas Natural Gasoline Corp. To make 
them more efficient—say 80% recovery—would cost 
4¢-6¢ gal. 

But most LPG plants are only netting 3.35¢ a gal., 
after paying tank car and sales costs, Oxley says. 
This won't finance improvements to boost output. 

Many of the new plants added this year, Phillips 
points out, have a recovery ratio of 60% or better. 
The report adds: “With additional investments and 
higher operating costs more LPG can be recovered at 
existing plants, but this is economically feasible only 


“For the long haul, LPG expects a 7%-8% increase in sales in 


with a better and more stable price situation.” 

Supply—Production is not increasing as fast as cus- 
tomer demand, according to Oxley. In ’55, sales went 
up nearly 14%, but production increased by 6.4%. 
Even with new plants adding over 1-million gal. per 
day to 56 production, the increase was well short 
of the 17% hike in sales. 

Actual figures for '56 were 7.37-billion gal. of LPG 
produced, with sales of 6.9-billion gal. Oxley esti- 
mates production will rise to 10.35-billion gal. in 
1965, with sales at 9.5-billion. 

Storage—Although LPG is sold in every state, most 
of it is stored in production areas. Current under- 
ground storage is over 1-billion gal., with an addi- 
tional one-third planned or under construction. 

But of 243 underground storage facilities as of 
April ’56, only 17 of them were north of an ex- 
tended Mason-Dixon line. Most storage is in Texas. 

Transportation—To bring LPG into northern mar- 
kets is expensive. Some estimate it costs as much as 
8¢-10¢ gal. to haul it to Middle Atlantic states from 
Texas. 

In ’55, 2.6-million gal. reached markets by rail 
tank car, 2.4-billion gal. by tank truck, 267-million 
by pipe lines and 77-million by tanker and barge. 

But rail is a costly method of moving LPG. There 
are about 22,000 LPG rail tank cars in service now, 
2,000 more than in ’55. Yet producers are not adding 
too many tank cars because of the seasonal factor. 
And lack of tank cars can send the transportation 
rate up as much as 10¢ gal. during the peak period. 

In 1955, Phillips said the problem was to get LPG 
into the North and East at rates cheap enough to 
compete with other fuels. The latest report points to 
four new pipe lines that were announced or are under 
construction for LPG and refined products. A new 
LPG tanker was also added to the fleet, and new, 
higher-strength steels, the report says, “appear to offer 
possible means of increasing payloads of truck trans- 
port units.” Already 10,000-gal. units are in service. 

All this will tend to lower the cost of LPG in the 
North and East. But to get it much lower requires 
more storage—aboveground or underground—at the 
LPG distributor and consumer levels. And under- 
ground storage costs $8 bbl., with aboveground stor- 
age running to $20 bbl. Pressure tanks are needed 
for the latter type of storage. 

Summer-Winter Ratio—This is still out of balance: 
more LPG is used in winter than in summer. Since 
the trend is to build up a domestic heating load, be- 
cause of profits involved, imbalance will probably 
continue. 

Competition—LPG industry leaders admit elec- 
tricity is their chief rival in the home appliance 
market. * 

Figures for ’55 show that (1) electric ranges out- 
sold LPG ranges nearly 3-1, (2) electric hot-water 
heaters outsold LPG water heaters better than 2-1, 
and (3) factory sales of electric clothes dryers were 
about 3-1 over all types of gas clothes dryers. 








*If you handle fuel oil, electricity is shaping up as 
a tough competitor for you. You'll find the full 
story, plus some ideas on what you can do now 
to meet this competition, on page 122. 
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each of the next five years”’ 


LPG people say they aren’t as well organized as 
electric utilities, that the other side has better adver- 
tising. They point out that small LPG dealers are 
frequently confronted with competition from a large 
electric utility. 


4. The Oil Industry and LPG 


LPG’s future demand will be impressive, but it 
will be peanuts compared to oil products demand. In 
*55, total oil demand was 23 times more than that 
for LPG; by ’60, it’s estimated to run 20 times ahead 
of LPG; by ’65, it’s estimated at 18.8 times more. 

On the Roads—In the over-all motor fuel market, 
LPG is no real threat to gasoline and dicsel fuel. 

LPG’s potential as a motor fuel is greatest in those 
areas Close to cheap supply sources and where trans- 
portation costs are low. The small number of LPG 
filling stations in other areas is one factor holding 
back its wider use as a motor fuel. 

LP-Gas Assn. lists over 3,600 LPG filling stations 
in the U. S. But most of them are at LPG distributors’ 
plants, few at highway locations. This is in contrast 
to more than 181,000 gasoline service stations. 

A closer look at the motor fuel market shows this: 

e Far less than 1% of the nation’s trucks are LPG- 
powered. Six times as many trucks use diesel oil. 
Gasoline fuels the rest. 

e 2.4% of the country’s common-carrier buses 
are LPG-fueled. None of the 137,500 school buses 
are known to use LPG. Of 3,817 intercity buses made 
in ’55, only 90 were for LPG; 250 more are on order 
for delivery. 

e 6.4% of all U. S. tractors use LPG. LPG tractor 
production hit 12,200 in ’56, about 5% of total out- 
put. Sales of tractor conversion kits were 45,000 in 
°56, down 7% from ’55. 

e 75% of the country’s industrial (fork-lift) trucks 
are “gas” powered; the rest use electricity. One manu- 
facturer says there’s no way of knowing how many 
LPG trucks there are in the “gas” fleet because most 
conversions are done in the field. 


5. Where the Oil Distributor Stands 


For oil distributors, the payoff question on LPG 
is simple: do jobbers and consignees have a future 
in the field? The anwer, however, depends on many 
factors (see checklist on page 100). 

What LPG Says—Straight LPG distributors, mar- 
keters and produces tell oil men to stay out. They 
say the field is already too competitive, with upwards 
of 25,000-30,000 distributors. Some LPG distributors 
are giants, serving areas that stack up in size to 
gasoline marketing areas of major oil companies. 

What Majors Say—Gasoline suppliers are divided 
on the question. One group holds that LPG is a “dif- 
ferent business” from gasoline, that oil jobbers have 
enough to do now to keep ahead of competition. 

The other group says, in effect, that it likes to 
have jobbers handle all products; that LPG adds up 
to a year-round business for the jobber, and keeps 
him in contact with farm accounts when there isn’t 
much farm gasoline and motor oil business. 


(Continued on page 100) 
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These are the top 


LPG marketing and 
supplying firms 


Here are the leading LP-Gas marketers: 


e Skelgas division of Skelly Oil Co. Prob- 
ably has over 900,000 customers through- 
out its Midwestern sales territory. Sales of 
LPG, appliances, equipment totaled $32.8- 
million in 1955. 


e Pyrofax, subsidiary of Union Carbide 
and Carbon Co. More than 500,000 cus- 
tomers across the nation. 


e Suburban Propane Gas Corp., Whip- 
pany, N.J. Covers Atlantic Coast from 
Maine to South Carolina, plus Ohio and 
Tennessee. Had more than 428,000 instai- 
lations using over 99-million gal. in 1955, 
for sales of $28.7-million. 


e National Propane Corp., New Hyde Park, 
L.I., N.Y. Primarily an Eastern marketer 
until 1956, when it took over Shell Oil's 
Shellane operation in Midwest. Had 259,000 
customers buying over 37-million gal. of 
LPG in 1955. 


e Fuelane Corp., Liberty, N.Y. Serves more 
than 200,000 customers from Maine tuo 
Maryland. 


e General Gas Corp., Baton Rouge, La. 
Markets in Louisiana, Georgia, Alabama, 
South Carolina, western Mississippi. Sold 
75.6-million gal. in 1955. 


e Petrolane Gas Co., New Orleans, La. 
Serves 35.000 accounts in Louisiana, Mis- 
issippi, Alabama. Sold 9.39-million gal. in 
1955. 


e Suburban Gas Service, Upland, Calif. 
Serves 28,000 customers in California, Ore- 
gon, Washington, Idaho, Colorado, Arizona. 
Sold 17.44-million gal. in 1955. 


The producing-supplying segment stacks 
up like this: Phillips Petroleum Co. and 
Warren Petroleum Co. (now part of Gulf 
Oil Corp.) usually run neck and neck, al- 
ternating in the top spot. Then come Anchor 
Petroleum Co., Shell, Sinclair Oil Corp., 
Tuloma Gas Products Corp. (an Indiana 
Standard subsidiary), Texas Natural Gaso- 
line Co., and The Texas Co. 


Data: Standard & Poor's Corporation Records 
LP-Gas Magazine. 
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Can you answer “yes” to these key questions for LPG distributors? 


(-] Does your area have good LPG potential? 


Best growth areas are beyond city-gas mains, in 
suburban, rural, farm and resort districts. Local 
industrial plants are good prospective business. 


[-} Can you keep pace with other distributors? 


If LPG-only distributors are well entrenched, your 
chances may be poor—especially if there are many 
competitors. Other oil jobbers in LPG can hurt, 
too. 


[] Can you beat out competing fuels? 


You'll have to offer attractive rates. At 15¢ gal., 
LPG can compete with electricity for cooking and 
hot-water supply in all but five states. LPG must 
hold to 10¢ gal. to compete with oil for house 
heating. LPG competes as a motor fuel for trucks 
when it runs at least 10%-20% less than gasoline 
and 30% less than diesel fuel. LPG is economical 
for farm tractors when they run more than 600- 
800 hours a year. 


[] Are you free of legal complications? 


Some areas ban or limit storage of LPG. You may 
have transportation troubles, too, since some cities 
ban LPG trucks from tunnels and bridges or re- 
quire special precautions or permits. Your local 
zoning or fire code may list space restrictions 
keeping LPG a certain distance from present 
buildings and property lines. 


Lo 
boas 


~}| Can you accommodate extra storage? 


You may be able to fit LPG in on your present 
property—or you may have to buy adjacent land, 
or property removed from your base of operations. 
Can you operate from two places if you need to? 


(] Can you manage the financing? 


You can get into LPG for $10,000 or spend up- 
wards of $50,000. Your own filling plant can cost 
$30,000. You need storage both for yourself and 
your customers, and you need trucks. Insurance 
will cost you more. Can you get help from your 
supplier? Possibly you should put your capital 
into upgrading your stations or buying new sites, 
instead of LPG. 


[-] Can you handle the operating costs? 


It’s likely that the less you invest in plant equip- 
ment, the higher your operating costs will be. 
Without your own filling plant and storage, can 
you get cylinders refilled at a nearby plant? Don’t 
forget office overhead, either: salaries for extra 
office help, truck drivers, servicemen and sales- 
men. You may even need a separate store for 
selling LPG appliances. 


Do you have the time to give to LPG? 


LPG won’t run by itself. It needs just as much 
attention as you give your gasoline or heating oil 
operation. 


If you can’t answer “yes” to most of these questions, LPG probably isn’t the field for you. 


(Story begins on page 96) 

What Jobbers Are Doing—Despite warnings from 
LPG-only distributors, many oil jobbers and com- 
mission agents are looking into LPG. The trend is 
most evident in the Southwest. 

But the move in the Southwest and parts of the 
Midwest is one of self-protection. Some oil jobbers, 
in areas where LPG is cheap and plentiful, have seen 
farm gasdline sales skid as tractors and farm trucks 
were converted to LPG. They’ve also seen motor oil 
sales drop: LPG-fueled motors don’t need to change 
oil so often. And LPG distributors handle some oil. 

The Supplier’s Part—Jobbers and commission 
agents in the Southwest who are getting into LPG 
have at least the moral backing of their petroleum 
suppliers. In some cases, hard cash backs up the 
moral support. 

This is a big change in the thinking of some major 
suppliers. Most had looked on LPG as a product for 
LPG distributors—not oil jobbers—to sell. 

Now five majors and one independent with sub- 
stantial jobber and commission agent Operations in 
the Southwest and Midwest say they encourage their 
jobbers to take a good hard look at LPG. 

Majors aren’t overlooking consignees, either 
Agents generally are in the rural or agricultural 
areas, and as a group have been hit harder by LPG 
than jobbers have. 

In West Texas, one major put in an LPG “pilot” 
bulk plant for its agents at the plant of one of its 


gasoline-oil agents. This agent and others near him 
draw from this plant as they line up LPG accounts. 

The “pilot” plant is one approach, but most sup- 
pliers are using another. They are letting the agent 
handle his own LPG purchases and sales instead of 
supplying product and paying a commission. 

What It Costs—A major in Texas says a jobber 
with a nearby supply source can get into LPG for 
$10,000, but that only covers transport equipment. 
He'd have to get product from the source and deliver 
it direct. 

For the jobber who needs storage space, a filling 
plant, trucks, cylinders and tanks, piping, regula- 
tors, the cost can run to $50,000. If he plans to sell 
appliances, he needs a salesroom and inventory. 

Once he’s in business, the oil distributor can ex- 
pect competition from natural gas and _ electric 
utilities, as well as LPG. What looks like an at- 
tractive LPG market now can change almost over- 
night with the extension of a natural gas or manu- 
factured gas line into a growing rural or suburban 
area. The distributor’s first and last rule is simple: 
proceed with caution. a 


Want Reprints? 





They'll be available in about 4 weeks at 25¢ 
each in quantities up to 10. For larger orders, 
address inquiries to: Reader Service Dept., 
NATIONAL PETROLEUM News, 330 West 42nd 
Street, New York City 36, N. Y. 
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Time for a Boost in Service Charges? 


@ Your dealers are losing profits if their service incomes 


aren't ahead of their service costs 


@ Too many dealers today think the margin on gasoline should 
offset all station expenses. So they run their service 


businesses at a loss, while operating costs climb 


@ That's the situation uncovered in an Indiana Standard 
survey. Here's what Standard found, and why the company 
believes each phase of a dealer's service business should 


be completely self-supporting .. . 


SERIOUS PROBLEMS are developing 
for dealers caught in the squeeze be- 
tween semi-rigid service income and 
the rising costs of providing such serv- 
ices. 

[he reason: in today’s economy, 
gasoline profits can’t subsidize a deal- 
er’s service operation successfully. 

That’s the upshot of a study made 
last year by Standard Oil Co. (Indiana) 
and published in Standard’s dealer 
magazine, The Merchandiser. 

The root of the problem is simple, 
says Standard: in many cases, charges 
for dealer services have not risen in 
proportion to climbing operating costs. 

The Cost Spiral — The Standard 
survey pins down some of the factors 
that put the pinch on the dealer today. 
Comparisons made in six metropolitan 
areas for 1950 and 1955 showed this 
picture: 

e Service charges have increased 
from a low of 17.1% to a high of 
27.5% 

e But increases in labor costs alone 
ranged from 30.8% to 37.5% 

e And operating costs—like heat, 
rent, electricity, laundry—ranged up 
to 25% higher. 

Other expenses, too, have increased 
or appeared since 1950: 

e Unemployment compensation for 
station employes 

e Insurance rate increases, and con- 
tinued increases in service station in- 
ventories resulting in a greater total in- 
surance premium 

e Increased competitive activity in 
an extension of operating hours, im- 
proved lighting facilities, greater use 
of lighting. 

Finally, improvements in automo- 
tive design are making services more 


difficult all the time, and warranting 
higher service charges. For example: 

In some cars, spark plugs are pro- 
tected by a cover that must be removed 
before the plugs can be serviced. In 
others, the spark plugs are harder to 
reach. In either case, it takes more 
time to service them. 

Some cars have the oil filter 
mounted under the engine. The car 
has to be put on the lift before the 
filter can be serviced. 

On many cars it takes longer, and 
is more difficult, to drain the radiator 
and engine block before antifreeze can 
be installed. 

Putting it all together, Standard 
reaches this conclusion: costs are up, 
and they have to be passed along to the 
consumer. The gasoline margin can’t 
cover them. A survey in one Midwest 
metropolitan area showed that on the 
average, gross profit on gasoline came 
to 60% of the total gross profit. So, 
Standard points out it’s reasonable to 
conclude that only 60% of total sta- 
tion expenses, and not 100%, can be 
charged against gasoline. 

What will the motorist think about 
absorbing increases in service costs? 
Standard backs its case with the argu- 
ment that when new service charge 
schedules have been put into effect, 
“the increases met with little or no 
criticism from the motoring public.” 

After all, says Standard, today’s 
average motorist expects expert service 
on his powerful new car, and is ready 
to pay for it. 

What to Do—Standard’s solution to 
the cost-price problem is direct: why 
not have your dealers analyze their 
own situations—or do it for them? 

For each station, list all service 
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charges five or six years ago in one 
column, all present charges in a sec 
ond. For example 


Service 1950 1957 
Lubrication $1.25 $1.50 
Car wash 1.25 1.50 
Wheel pack 1.50 1.50 
Battery fast charge 1.00 1.00 
Air bath oil cleaner 50 50 
Spark plugs cleaned 

(each) 10 me 
Brake fluid service 75 75 
Labor (hourly) 2.00 2.40 
Tube repairs 25 Y 
Casing repairs 1.00 1.25 
Brake adjustments 1.00 1.50 
Rotate tires 1.50 2.00 
rOTAL SERVICE 
INCOME $2,545.00 $3,031.00 
SERVICE CHARGI 
INCREASE 19.1% 


By comparing this table with a 
similar one for costs, you can quickly 
determine whether or not service prices 
are keeping far enough ahead of serv- 
ice Operating costs. 

A close check will show which serv 
ice charges are not providing the deal- 
er with a reasonable profit. And to 
double-check, you can find out what 
other representative dealers and auto 
agency service departments in your 
area are charging ior services. 

Your dealers should be expert 
operators, Standard sums up, and they 
should get a fair return on their serv- 
ices. Bringing cost and price into prop- 
er balance, then following up with an 
aggressive merchandising program on 
all products and services, will mean 
increased profit all around w 
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New Concept 


Incorporated Stations 
Employe Stockholders 
Salary Operation 


Low Net for Lower Taxes 


HERREN-WATSON Oil Co.'s sys- 
tem is something new under the 
Houston sun, but it works: Herren- 
Watson has nine salary-operated sta- 
tions and three lessee outlets selling 
over 4.5-million gal. of gasoline a 
year. Before 1950, managing partner 
Hubert Herren had no retail sales at 
all. 

His business up to then was all 
commercial accounts—7.5-million gal. 
worth a year. Sharp bidding for this 
business by major suppliers drove his 
sales down to 4.5-million gal., and he 
went into the retail side under his own 
“Fairway” brand to recoup. 


How the Corporations Work 


Herren knew he'd need capital for 
what amounted to a new venture, and 
he decided to look for it close at hand. 
Here's the way he did—and still does 
—it: 

When a Fairway station is to be 
built, it’s set up as a $1,000 corpora- 
tion, with 200 shares of stock at $5 
par value. Herren-Watson retains a 
controlling interest (usually about 
60% ), and offers the remainder to its 
wholesale employes and friends of the 
company. 

Each new stockholder then Iends 
money to the new corporation to build 
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in Station Financing 


Hubert Herren moved into the retail market when 


he lost 3-million gal. in commercial business 


A separate corporation for each station was his 


unusual idea — and he’s added 4.5-million gal. in 


the past six years 


Herren’s employes and friends provide capital by 


buying stock in the corporations, lending money 


in proportion to their holdings 


But Herren controls each corporation, runs the 


stations on a salary basis — so he gets the added 
profit of direct operations 


Small-volume individual corporations also mean a 


substantial tax savings over a single operation 


with large earnings 


the service station. The amount of 
each stockholder’s loan depends on 
how much stock he has purchased; for 
instance, if the corporation plans a 
$30,000 station, a stockholder owning 
10% would lend the corporation 
$3,000. 

These loans are paid back out of 
the station’s net profits, at 5% in- 
terest. After the loans are paid off, 
cach investor receives a share of the 
monthly net income in proportion to 
his stock holdings. 

Each corporation compiles a month- 
ly profit-and-loss statement showing 
product purchases and sales, station 
operating costs, and the net profits 
to be divided among the stockholders. 
These statements, and an. annual one 
(see chart, pl04), are available in 
Herren’s office for stockholders’ in- 
spection. 

To help his employes buy stock and 
make loans to his stations, Herren 
arranges for them to obtain loans from 
banks or other lending institutions by 
co-signing their notes. Normally, he 
will let two or three of his seven whole- 
sale employes come in on cach new 
station; some now own stock in several 
Fairway corporations and are making 
as much as $300 per month in 
dividends. Herren-Watson’s 33 retail 


employes don’t usually participate in 
the program. 

Lower Tax Bracket- -Tax savings 
were one reason the ccinpany started 
forming a corporation for each sta- 
tion, Herren says. Each corporation 
normally earns less than $25,000 a 
year, putting it in a 30% corporate tax 
bracket. One-company operation of all 
stations would put total earnings in the 
52% tax level. 

The system's financial boost also 
makes it easier for Herren to operate 
direct. The three outlets leased to in- 
dependent dealers are not included in 
the salary operations of the Fairway 
corporations because they don’t do 
enough business to pay out for in- 
vestors. 

Keeping in Touch 

Besides the financial advantages, 
Herren finds his system is a good way 
to keep close tabs on just how much 
business each station is doing. The 
emphasis is on self-sufficiency. “Since 
each station is completely divorced 
from the others, each one in effect has 
to stand or fall on its own,” he says. 

Some jobbers might like one of 
Herren’'s weak stations, since a strong 
one nets about 20% of sales. Some 
stations are up in the 60,000-gal.-a- 
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Works for a Houston Jobber 


Jobber Herren goes over day’s operation 
with station supervisor Summers 


month class, while few do less than 
35,000 gal. a month. Herren-Watson 
makes about a 1.5% profit on gaso- 
line sold to the corporate service sta- 
tions. 

Each Fairway station operates on a 
5.5¢ gal. gross profit margin. Out of 
this must come salaries for station 
managers and _ attendants, rentals, 
taxes, utility bills, uniform costs and 
other overhead expenses. Additional 
income comes from TBA and lube 
oils, though these items are seldom 
pushed by station personnel; only two 
stations have grease or wash facilities, 
so there’s virtually no service income. 

To keep tabs on each station’s opera- 
tions, Herren has daily sales and in- 
ventory reports for all products (Fair- 
way stations sell soft drinks and 
cigarettes in addition to petroleum 
products and TBA). 

Reports on gasoline show the in- 
ventory with which each pump opens 
and closes, amount sold, and cash 
meter readings. There is also an open- 
ing and closing inventory of motor oils 
and other products. The recapitula- 
tion ends with a sales summary show- 
ing how much money should be turned 
in according to sales, the amount ac- 
tually turned in, and any discrepancy. 

This one-sheet report keeps losses 


=~ 
a 





NEW CONCEPT AT WORK: Jobber Herren keeps employe-stockholders 
informed about stations they own shares in. From left, group includes 
Emma Beavers, Louis Summers, Herren and Earlene Kelly 


due to carelessness or petty theft to a 
minimum. Herren reports such losses 
run well under 1%. Just as an added 
protection, however, both wholesale 
and retail employes of Herren-Watson 
are placed under a $2,500 bond. 


Selling: Price, Service 


Herren-Watson’s retail merchandis- 
ing relies on price to get the customers 
in, service and quality to keep them 
coming back. Fairway stations normal- 
ly sell gasoline about 2¢ under major- 
brand postings; the gasoline usually 
tests around 89 octane for regular and 
95-98 octane for premium. 

Fairway’s type of service is keyed 
to Herren-Watson’s main target: big- 
volume gasoline sales. Herren’s sta- 
tions operate on the idea of getting 
large volume with relatively small 
crews (usually a manager and two or 
three attendants) if they aren't tied 
down selling other products or greas- 
ing and washing cars. Comparatively 
little merchandising attention is given 
to TBA and motor oils. 

Like many other private branders, 
Herren-Watson stations sell cigarettes 
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almost at cost as a drawing card for 
motorists. The company does no out- 
side advertising. 

Manpower: No Problem 

Herren pays his station managers 
between $350 and $400 a month, 
while attendants are hired for around 
$250. They get benefits like free hos- 
pitalization (cost to Herren-Watson: 
$3.39 per month per employe), two- 
week paid vacations, and bonuses 
equalling 5% to 10% of their annual 
salaries at the end of each year. With 
these advantages, Herren says it’s easy 
to keep good station personnel. 

His idea of a good man is the old- 
er, more settled type—usually mar- 
ried men between 35 and 50 are 
picked. Herren also looks for men with 
at least a high school education; neat- 
ness and honesty are two other top 
qualifications. (Managers and attend- 
ants carry a lot of cash while working 
driveways, sO a Customer doesn’t lose 
time waiting for his change.) 

To guide over-all Fairway opera- 
tions, Herren-Watson has a service sta 
tion supervisor, Louis Summers. His 
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Here’s one Fairway Station’s annual report 





Income 
rae Sales 
Regular gasoline $82,522.90 
a pete gal. sold) 
Ethyl gasoline 81,848.21 
(317,547.7 gal. sold) 
Motor oil 6,021.13 
Accessories & Cokes 2,997.28 
Cigarettes 11,046.28 
Total Gross Profit 
Operating Expenses 
Salaries $16,324.18 
Advertising 457.72 
Insurance 1,070.28 
Maintenance & Repair 416.72 
Rent 1,945.00 
Utilities 1,302.91 
Supervision & Misc. 1,274.95 
Legal & Accounting 762.00 
Office Supplies 33.86 
Financial & Interest 181.23 
Taxes 374.13 
F.1.C.A. 313.73 
Laundry & Uniforms 666.23 
Discounts Allowed 6.22 
Depreciation 1,923.07 
Total Operating 
Expenses $27,052.23 


(Story begins on page 102) 

salary and expenses are paid by the 
parent company. He’s in charge of 
hiring and firing retail employes, 
checks the daily inventories at each 
station, issues Operating cash to sta- 
tion managers every morning, and 
picks up cash receipts at night. He also 
polices station cleanliness. 

Summers helps train station attend- 
ants, but it’s mostly déne on the job 
under seasoned managers. Actually, 
Herren-Watson hires few men who 
aren’t already well trained in the busi- 
ness. Several station managers are 
former commission dealers for major 
companies. 

Wholesale Personnel — Herren’s 
seven wholesale employes get similar 
benefits to the retail personnel’s, except 
for the bonuses. But Herren-Watson 
has a pension trust for them, to which 
the company and the employe each 
contribute $25 a month. And of course 
they can become Fairway stockhold- 
ers, an important factor in making 
them feel part of the company and 
more interested in its progress. 

The seven include the station super- 
visor, 2 commercial account salesman, 
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Cost of Product Gross Profit 


$63,576.38 $18,946.52 
63,551.77 18,296.44 
4,340.75 1,680.38 
2,069.52 927.76 
10,349.74 696.54 
$40,547.64 
Summary 
Total Gross Profit $40,547.64 
less total 
Operating Expenses 27,052.23 





Net Operating Profit 13,495.41 








plus other 
Miscellaneous Income 205.99 
Net Profit Before 

Taxes $13,701.40 
less provision for 

Federal Taxes 4,113.99 
Net Profit $9,587.41 

three drivers, a bookkeeper and a 


secretary. 
Picking the Right Site 


Careful selection of locations for 
Fairway stations is an important fac- 
tor in Herren-Watson’s success. Her- 
ren has three main choices for station 
sites: 

e Residential areas where the aver- 
age family income is between $5000 
and $10,000 a year. 

e Industrial areas 

e Main thoroughfares—often run- 
ning through or near residential or in- 
dustrial neighborhoods. 

Herren believes the $5,000-$10,000 
families are very price-conscious, and 
of course selling 2¢ under the majors 
is one of his main drawing cards. 

Herren keeps in close touch with the 
Houston city planning committee be- 
fore he leases or buys land on main 
streets, hoping for tip-offs on any plans 
that may change the flow of traffic. 
Before finally selecting a site, a com- 
pany specializing in traffic counts is 
employed to make sure that at least 
25,000 cars will pass the location in a 
24-hour period. 


“That’s just the figure we go by,” 
says Herren. “We could possibly have 
a station pay out with less traffic, but 
we believe with at least 25,000 cars 
passing it each day, we'll stand a good 
chance of getting a good volume of 
business.” This explains why Fairway 
“residential” stations are usually built 
on main arteries. 

After choosing a site, Herren starts 
negotiating with the property owner. 
Ihe decision whether to buy or lease 
the land depends on how much the 
total cost of the new station will be. 
If the land would cost more than 
$25,000 to purchase, Herren leases it 
or finds another location. 

The maximum a station should cost 
to build is $30,000, Herren feels. At 
that figure, or less, he and other stock- 
holders in the station corporation can 
pay off their initial costs in about five 
years, 


Commercial: Still Strong 

Despite the 1950 sag in its com- 
mercial business, Herren-Watson’s 75 
commercial accounts still give it a big 
share of the Houston consumer mar- 
ket—4.5-million gal. Herren says he 
grosses just under $2-million a year 
on commercial business, and that prof- 
its on commercial accounts average 
about 2.75%. 

Many of Herren-Watson’s commer- 
cial accounts can be supplied with 
large transport dumps, like the Fair- 
way stations. The drivers arrange their 
schedules so they will be calling on 
each customer at least once a week; 
they have regular, mapped-out routes, 
and most commercial accounts are 
serviced without the customer ever 
having to call for supplies. But deliv- 
eries are prompt when there’s an emer- 
gency call. 

When he isn’t involved with his re- 
tail business, Herren spends most of 
his time contacting his commercial 
account customers—and it’s a full- 
time job for the wholesale salesman. 

Eastern States Petroleum Co., with 
a large, modern refinery on Houston’s 
ship channel, is Herren-Watson’s 
principal supplier. Herren buys from 
Eastern States on prices based on Gulf 
Coast cargo quotations in Platt’s Oil- 
gram, which usually gives him a slight 
price advantage over other jobbers who 
buy on a tank car basis. 

Herren-Watson Oil Co. started as 
the Herren Oil Co., a small Cities 
Service jobbership, in 1941. From then 
until 1948, Herren had two different 
suppliers and about 125,000 gal. a 
month in commercial accounts. 

E. E. Watson acquired a 40% in- 
terest as a silent partner in 1948; 
Eastern States became the company’s 
supplier, and commercial business shot 
up—until the bottom dropped out and 
the retail idea took hold. i] 
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Socony’s McDaniel and Bellman: Big business executives take stock and decide... 


‘We Need More Small Capitalists’ 


Bg iecs DECISION may sound sur- 
prising from a major-company 
man, but George D. McDaniel seems 
to mean it. He’s the industry’s first 
top-level executive in charge of rela- 
tions with small capitalists; his title 
is assistant for dealer-distributor re- 
lations, reporting to Vern Bellman, 
director of domestic marketing, So- 
cony Mobil Oil Co. 

McDaniel describes his aims this 
way: “If I can only be the catalyst to 
our line organization to get them to 
realize dealer-distributor problems in 
daily contact, I'll have earned my 
salary. 

“And if my company can act as a 
catalyst to the industry I think we'll be 
rendering the industry a service.” 

Several marketers are keeping a 
weather eye on Socony’s new program, 
as McDaniel is well aware. Pure Oil 
Co., for example, is naming W. P. 
Marquam to a position like Mc- 
Daniel’s but probably one echelon 
lower. 


Aims: Income and Prestige 


Socony’s objectives are to raise the 
income and the prestige of its dealers 


and distributors. “We want to make 
them feel part of the industry and 
proud of it. You can’t do this unless 
they're economically secure,” Mc- 
Daniel says. 

Before you can solve the problems 
on the way to this goal, you have to 
know what they really are, Socony 
feels. Bellman says the new post was 
created “because with the load every- 
One carries, we're not sure every 
avenue to improved relations has been 
properly explored. Besides, in a large 
organization, size itself can lead to 
problems of communication. Top 
marketing management activities 
haven’t permitted as much direct con- 
tact with the dealer and distributor as 
we'd like.” 

McDaniel’s work will be to keep 
that contact fresh for top line man- 
agement. Socony hopes this new staff 
position will eliminate possible short 
circuits in the line of communication. 
McDaniel will work with line man- 
agement in the field and report directly 
to Bellman. The only other official 
who does is domestic marketing man- 
ager Glenn L. Werly. 


McDaniel should know how to 
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work with the line managers: he’s a 
veteran of 27 years in the field, most 
recently as manager of Socony’s east- 
ern region, which does about half the 
company’s business. The company has 
already heard from some dealers and 
jobbers who say it means a lot to have 
McDaniel in this staff job. 


Preserving Small Business 


McDaniel’s fundamental belief that 
“we need more and more small capital- 
ists in this business” seems to be 
backed by company policy. About 
25% of Socony’s gasoline volume and 
35% of its total product volume 
moves through distributors 

And McDaniel says Socony really 
wants to keep the jobbing segment in 
business. The whole industry, he says, 
must “find some method of handling 
the distributor that will preserve the 
continuity of business and at the same 
time preserve the small businessman.” 

He points out that Socony has long 
had a policy of finding a new jobber 
to replace one who’s selling out, in 
stead of going direct. In some cases, 
he says, the company will buy out a 
jobber if there’s no likely buyer—and 
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“We must find some way to preserve the 
small businessman,” says McDaniel. 


(Story begins on page 105) 
then sell the operation to a jobber as 
soon as it can find one to take over. 

McDaniel doesn’t think the usual 
complaints or dissatisfaction with a 
supplier are behind many sales of 
jobberships; “I never found an intelli- 
gent distributor who wanted to get out 
of the business,” he says. 

More important are the tax laws, he 
believes. A distributor who can’t pass 
his business on wants to sell and take 
advantage of the capital gains tax 
while he can still enjoy it. His supplier 
is often the only one who can afford 
to buy him out, and the supplier too 
often decides that going direct is the 
only way to secure volume 

Finding new methods to preserve 
the small businessman is one of Mc- 
Daniel’s main tasks. He points out that 
Socony came up with one such idea in 
1955—a booklet telling jobbers how to 
plan their estates so their businesses 
can continue. 


Self Help Comes First 


McDaniel insists that distributors 
must help preserve themselves, too. He 
emphasizes that “every segment of the 
industry must be able to justify itself 
economically and in terms of service 
to the public.” 

He underlines tasks the jobber 
must perform—like making himself 
more efficient. Supplier assistance may 
be necessary, and McDaniel says So- 
cony is more than ready to provide it 
—but assistance doesn’t mean the sup- 
plier can or should do it all. 

“Distributors have got to modernize 
their distribution setups,” McDaniel 
insists. Socony can provide capital and 
credit for it through leaseback or other 
financing arrangements, but McDaniel 
says there must still be some guaranty 
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against the jobber’s selling out from 
under the supplier who made his 
growth possible. 


Quest for Common Ground 


McDaniel is searching for as much 
common ground as possible between 
suppliers and jobbers. He says, “Dis- 
tributors are going to have the same 
problems we are having in dealer re- 
lations. It might be the starting point 
for an understanding; there’s a horizon 
we're both interested in.” 

Another meeting ground, McDaniel 
thinks, is Opposition to measures like 
S-11, the anti-good faith bill: “If that 
thing is passed the jobbers will be the 
first out.” One of Socony’s chief 
motives in establishing McDaniel’s job 
is to clarify its approach to legislation 
for jobbers and dealers—and to per- 
suade them that some legislation is un- 
necessary. 

Margin Doubts—Common ground 
on margins may be harder to find. Mc- 
Daniel has a committee studying mar- 
gins now, but he says, “I’m not going 
to jump in and change the margin” 
just because something seems attrac- 
tive at first. 

For example, he points out disad- 
vantages in the highly touted sliding- 
scale, percentage margin: it may pro- 
duce a high spread that can’t compete 
with the cost of operating direct— 
possibly leading to elimination of some 
jobbers, even in areas that have tradi- 
tionally been jobber-handled. 

(This could happen through an 
event like a crude or transportation 
price rise that doesn’t affect a distribu- 
tor’s costs but does cause a rise in 
the tank wagon price, thereby in- 
creasing the distributor margin under 
a Sliding scale arrangement.) 

Aid Programs—Jobber aids are on 
McDaniel’s agenda, too, and he’d like 
to get beyond the conventional ones. 
He hopes to see a distributor training 
program set up to match the com- 
pany’s extensive dealer training pro- 
gram; Socony conducted an experi- 
mental two-week course for distribu- 
tors at its Garden City, L. I.. training 
center, and McDaniel says, “We never 
had such praise as we did for that.” 


Dealers, Too 

McDaniel’s handling of dealer rela- 
tions will parallel his work in jobber 
relations. He has a reputation as an 
old hand with the idea that good pub- 
lic relations depend on good dealer re- 
lations; “you can’t just talk good pub- 
lic relations,” he says. 

“With a turnover of almost one- 
third, several thousand dealers a year 
not feeling too kind toward the indus- 


try, that’s the biggest problem,” Mc- 
Daniel believes. Economic security is 
the basic requirement again, and So- 
cony has been promoting ideas like 
long-term leases to help provide it. Mc- 
Daniel’s studies will include ways to 
expand the long-lease system and the 
company’s program of loans and credit 
backing. 

McDaniel believes it helps dealers 
to get rid of marginal, inefficient sta- 
tions, so a good dealer can have an up- 
graded outlet. While he was eastern 
region general manager, the number 
of Socony outlets there went down 
from a pre-war 18,000 to about 12,- 
500, including distributor operations. 
Elimination of marginal stations meant 
more business for today’s Socony 
dealers. 

What the Competition Thinks 

Other majors are staying abreast of 
new developments in dealer and job- 
ber relations, and some besides Pure 
may follow Socony’s lead in naming a 
high-level executive to handle them. 

But there are reservations. One top 
marketing official of another major is 
worried about the Socony idea because 
he doesn’t think a company head- 
quarters should be a “court of last re- 
sort” which might undermine the au- 
thority of the field men. He also 
questions the necessity of making deal- 
er-jobber relations a full-time staff 
job once a program is set up. 

Another marketing vice president 
says creation of a staff job like Mc- 
Daniel’s may tend to intrude between 
line management and its direct re- 
sponsibility for solving dealer and dis- 
tributor problems. 

Both these marketers agree, how- 
ever, that one of the most important 
headquarters jobs is orienting line man- 
agement to recognize the importance 
of “making damn sure dealers are 
fairly and squarely treated.” 

To that end, one is setting up deal- 
er councils and the other is establish- 
ing both jobber and dealer advisory 
groups. For similar reasons, Esso set 
up a reseller division to handle jobber 
relations last summer, and Sinclair has 
developed a comprehensive jobber aid 
program. There’s a large variety of 
new dealer relations programs (NPN 
—Oct. 56, p94). 

Socony believes dealer-distributor 
relations are helped more than hin- 
dered by the creation of its new 
staff position—and thinks it rates a 
full-time executive. McDaniel is sure 
of it: after a month and a half on the 
job he says, “The more I see of it and 
talk to people, the more I realize what 
a challenge this work of mine is going 
to be.” ® 
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How Can You Hike Grease Sales? 


Here’s one formula for combating the shrinking grease market: 
Develop “new concepts’ of marketing and new uses for grease; 
Expand present markets through industrial education programs 


“‘ REASE SUPPLIERS are being urged 

J to develop new outlets and uses 
for their products. 

A. S. Randak, manager of technical 
service for Sinclair Refining Co., 
warns that the number of grease fit- 
tings is dropping constantly. “What 
we nced is a new outlook—a new con- 
cept in grease marketing,” he says. 

Randak is asking the National 
Lubricating Grease Institute to set up 
a committee to promote new markets 
and new uses for grease. 

He also suggests that individual 
companies start training programs for 
their field men and industrial custom- 
ers. The goal is to make people more 
“grease conscious.” Three suppliers, 
he says, are already developing such 
programs. 


New Markets Needed 


“Instead of continually shedding 
tears over markets which are likely to 
be lost through continued progress in 
lesign and performance,” Randak 
says, “Ict’s give some thought to other 
existing or entirely new markets not 
yet exploited.” 

“In the automotive industry we have 
received a free ride. We haven't come 
out with any hard-hitting promotion 
and sales program to account for the 
continued increase in grease sales from 
which we all have benefited.” 

To Randak, developing a new con- 
cept means finding new uses for grease 
and then impressing customers with 
the «.dvantages of the new uses. It 
meais getting away from the idea 
that grease can only be a lubricant. 

He points to the increasing use of 
grease as an anti-oxidizing agent as an 
example. “Builders are using grease,” 
he says, “to coat steel re-enforcing rods 
in pre-stressed concrete.” 





Expand Existing Markets 


Randak argues that the grease in- 
dustry should look to expansion of 
markets outside the service station. 

“As grease improves in service life, 
designers are taking advantage of the 
longer wear factors,” Randak says. 
“They're looking for manufacturing 
economy by the development of sim- 
pler lubrication systems.” 


Educational Task—This is where 
the teaching job comes in, Randak 
says. The trend toward using grease 
in a variety of industrial processes 
should be cultivated. The best way to 
do that is to educate industry. 

In the past few years, says Randak, 
there has becn a boost in grease em- 
phasis. To some extent, grease has 
been publicized and glamorized. The 
consuming public is more aware of 
the unique properties of grease. 

Labor unions and insurance com- 
panies, he says, look favorably on 
grease as an_ industrial Jubricant. 
Grease reduces the hazards of over- 
head lubrication and lowers power 
demands of many machines. 


Market Trends 


Behind the call for market develop- 
ment is this cold fact, Randak points 
out: lube fittings are disappearing, not 
only in passenger cars, but in industrial 
applications as well. Since 1950, Ran- 
dak reports, the average number of 
grease fittings has dropped by 35%. 

Randak calls the big reductions in 
lube fittings in 1957 car models “sym- 
bolic” of a trend to eliminate field 
lubrication service through improve- 
ments in design. 

On the industry side, Randak says, 
“Emphasis is being placed by designers 
on developing self-lubricating or non- 
petroleum lubricant requiring mate- 
rials, such as Teflon and others of a 
synthetic nature.” 

Sales Still Up—Randak is quick to 
point out that grease sales are still 
rising. Due to an increase in vehicle 
population, service station grease con- 
sumption will probably continue to 
climb through 1960. But consumption 
per vehicle will drop (NPN—Jan. °56, 
p81). Each new car will use less grease 
than its predecessor. 

In industry, too, expansion of plants 
will raise consumption by 50% in 
1960. But without new markets, grease 
sales will not keep pace with general 
industrial development. There may 
come a point where sales level off. 

Some experts doubt that point will 
ever come. One lube sales manager 
point out that lube fittings dove in the 
30’s, rose again in the 40's. 
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“Reduction in lube fittings is a 
cyclical process,” he argues. “I think 
the number will climb again as syn- 
thetic materials are proved to require 
some lubrication.” 


What Can the Industry Do? 


Randak’s proposal to NLGI is for 
a committee to probe the possibilities 
of new and expanded markets. A start- 
ing point, he says, might be a recap of 
information already available from 
NLGI files to establish: 

e In what jobs grease can be pro- 
moted as a preferred lubricant; 

e What improvement in perform- 
ance over other lubricants can be at- 
tained; 

e What other important 
there are for grease users. 

Randak suggests the committee run 
a survey on grease sales data for the 
last five years. Such a survey would be 
conducted on a_ confidential basis. 
Only the collated data would be pub- 
lished, but it would be extremely use- 
ful in future planning, Randak thinks. 


benefits 


What Can Suppliers Do? 


Randak outlines a three-point pro- 
gram for manufacturers, based on 
Sinclair’s marketing experience: 

1. Constant research to improve 
grease quality. If performance can be 
improved under all conditions, a big 
part of the marketing battle will have 
been won. 

2. Encouragement of creative think- 
ing within marketing organizations. 
The whole staff should be utilized in 
the search for new uses. 

3. Establishment of a training pro- 
gram for ficld men and industrial cus- 
tomers. The purpose would be to 
spread recognition of the advantages 
of grease and its wide range of in- 
dustrial applications. 

A Profit-Maker — Most marketers 
agree with the need for expanded ef- 
forts. They say there’s a basic reason: 
grease sales pay off. 

Grease marketing requires a heavy 
investment in facilities and organiza- 
tion. But the return on the investment 
is good—good enough, say marketers, 
to justify the kind of action proposed 
by Randak. s 
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@ Eastern States Petroleum Co. an- 
nounced last month that it was offer- 
ing 100-octane gasoline in cargo lots, 
quoting 15.25¢ gal. This was the first 
open spot offering of this quality motor 
fuel in bulk markets. 


SIGNIFICANCE: If other independent 
refiners follow suit, private branders 
will have a better chance of keeping 
up with the majors’ super-premium 
gasolines. 


@ Oil Industry Information Commit- 
tee has changed its name to Oil In- 
formation Committee. Short-form ver 
sion will be OIC, instead of OTIC. 


SIGNIFICANCE: The new name is easier 
to handle and should be easier to re- 
member. 


@ New chapters in Oil-Heat Institute 
of America’s distribution division will 
be limited to specific geographic areas, 
if a proposed bylaw change is okayed 
later this month. 


SIGNIFICANCE: As OHI grows, it wants 
to localize at the grass roots in order 
to combat heating competition more 
effectively. 


@ Ohio Oil Co. is putting white “train- 
ing cars” on the roads in its territory to 
observe the highway techniques of its 
truck drivers, especially new ones. 
They’ll be driven by trainers qualified 
to give instruction to truck drivers 
The trainers will also help motorists 
in trouble. 


SIGNIFICANCE: Ohio Oil says it finds 
observers in cars superior to trainers 
accompanying drivers in the cabs. 


™@ Independent research bureau re- 
ports farm investment in machinery, 
including motor vehicles, has reached 
$17.7-billion. Bureau calls farming 
country’s biggest business in terms of 
truck tonnage and volume of goods 
shipped. 


SIGNIFICANCE: For oil men, this 
means swelling farm market for pe- 
troleum products, TBA, and services. 
Total farm outlay for goods and serv- 
ices is $22 billion per year. (For farm 
TBA analysis, see NPN, July ’56 p127.) 
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@ Commerce Secretary Sinclair Weeks 
says funds allotted to federal highway 
program in last half of 1956 were 
higher than for any previous full year 
in history. Weeks told Senate roads 
subcommittee program is “moving 
along very rapidly.” Contracts have 
been let for about 500 miles of con- 
struction at cost of $286 million 


SIGNIFICANCE: Encouraging start gives 
some hope that expected delays may 
be minimized. But oil men are adopt- 
ing “wait and see” attitude. 


@ American Petrofina has bought 
American Liberty Oil Co., Dallas, and 
will take control April 1. Petrofina 
gets a 16,000 b/d refinery, some pro- 
duction, and 400 retail outlets; it calls 
a rumored buying price of $30-to-$40- 
million “too high.” The Amlico brand 
name will be retained for now, like 
that of Panhandle Oil Corp., which 
Petrofina acquired last year. Petro- 
fina’s assets total about $90-million. 


SIGNIFICANCE: Petrofina’s awaited in- 
vasion of the U.S. seems to be starting 
in Texas. 


@ North Carolina Oil Jobbers Assn. 
suggests that state jobber groups may 
be successful in getting major suppliers 
to discuss marketing practices. Esso 
has offered to have its representatives 
confer with the association’s executive 
committee or board of directors, and 
NCOIJA hopes other majors will follow 
suit. 


SIGNIFICANCE: NCOJA hopes _ this 
type of major-state group discussion 
will make it unnecessary for the Na- 
tional Oil Jobbers Council to seek 
government intervention in supplier- 
jobber relations (see Editorial, page 
95). 


@ Product pipe lines (8 inches in 
diameter and up) gained 43% in mile- 
age in 1953-55 over the previous three- 
year period, the Bureau of Mines has 
reported. Crude lines (12 inches in 
diameter and over) gained 24%; at 
the end of 1955, pipe line ‘mileage 
totaled 188,540 mi. 


SIGNIFICANCE: Product movement is 
gaining in importance in the pipe line 
segment of oil transportation. 


@ Gulf Oil Corp. has a new dealer 
relations program to insure better 
two-way communications between 
dealers and management. At the heart 
of the program are division commit- 
tees that meet with dealers and dis- 
trict managers, and a home office com- 
mittee headed by vice president C. J. 
Guzzo. 


SIGNIFICANCE: Gulf, like several other 
majors (see page 105), hopes to tighten 
dealer relations by giving dealers a 
direct line to management, and vice 
versa. 


@ Recently released census figures for 
1954 show that 5.95% of U. S. service 
stations are operated by marketers 
(majors, jobbers or dealers) who 
operate more than one station. Yet 
these stations account for 12.63% of 
total dollar sales. 


SIGNIFICANCE: Marketers operating 
only one station are capturing less 
volume per station than their multi- 
unit competitors. 


@ American Trucking Assns.’ credit 
committee is exploring the possibility 
of establishing a trucking credit agency. 
It would offer longer term financing of 
trucks and trailers than has been avail- 
able to most firms. 


SIGNIFICANCE: Easier financing of 
trucking units should benefit oil job- 
bers as well as smaller common car- 
rier transporters. 


@ Connecticut Petroleum Assn., work- 
ing with state vocational guidance 
authorities, hopes to have its first oil- 
burner training school for apprentice 
mechanics running shortly in Water- 
bury. 


SIGNIFICANCE: This gives Connecticut 
oil heat men a manpower reservoir to 
draw from when they want men for 
their burner service departments. 





Time Loss at the Rack 


. » » can run into money. Read how a 
"do-it-yourself" jobber beat the prob- 
lem cheaply and easily, on page 111 
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No other operation in the world is exactly like yours 
That’s why you need a plan tailored to your specific 
wants. Whether you fly our banner, or your own, 
Ashland Oil & Refining Company is the independent 
supplier flexible enough to let you shape your own 
future. Besides supplying you with top quality 
premium and regular gasolines that are the 

highest octane ever, Ashland Oil offers you tested 
merchandising plans to help you become the 
dominant independent operator in your area. Call us 


now. Let’s talk over the future you w ant—for yourself 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL., 2616 E. Broadway — BUFFALO, N. Y., 800 Ellicott Square — CHICAGO, ILL., 6 N. Michigan Ave. — CINCINNATI, 
0., 1402 Federal Reserve Bank Bidg CLARKSVILLE, IND., 214 Center St. — CLEVELAND, 0. Standard Bldg. — DETROIT 
MICH., Dearborn P. 0. Box 6025 — EVANSVILLE, IND., 2500 Broadway — FINDLAY, 0. P. O. Box 21 FREEDOM, PA, — 
LOUISVILLE, KY., 1202 S. Third St NASHVILLE, TENN., 5 £. Main — PADUCAH, KY. — PITTSBURGH, PA., 711 Park Bidg 


The Independent Brand for Independents 
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To be sure _ODOM USES GORMAN-RUPP 


Four O3C-B centrifugal pumps that prime are always on the job 


for this South Carolina jobber 


A successful bulk terminal operation is the result of 
deliberate planning. Everything is keyed to fast turn- 
arounds. Delays due to faulty equipment cannot be 
tolerated. 


Says Mr. L. A. Odom, owner of this fine, new plant at 
Spartanburg, ‘“‘Pumps are crucial to a business like ours. 
We can afford only the best. And, to our knowledge, 
these Gorman-Rupp Pumps are exactly that. Our dual- 
purpose 03C-B’s unload trailers and also deliver to the 
loading rack. We are proud of this terminal’s outstand- 
ing efficiency.”’ 

Ask your Gorman-Rupp Distributor about the exclu- 
sive features of ‘‘O’’ Series Pumps. Safer—-no check 
valve means freedom from dangerous, high pressures 
from confined, heat-expanded liquids. More efficient— 
straight-in suction removes entrance restrictions, in- 
creases priming lift. 


305 Bowman Street 
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Installation details: Four O3C-B Gorman-Rupp Pumps with 5-hp explosion-proof 
motors; 3” lines, strainers and valves; air eliminators; 20,000-gal. storage 
tanks. Delivery to tanks, 225 gpm; to loading rack, 200 gpm. 


THE GORMAN-RUPP COMPANY 


Mansfield, Ohio 
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THE SECRET is in the double 
spills—two spouts or loading arms 
fed by a single pump through a 
single pipe— at a number of your 
loading spots. 

They can cut as much as two 
to five minutes from the time it takes to 
load a multi-dome oil truck or trans- 
port. Trucks that pass through your 
plant get back on the road quicker, 
congestion at the rack during peak 
periods eases up, and driver gripes 
about lost time and extra work end. 

Best of all, double spills can go 
in without a major redesign of the 
rack layout. Here’s all it takes: a 
tee connection, elbows, pipe and 
another loading arm assembly—an 
investment of about $200 per loading 
spot. And only those spots used by 
multi-domers need double spills. 


The Problems They Solve 
Double spills solved plenty of 
problems at Coastal Oil Co.’s 30- 
million gal. deepwater terminal at 
Port Newark, N. J. 
j Radial-type loading racks at this 
terminal were built in 1938, when 
trucks were smaller and narrower 
) than they are today. As a result, 
drives under the loading rack roof 
are narrow. 
And narrow drives force Coastal 








Two spouts (A), a tee connection (B) and one pipe (C) are Coastal Oil’s answer to truck jockeying at the loading rack 


to put limitations on the use of tele- 
scopic loading arms; they extend a 
little more than 5 ft., compared to a 
normal 6.5 ft. extension. The larger 
arms, even when collapsed, would 
extend beyond the center of the 
trucks. 

But the smaller arms couldn’t reach 
all of the compartments of a multi- 
dome transport unless the truck was 
moved. 

Coastal thinks moving the truck is 
a waste of valuable time. The driver 
has to get down from the catwalk, get 
into his cab, start the motor, move 
forward a few feet, get out of his 
cab to check his new position, return 
to the cab to shut off the motor, climb 
back on the catwalk and resume 
loading. 

“Sometimes,” a Coastal spokesman 
says, “it would take two or more 
moves before the driver would get 
into the right spot.” All that takes 
time, two minutes or more. 

Such a situation, Coastal realized, 
could become troublesome. Drivers 
don’t like to lose time and don’t like 
the extra work involved. And if 
enough of them from customer com- 
panies complained to their home 
offices about such delays, Coastal 
knew it could lose business. 

But Coastal acted before conditions 
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Bulk Plants and Terminals 





How to Cut Minutes Off Loading Time 


It's cheap and easy fo install “tee for two’ piping to provide 
twin spills at your loading rack. Multi-compartment rigs will 
whisk through your plant without extra moves under the fill 


became too critical. “We put in 
double spills to keep customer good 
will more than anything else,” says a 
Coastal official. 


Cheap and Easy 


Coastal prefers double spills to 
other ways of getting the same results 
because it was easier, less expensive. 

To widen the drives would have 
meant digging up the drives to move 
steel columns supporting the roof. The 
position of the racks would have been 
shifted, calling for more pipe. And to 
install a completely independent load- 
ing line without making other changes 
would have meant still more pipe, plus 
additional outlay for pumps, meters, 
remote-control] ticket printers. 

Even if separate loading arms were 
used, chances were that most of the 
drivers would only use One arm at a 
time because of the danger of spills in 
loading up two widely separated 
compartments at the same time. 

Now five of Coastal’s 12 loading 
spots at Port Newark have double 
spills. Two are on 4-in. Jines that 
feed product to transports and three 
are on 3-in. lines that are used by 
medium trucks. Loading speeds are the 
same as they were, but it is no longer 
necessary to jockey the big rigs back 
and forth to get into position ® 
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Advertising budgets will jump 5%-10% this year 
Local markets will be hit harder than ever before 


More color will start showing up in newspaper ads 


Marketers will look for new ways to measure advertising 


effectiveness and control co-op advertising 


This report can help you compare your advertising 
program with what others are doing 


Advertising will be bigger than ever in 
1957, and so will the problems adver- 
tisers have to face. 

The biggest headache for marketers 
is how to measure advertising effec- 
tivness. They want to know their ads 
are doing the job they should be doing. 

Another tough one: finding the right 
formula for tapping local markets. Oil 
men aren’t fully satisfied with present 
methods of co-op advertising. And 
they’re not sure that jobbers and deal- 
ers are using the right means to reach 
potential customers. 


What Should Advertising Do? 


There’s not much disagreement here. 
Advertising should move products. 
The question is: what’s the best way to 
do it? 

Most marketers agree that advertis- 
ing has five basic purposes: 


e Make contracts with potential 
customers 

e Arouse interest in a product or 
company 


e Create brand preference or 
loyalty 

e Keep customers sold 

e Create public good will and cor- 
porate understanding 

Advertising, in this definition, is a 
tool that prepares the way for sales- 
men to make specific proposals and 
close sales. This is true at all levels of 
selling—from industrial accounts to 
retail. 

Without advertising, manufacturers 
say, a company would immediateiy 
lose sales and would find salesmen 
spending far more time making initial 
contacts and “pre-selling” products 
and brands. 

Marketers say this means no single 
ad sells by itself. A well-balanced pro- 
gram is needed, including “hard” and 
“soft” sells; broad and specialized ap- 
peals; and the use of carefully selected 
media. 


When Is an Ad Effective? 


Every major company tries to evalu- 
ate the effectiveness of its ads. But 
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most admit they have no sure way to 
measure ad impact in dollars-and- 
cents terms. 

One major marketer says, “We 
have tried practically every suggested 
means and method for measuring ad- 
vertising effectiveness. Neither the ad 
department nor the company execu- 
tives are satisfied yet.” 

Sales statistics, if properly balanced 
against ad campaigns over a period of 
time, may give some indication of 
advertising success. Continental Oil 
Co. uses a method of measuring ad- 
vertising on the basis of volume and 
profit. 

Will o’ the Wisp—Even this method 
may have limitations. One adman says, 
“using over-all sales data is in most 
instances chasing a never-to-be-caught 
will 0’ the wisp.” He warns against 
this kind of test for all except mail- 
order firms or companies producing 
goods with a “high emotional content.” 

Humble Oil Co. measures advertis- 
ing effectiveness wtih depth and moti- 
vation surveys. They use recall and 
identification surveys for outdoor ad- 
vertisements and the Hooper rating for 
TV shows. 

Standard Oil Co. of California uses 
similar media surveys and also reader- 
ship studies of newspapers. The com- 
pany says these surveys are used to 
show strong and weak points in ad- 
vertising, and don’t reveal the cost of 
reaching consumers. Standards adds 
that “it’s hard to get a relationship 
between advertising and sales; no one 
rushes out to buy gasoline after seeing 
an advertisement.” 

Outside Help—Maijors generally 
hire professional consultants to run 


their checks. But even the professionals 
admit there are flaws in their methods. 

Smaller marketers have an even 
harder time evaluating ad effectiveness. 
They can’t afford the expense of a 
research staff. All they can do is check 
sales figures. 

Frontier Refining Co. uses this ap- 
proach. “Sometimes the effectiveness 
of a campaign is not apparent for per- 
haps a year after the campaign,” says 
an Official. “This is reflected in the 
steady advance of a particular product 
on which there has been advertising 
emphasis.” 

There is dissatisfaction among mar- 
keters with methods for measuring ad 
effectiveness. Oil men _ believe this 
means efforts will be renewed in 1957 
to find better ways to find out how 
hard advertising dollars work. 


Reaching the Local Market 

Diversified local advertising will 
continue to increase in 1957. It’s been 
going up for some time now 

One major company advertising 
manager explains it this way: “The 
industry began moving in that direc- 
tion after Shell set the pace with TCP 
in 1954. A lot of local spots were used 
and we’ve been doing the same ever 
since. We were forced to grade our 
markets in order of importance.” 

Other marketers say the trend is 
there, but it’s not the result of any one 
company’s move. They point out that 
most consumer advertisers are trying 
harder to hit local markets as busi- 
ness and residential patterns spread 
out from metropolitan areas. 

The Texas Co., for example, will 
put more emphasis on local advertis- 
ing this year. Among other companies 
planning to hit local markets hard— 
but not at the expense of national ads 
—are Socony Mobil Oil Co., Esso 
Standard Oil Co., Shell Oil Co., Co- 
noco, and Union Oil Co. of California. 


Co-op: Curse or Cure? 

Co-operative advertising is one of 
the chief ways to reach the local mar- 
ket, and a majority of companies use 
it. Suppliers split ad costs—usually in 
a 50-50 ratio—with distributors and 
sometimes dealers. In many cases, sup- 
pliers offer prepared newspaper mats 
or radio copy. 

There are plenty of advantages in 
this system. Local advertisers enjoy 
lower media rates than national ad- 
vertisers. Suppliers indirectly get depth 
penetration in an area at relatively low 
cost. Dealers or distributors who 
might not otherwise advertise get a 
chance to promote their businesses. 
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Merchandising 





Since the advertising is done only 
in local media, the company name gets 
a boost in the community, and local 
business gains prestige. 

Problems, Too—But marketers say 
there are just as many problems. Co-op 
advertising is open to the worst kinds 
of abuse. Suppliers may be billed for 
advertising that never appeared, 0: 
billed at higher rates than ads actually 
are worth. 

Co-op has pitfalls for local business 
men as well. Media salesmen some- 
times pressure them into accepting too 
much advertising, or the wrong kind 
of ads. They use the argument, “Why) 
worry? It’s not your money.” 

The system is hard to control from 
the top. It’s difficult to check bad 
copy, but it can do real damage to ad 
vertisers. Then too, while better deal 
ers seem willing to go along with co-op 
ads, the dealers who need it most are 
sometimes reluctant to use it 

Major marketers accept co-op. Bui 
they do so grudgingly, in many cases 
A few see no problems in it; some sa\ 
it’s on the upswing. Distributors usu 
ally like co-op, but some view 1! 
mostly as a form of indirect subsidy 
from suppliers. 

Shell Oil’s advertising manager, D 
C. Marschner, blames many of the 
co-op woes On media salesmen. “In 
almost every case of co-op abuse,” 
he says, “the medium has approached 
the dealer with a shady deal for double 
billing us.” 

One midwest marketer uses a 50-50 
co-op plan with dealers. The company 
tries to retain a tight control over copy 
to insure than only dealer services, not 
company products, are pushed in local 
ads. This company also says one of 
its principal problems is preventing 
some media salesmen from pressuring 
dealers. Another problem, it says, is 
finding the right kind of advertising 
for the dealer. 

Not All Use It—Large national 
marketers sometimes find it imprac- 
tical to use co-op ads with dealers. 
Socony is one, although the company 
does have a co-op plan for fuel oil 
distributors. Humble, a strong regional 
marketer, says it has no dealer co-op 
ads at all. Texaco, on the other hand, 
reports that some dealer co-op will be 
used this year. 

Conoco uses some jobber co-op. But 
the company is unenthusiastic, and 
says it does not encourage the system. 

They ask that all co-op copy be 
sent in advance to the company for 
approval. In cases where a jobber runs 
an ad and then requests payment, the 

(Continued on next page) 
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‘“. . . Our biggest problem is steering jobbers and dealers away from bad 


Pie . . * e . oe 
advertising. They sometimes go for fringe advertising and wrong media. 


(Story begins on page 112) 


ad is checked carefully. If it doesn’t 
meet Company specifications, no pay- 
ment is made. 

Sinclair Refining Co. uses a care- 
fully controlled 50-50 co-op program. 
Most copy comes from Sinclair, Other 
ads are subsidized only on prior ap- 
proval. The company thinks co-op 
useful, but sees no trend upward. 

Smaller marketers like Frontier and 
Leonard Refineries usually set aside 
about 10% of their ad budget for 
co-op use. Frontier thinks “there is a 
trend away from co-op advertising.” 

On the West Coast, some majors see 
an increasing trend toward co-op. 
Union Oil reports co-op is on the up- 
swing in all but metropolitan areas. 
Tidewater Oil Co. says the trend is 
to increase co-op budgets. The chief 
problem, according to Tidewater, is 
to gain a balance between how much 
the company thinks should be spent 
and how much the distributor wants 
to spend. 


Ads for Small Business 

“Our biggest problem is steering 
jobbers and dealers away from bad 
advertising,” says one Midwest sup- 
plier. “They sometimes go for fringe 
advertising and the wrong media. That 
does them no good at all.” 

Most marketers agree this is a real 
problem. Tidewater and Union both 
believe that most service station busi- 
ness comes from consumers within a 
mile of the station. For dealers to go 
too far beyond this area is a waste, 
they say. Similarly, they believe dis- 
tributors should try for depth pene- 
tration of their own marketing areas. 

Few majors will indicate how much 
they think a distributor or dealer 
should spend on advertising. It varies, 
they say, with markets, competition 
and management. One major says 0.1¢ 
per gal. is an average figure for job- 
bers. 

Jobber View—Jobbers themselves 
report that expenses vary with the job 
to be done. Port Oil Co. of Charles- 
ton, S.C., an 18-county distributor, 
spends $3,000 a year on public rela- 
tions alone. The company’s advertising 
investment is much higher. C. K. 
Smith & Co., a Massachusetts jobber, 
reckons advertising outlay at 10% of 
gross sales, but jobbers say that’s un- 
usually high. 

Distributors and dealers stick pretty 
much to local newspapers, radio and 
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direct mail. Television is usually too 
expensive for the average smail busi- 
nessman. Magazine circulation is usu- 
ally too broad and other forms of 
advertising can be complicated. 

For the small businessman, of 
course, the best newspaper is the one 
that comes closest to his marketing 
area. In metropolitan locations, very 
little distributor advertising goes into 
major papers. The local papers cover 
the marketing area better. 

Some jobbers use billboards in a 
limited area to get sales messages 
across. Dealers also find them useful 
as point-of-sale advertising. 


How Much Do They Spend? 


Total advertising budgets of major 
companies are among the most closely 
guarded secrets. In others, figures in- 
clude widely varying items from sta- 
tion signs to letterhead printing. 

Esso spends between $10-million 
and $12-million a year. Another major 
says its 1957 budget will be about 
$4.5-million. Texaco, one of the big 
investors in petroleum advertising, 
spent more than $8-million in 1955 on 
measured media* alone, and probably 
far exceeded that in 1956. 

Costs More—Almost all companies 
say their 1957 ad budgets will run 
slightly higher than last year. Rate in- 
creases are one reason; introduction 
of new products another. Oil promo- 
tions were generally up in 1956 be- 
cause of third grade and improved 
premium gasolines. 

A figure often quoted to show the 
extent of advertising programs is the 
ratio of expenditures in measured 
media to total sales. Industry-wide, 
petroleum’s ratio is quite low—0.27% 
as compared to 4.49% for soaps, 
4.41% for tobacco, and 5.08% for 
liquor. It ranges from a high of 0.64% 
spent by Union Oil and Sun Oil Co. 
to 0.02% spent by Ashland Oil & Re- 
fining Co. 

But even these figures are not really 
meaningful. Marketers point out that 
advertising is only one part of the total 
marketing investment. Many manu- 
facturers don’t own a chain of retail 
outlets as do oil companies. The money 
invested by oil companies in distribu- 
tion facilities more than matches the 


* Measured media covers only those 
reporting advertising income and giv- 
ing breakdown by advertisers. Does 
not include direct mail and other media 
controlled by advertisers themselves. 


increased advertising investments of 
other important industries. 

The biggest share of oil’s ad dollar 
goes to newspapers and TV, which are 
locked in a dogfight for first place. 
National marketers lean _ slightly 
toward network TV, regional mar- 
keters toward newspapers. 

Big Switch—Union Oil will be a 
heavy user of newspaper ads this year. 
Previously, 30% of its advertising 
budget went to outdoor ads, making 
Union one of the leaders in that field. 
Union has now eliminated outdoor 
(page 117), and is diverting nearly 
90% of its billboard budget to news- 
papers. 

Other media heavily used by petro- 
leum advertisers include consumcr 
magazines, business publications, 
radio, travel aids and direct mail. 
Aside from Union’s move away from 
outdoor, no major changes in budget 
or media are foreseen in 1957. 

One media trend may eventually 
cost petroleum advertisers more 
money. That is increased use of run- 
of-paper color in newspapers. Adver- 
tising managers say it brings better 
results, and report expanding use of 
color. 


What Ads Are Best? 


Most oil men draw a fairly sharp 
line between so-called “hard sell” prod- 
uct ads and public service and insti- 
tutional (public relations) advertising. 
Companies spend anywhere from 10% 
to 30% of their budgets on the latter. 

Shell Oil’s safety campaign is a good 
example of public service advertising. 
Esso’s travel aid program is another. 
This type of advertising sells indirectly 
by creating good will for the company 
name. 

An example of institutional adver- 
tising, on the other hand, is Union 
Oil’s “personality” series. The last cate- 
gory of soft sell is industry advertising 
—Oil Progress Week, for example. 
Marketers say this usually takes from 
0.5% to 1% of the total ad budget. 

Copy consistency seems to be one 
key to successful national advertising. 
Most companies choose one theme for 
an ad campaign and then stick with it 
in all media. 

The idea behind this is to present 
a constant image to the public. As 
Frank O. Prior, president of Standard 
Oil Co. (Indiana) puts it, “we are only 
now beginning to appreciate that the 
heart of a company’s operation is its 
ability to communicate.” * 
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MARFAK 


“Brings me lots 
of extra business” 


Texaco Marfak represents the top in chassis lubricant 
quality. No other chassis lubricant matches it in 
performance, and no other chassis lubricant has been 
so heavily advertised and promoted. 


More than 
650 million pounds 


No other chassis lubricant does so good a job at 
of Marfak pulling in customers and bringing them back. You 
know what that means. It leads to more sales 

of oil changes, tires, batteries and other items... 
for Texaco Dealers in all 48 states. 


have been sold. 


THE TEXAS COMPANY 


A busy dear, 
8? Konze, 7EXACO DEALERS 106 a4 
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FRR OPER 


HERE’S AN UNUSUAL LOOK AT COST CUTTING 





Each Rockwell-Nordstrom Multiport valve 
in the photo above is doing the job of three or- 
dinary valves. This means that 12 ordinary 
valves are replaced by just 4 Multiports at a 
substantial saving in the cost of valves, flanges, 
piping and fittings. And their simple, easy 
operation—just a quarter-turn—assures 
further savings in terms of foolproof flow 
control. Wasteful production errors are elim- 
inated. Multiport valves cost less to use, too 
. . . the pressurized lubricant that forms a 
positive, leakproof seal also acts as preven- 
tive maintenance against high repair costs. 

Rockwell-Nordstrom Multiport and 
Straightway valves are the world’s most 
complete and versatile line of lubricated plug 
valves. They cost no more to buy, often less 


ROCKWELL-Nordstrom VALVES 


LUBRICANT SEALED FOR POSITIVE SHUT-OFF 
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than ordinary valves and they’ll save you 
money everywhere you use them. 


Here are just a few of literally hundreds of port and stop 
arrangements possible with Multiport valves. 


For more information see your supplier or 
write Rockwell Manufacturing Company, 
Pittsburgh 8, Pa. Canadian Valve Licensee: 
Peacock Brothers Limited. 

























Union Oil says: 
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Merchandising 





Outdoor Advertisers say: 


1. Billboards make roads safer 


Public resentment is growing 2. They’re at peak acceptance 


Ve 
2. 
3. There are too many 
4. 


Freeways will ban them anyway 


HE FIRES touched off by Union 

Oil Co. of California’s decision to 
drop outdoor advertising are still smol- 
dering. 

Despite the heat, both parties in the 
brawl are healthy. Union will use other 
media for its ‘advertising. Outdoor 
admen still predict a record year for 
billboards in 1957. 

Union poured a whopping $1-mil- 
lion into outdoor ads last year. The 
year before, it was $769,000 and two 
years ago, $696,000. Thirty per cent 
of Union’s total ad budget went to 
billboards, a big slice by outdoor stand- 
ards. Now, newspapers will get most 
of that—from 80% to 90%, accord- 
ing to Union. 

Outdoor admen grimace when Un- 
ion is mentioned. “It isn’t just the loss 
of major advertising outlay,” says one 
source, “but also the psychological 
effect of a major company withdraw- 
ing its endorsement of the medium.” 

Despite the loss, outdoor expects 
to fare better than ever in 1957. Three 
West Coast companies—Signal Oil 
Co., Standard Oil Co. of California 
and Richfield Oil Co.—will increase 
their billboard outlay. In the East, 
Amoco and at least one other major 
will spend more. 





Mr. Taylor’s Bombshell 

The hubbub started with a Union 
board decision to drop outdoor ads, 
effective last September. 

Union’s advertising director, C. 
Haines Finnell first said, “the decision 
was due, in part, to the company’s 
belief that increased freeway travel 
will put many motorists out of reach 
of outdoor advertising.” 

Finnell later played down the free- 
way argument, gave NPN another 
reason. “It seems to be getting harder 
and harder,” he said, “to look at any 
one ad, though it is almost impossible 
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3. Number and locations are regulated 


How Valuable Are Billboards? 


to establish proof of this sort of thing.” 

But then board chairman Reese H. 
Taylor wrote Union employes that 
‘two factors were of primary impor- 
tance .. . First was the traffic hazard 
... Second was the apparent and grow- 
ing resentment to obscuring our 
natural beauties with this type of 
advertising.” 

Real Puzzler—What made Union 
decide to blast the outdoor industry? 
[hat’s a question marketers are ask- 
ing—but they’re not coming up with 
easy answers. 

James A. Delaney, advertising 
manager for Sinclair Refining Co., 
says, “there must be more in Union 
Oil’s cancellation of its outdoor pro- 
gram than meets the eye.” 

Another oil man says, “there are 
political reasons behind Union Oil’s 
pulling out of outdoor.” 

Marketers guess that if any political 
reason was involved, it was the hassle 
over Proposition Four—a proposal on 
the California ballot for unitization of 
some oil fields. 

Union was against the proposition 
(which was defeated in the last elec- 
tion). The other six California majors 
were for it. In the heat of battle, the 
opposition introduced some billboard 
posters which were turned down by 
outdoor agencies. Shortly after, the 
Taylor letter was released. 

No Connection—Union’s Finnell 
says, “the rejection of billboards had 
nothing to do with the fact that the 
outdoor advertising people insisted on 
the removal of the phrase “oil mon- 
opoly” from = anti-Proposition Four 
signs. Our billboard advertising was 
actually cancelled in July (before the 
Proposition Four matter came up), ef- 
fective in September. This was no hap- 
hazard decision.” 

Outdoor people agree that the de- 
cision was reached some time ago 


Effectiveness has heen proved 


They say they regret the “unfortunate” 
timing and wording of Taylor’s letter. 

Karl L. Ghaster Jr., general man- 
ager of the Outdoor Advertising As- 
sociation of America, says, “While 
every advertiser is entitled to a change 
in advertising policy, we do not under- 
stand why Mr. Taylor’s statement was 
issued so far after the fact.” 


The Case for Outdoor 


Admen say that instead of causing 
accidenis, billboards prevent them by 
relieving driving monotony. They 
point to studies made by the Driving 
Laboratory at lowa State College and 
statements released by insurance com- 
panies in their defense. 

They also deny popular resentment. 
The code of the OAAA, they say, calls 
for placing of billboards to “recognize 
the public interest in natural scenic 
beauty.” 

“Outdoor has reached the highest 
point of public acceptance in its his- 
tory,” says William F. Flower, vice- 
president of Outdoor Advertising Inc. 
“Groups that used to condemn us are 
using us now.” 

L. H. Odell of Foster & Kleiser, 
former Union billboard agency, says 
Union’s freeway fears are unfounded 
He argues that Union has no stations 
on freeways anyway, and that only 
3% of the city’s cars are on freeways 
at any one time. 

Outdoor agencies also point out that 
ilthough billboard advertising has 
doubled since 1946, careful placing 
and industry regulation insures maxi 
mum readership. 

Union replies that so far its move 
has met with “favorable public re- 
sponse.” It hopes that sales figures will 
bear out the first reaction. In case they 
don’t, observers say outdoor admen 
will keep an “open door” policy for 
the runaway company # 
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NEW ECONOMY SIZE 
DU PONT NO°7" POLISH 


QUART CANS 


"] 
FREE 


WITH ANY 3 CASES 
OF N2 “7” POLISH 


(PTS., QTS. OR GALS.) 


OR NEW CAR WAX 


(8 OZ. OR 1% LBS.) 
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Tf New car 
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This limited-time offer introduces a revolutionary 
new sales idea in polish packaging. Du Pont No. “‘7” 
Polish in the new economy size brings you bigger 
unit sales, more profit with each sale. 

You'll see big, colorful ads in LIFE and THE 
SATURDAY EVENING POST, telling the new 
story on Du Pont No. “7” Polish. You'll feel the 
consumer demand from a combined circulation of 
over 10 million . . . with over 71 million reader im- 


pressions. Stock up now on Du Pont No. “‘7’”’ Polish ee or 








for extra profits! BETTER THINGS FOR BETTER LIVING .. . THROUGH CHEMISTRY 
DU PONT NC"7 PRODUCTS 
From Chemical Research ... for Easier Car Care 
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How About Your Own Stamps? 


Here's why Frontier launched its custom “Platinum Stamp” plan: 


@ Cheaper to run than national plans 
@ May boost gallonage up to 15% 


| geen REFINING Co. of Denver 
is launching its own trading stamp 
plan. Advertising hit the Rocky Moun- 
tain region late last month. 

The program is called “The Plati- 
num Stamp Plan” after Frontier’s pre- 
mium gasoline. Its object: to take 
advantage of the rising tide of pre- 
mium fever. Platinum gasoline and 
other Frontier products will get a 
free ride in advertising and point of 
sale promotions. 

Once the program gets rolling, 
Frontier looks for a 15% increase in 
gallonage at stations using the plan. 
And since the plan is cheaper to oper- 
ate than national systems, Frontier 
hopes to keep the added profit. 

Frontier jobbers like the idea. Thir- 
ty jobber stations tested the plan for 
two months; the company says re- 
sponse was “terrific.” Now distributors 
are backing the plan in one of the 
first saturation areas. 


Behind the Move 


Why did Frontier decide to go to 
a company-operated stamp plan? The 
company believes “stamps are here 
to stay.” Dale Wright, public relations 
and advertising director, says, “Wo- 
men demand them and ask their hus- 
bands to buy where they can get them. 
Stamps are the rage.” 

Another clue lies in the red hot 
competition in Frontier’s marketing 
area. 

The Rocky Mountain region suffers 
from chronic price anemia. Many 
dealers give cash discounts at the 
pump island, and some marketers 
blame this practice for recurring price 
wars. Many dealers who don’t give 
discounts have found their gallonage 
dropping steadily. 

Marketers have been searching for 
gimmicks to get around low prices and 
beef up sagging gallonage. Dealers 
have used both merchandising promo- 
tions and trading stamps. 

Competitive Spark—About a year 
ago, Frontier began thinking of trad- 
ing stamps to bolster its competitive 
position. By that time, most Frontier 
dealers in the Denver area were using 
premium plans of one kind or another. 


“In searching for solutions, we con- 
sidered a stamp plan,” says Wright. 
“We were impressed with the success 
of the Oklahoma Company in Chi- 
cago.” (The Oklahoma group, an inde- 
pendent chain of 77 stations, was 
recently acquired by Standard Oil Co. 
(New Jersey) [NPN—Oct. ’56, p117]). 

“They appeared to be _ having 
marked success with their own stamp 
plan, even though some of their prices 
were higher than competitors.” 

“That prompted us to investigate 
the stamp plan further. We called in 
representatives of every stamp plan 
available. We studied them all thor- 
oughly. We put in consideraDle re- 
search, asking our zone men to sound 
out sentiment on stamps.” 

Their Own Decision—After looking 
at national plans, Frontier decided on 
its own system. Marketers with stamp 
experience say the company is saving 
a big chunk of money on administra- 
tive expenses and salaries. Frontier is 
using its own personnel to run the 
Platinum Stamp Co., a subsidiary. 

Nationally advertised plans cost 
dealers about $15 for a pad of 5,000 
stamps. Regional plans cost from $3 
to $5 less. Frontier sells its stamps to 
dealers at $9.95 for 5,000. 

Wright points out that for an aver- 
age station using six pads a month, 
the Platinum plan means an annual 
saving of $360. He expects many 
Frontier stations now using other 
plans to switch. , 

“It will be a slow process,” he says, 
“but we feel that eventually these 
stations will switch to the Platinum 
plan since it ties in closely with the 
advertising of Platinum gasoline.” 


How Does It Work? 


Mechanically, the plan is like any 
national system. One stamp is given 
with each 10¢ worth of products pur- 
chased. Controlled stations give stamps 
only on gasoline and oil, but some 
dealers also include TBA sales and 
lube jobs. 

Where They Are—The initial stamp 
push is in two areas. In southeastern 
Wyoming and northwestern Nebraska, 
Frontier has eight controlled stations 
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@ Can be extended to other stores 
@ Improves product identification 


for its base of operations. In Utah, 
jobbers are backing the plan. From 
these two areas, the plan will be ex- 
panded as it catches on. 

Frontier thinks it might eventually 
introduce the plan at groceries and 
other retail outlets. “We've already 
had some inquiries along this line,” 
Wright says. “It would be an ideal 
situation since it would make the 
program more powerful and there 
would be faster redemptions.” 


Promoting the Plan 


Wright says only that Frontier has 
budgeted “a substantial amount” for 
plugging the plan. “We’re sure the 
plan won’t be worth a nickel, unless 
promoted vigorously,” he says. 

TV to Carry Load—tThe neaviest 
promotion will be on television. Spot 
announcements will run on women’s 
programs and late movies. Some net- 
work shows will be used for 10-to-20- 
second identification announcements. 
In areas that TV doesn’t reach, radio 
will be used. 

TV ads will tie in with spreads in 
metropolitan newspapers in each area 
invaded by the stamps. 

At service stations, the company 
is supplying 30 x 36-inch double-faced 
baked enamel signs reading: Get Plat- 
inum Stamps Here. Window decals and 
other materials are on the way. 


First Reactions 

So far public response has been en- 
couraging to Frontier. Wright says 
the company didn’t push the program 
late last year “since we wanted to wait 
until after the first of the year for the 
big effort.” 

Dealers who have had Platinum 
stamps for a few months say they 
definitely help business. 

Harry Konishi, owner of a Frontier 
station in Platteville, Colo., says: 
“We've had them for about three 
weeks and we’re real pleased. Our gal- 
lonage this week is up about 15%.” 

That figure is just what Frontier 
predicted. Other Rocky Mountain 
marketers will be watching in the 
coming months to see if Frontier can 
hold the gain. * 
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Heres the most beautiful 


YOUR DEALER’S 


the extra-bonus oil filter promotion 


ps7 PUROLATO™ 


that’s loaded with extra Spring-volume profits! 


Here’s the Purolator sales deal your 
dealers won’t want to miss! 


Dealer buys—30 Purolator refills—fast movers 
he always uses—at regular prices. 


Dealer gets—a complete 16 pc. set of beautiful 
Salem Dinnerware for only $1.95. Sold at better 
stores everywhere for many times more. 


Dinnerware and refills all in one package. 





And to help tell motorists . . . to help sell motorists 
.. . Purolator backs you and your dealers with a 
Spring Filter Check campaign that means bigger 
oil and filter business than ever before! 


Order your Purolator Bonanza packages now. 
Show your dealers the set of beautiful dinnerware 
they get... practically free . . . and remind him of 
the big chunk of profit that comes with every 
Purolator filter sale! 





Here is your 

1957 Purolator Bonanza 
of platinum-banded 

dinnerware for four 
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NORMA MOORE, co-starring in 
“FEAR STRIKES OUT,“ 
Filmed in VistaVision 








Fatty -Ferhect/ .+. makes family mealtime 


gay, too,” says Miss Norma Moore 


‘*A lovely table makes for a successful party. That’s why I love 
to serve on my own set of this beautiful Salem dinnerware.” 


| What a team to clean up with! 


LATOR 


“Purolator” Reg. U. S. Pat. Off. 


OIL AND AIR FILTERS 


PUROLATOR PRODUCTS INC., RAHWAY, N. J.; TORONTO, ONTARIO, CANADA 








Meet Electric Heat: The Newest 


®@ Utility companies are set to put a high-voltage push 
behind all-electric living. More and more are joining in 


® The utilities plan to expand output for heating alone 
more than eighteen-fold by 1970. That means they'll bid 


hard against you for new-construction business 


® High cost still works against electric heat. But its backers 
count on a hard-hitting, exciting sales pitch to overcome this 


® Here's the rundown on electric heat: Its plan of attack, and 
how to tell what's coming so you can set up your 
defenses to meet the threat . . 


“We’re buddy-buddy now with oil men. 
But in three to five years, we'll be in 
their hair—not natural gas.” 

Chances are the utility executive 
who said that knows what he’s talk- 
ing about, because the electric heating 
industry—manufacturers of heating 
and cooling equipment, and electric 
utility companies—see a rosy future 
ahead. 

“Electric heat,” says another utility 
official, “will supplant to a great ex- 
tent all other fuels in house heating.” 


Here’s the Growth Outlook 


To the estimated 300,000 all-elec- 
tric homes and 18,000 commercial- 
industrial plants using electric heat 
now, another 20,000 all-electric homes 
and 2,500 industrial installations will 
be added this year. 

Electrical World, a McGraw-Hill 
publication, says that 4.2-billion kwhr 
were used last year in all forms of 
electric heat—from resistance heating 
units to central heat pumps. On a 
Btu basis, this equals 103.1-million 
gal. of No. 2 oil. And that figure is 
more than the annual consumption of 
No. 2 oil—based on Oil Heating Mar- 
ket Report surveys—in Fall River, 
Mass.; Fort Wayne, Ind.; and Grand 
Rapids, Mich., which have more than 
73,000 domestic oil burners. 

Furthermore, the industry says: 

e By 1960, there will be 1-million 
all-electric homes. Related to Census 
Bureau’s new-home construction fore- 
casts, this will be about 40% of the 
new-home market. In that year 11.9- 
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billion kwhr will be sold for electric 
heat. In Btus, this equals 292.1-million 
gal. of No. 2 oil, the amount con- 
sumed in the markets already listed 
plus Binghamton, N. Y.; Reading, Pa.; 
Toledo, Ohio; and Indianapolis, Ind. 

e Ten years from now, electric heat 
will be in 3-million homes, again equal 
to about 40% of the estimated new 
homes. 

e And in 1970, electric heat will 
consume 77.6-billion kwhr, equal to 
the heat value of 1.9-billion gal. of 
No. 2 oil, more than New York City’s 
present annual consumption. 

All this, one equipment maker told 
an electric heat conference in New 
York last month, is what h¢e considers 
his secondary market. 

His primary market covers the 500,- 
000-1,500,000 new-living-area_ units 
added to existing homes each year. 
These are enclosed porches, attics 
turned into rooms, recreation rooms 
in basements. They don’t turn up in 
building statistics because they’re fre- 
quently built by do-it-yourselfers who 
don’t brag about their work. If they 
talked, they would pay more in taxes. 

Electric heat of the resistance type 
has a good market here because cen- 
tral heating plants in these homes, 
electric heat people say, are not big 
enough to heat these additional rooms. 
Homeowners aren’t going to rip out 
their heating plants to put in larger 
units, say utility men. Instead they'll 

By CORNELIUS BRODERSEN 
Staff Writer 


rely on electric heat for their needs. 

Electric heat pluggers admit the 
conversion market will be tough to 
crack. But it’s not being overlooked. 
The market here covers resistance 
heating for auxiliary heat—to warm 
up hard-to-heat rooms caused by un- 
dersized or poorly installed heating 
units that use conventional fuels—and 
for supplemental heating—getting heat 
to rooms that have been built onto 
houses—where present plants aren't 
large enough. 

One type of resistance heating may 
find good reception in present homes 
where ducts supply air conditioning 
to the rooms. That is the unit that can 
be installed in these ducts. Such in- 
stallation is easier than other resist- 
ance types because no walls have to 
be ripped apart to get the units in. 


Here’s the Sales Pitch 


Electric heat has consumer material 
on hand: a 15-minute cartoon-type film 
strip in color to show at group meet- 
ings and six one-minute film strips for 
spot television announcements. And 
the film sound tracks can be recorded 
for radio use. 

The films make these points: 

e “Flameless Living”—With electric 
heat, you have no fire, there’s no 
combustion, no need for a combustion 
chamber. With nothing burning, 
there’s no soot. And since some forms 
of electric heat have no moving parts 
—particularly resistance heating units 
—there’s nothing that wears out and 
needs replacement. It adds up to prac- 
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Threat to Your Business 


1956 1960 





Electric heat industry sees eighteen-fold growth by 1970 


tically maintenance-free heat. About 
the only units that need any service 
are heat pumps, and that simply means 
cleaning the air filter. Clogged filters 
cut down a heat pump’s efficiency. 

The oil industry is beginning to 
recognize that it must give better bur- 
ner service to homeowners if it is to 
remain a factor in the home-heat 
market (page 129). The goal is to 
make service a once-a-year matter. 

e “All Heat”—Electric heat men 
say electricity comes as close to 100% 
efficiency as it is possible to get. Re- 
sistance-type space heaters lose less 
than 1% heat in the wiring. No heat 
is wasted getting a heating plant up 
to proper operating temperatures, nor 
are there any stack temperature losses 
to overcome. And no soot builds up 
with use to act as insulation in the 
unit. 

e “Hospital Clean”—All fuels now 
claim cleanliness as a selling point. 
But remember that electric heat burns 
nothing, so there’s no residue at all. 

e “Noiseless”—Resistance space 
heating is silent. Heat pumps make 
a slight hum. So do most oil burners. 
But both conventional fuels admit 
that pulsation—a kind of vibration— 
is a problem in many domestic heat- 
ing plants. And that’s why both oil 
and gas heating are spending $18,000 
a year with Battelle Institute to find 
out what causes pulsation and how 
it can be licked. That research has 
been in progress for two years. 

e “QOdorless”—Oil men recognize 
the danger of sloppy practices at the 


fill pipe. They have been warned that 
they must improve delivery practices 
to avoid even drips. 

e “Cheap to Install”—Oil men can 
fight back on this claim. Actually it 
depends on the type of electric heat 
used. If it’s resistance heating, the 
over-all cost can be a little cheaper 
than a comparable oil-heat job, even 
if the house has to be insulated. And 
electric heat standards call for insula- 
tion of at least 6 in. in the ceiling, 
4 in. in the walls and 2 in. under the 
floor, plus storm windows. A central 
heat pump—it heats and cools—costs 
25% more than a conventional heat- 
ing system and a separate central air 
conditioning installation. But the big 
appeal is that it is all in one package. 

Electric heat will also play up the 
fact that houses using it don’t need 
chimneys, saving at least $300 in 
construction costs, and that electric 
heat units will not take up house room. 
Resistance units are installed in the 
walls and heat pumps can be put out- 
side the house. 

Electric heat will cost real money 
to install in cool weather areas if the 
central heat pump is used. Electric 
heat people admit that in the northern 
part of the country central heat pumps 
need auxiliary heat. And most such 
installations today rely on resistance 
space-heat units. They add that there 
is no area in which some form of 
electric heat can’t do the right home- 
heating job. 

But the room heat pump—a new 
product—can be used in a wider cool- 


February, 1957 * NATIONAL PETROLEUM NEWS 





area belt without auxiliary resistance 
heating. 

Answering Back—Oil men have the 
answers to other claims to be made 
by electric heat, because oil has the 
same features: 

(1) it’s automatic, (2) it’s safe, (3) 
its always available. 

They also can make a strong case 
on cost. But electric heat doesn’t have 
to compete with other fuels on a 
dollars and cents base, say electric 
heat advocates. 

Americans, they say, are willing to 
pay the cost if it means better living. 
And electricity in all its many uses 
including heat—is the key to that bet- 
ter living, they say. 

Regardless of the fuel being used 
now, electric heat men add, home- 
owners have “nothing more than a 
bonfire—the type cavemen used—only 
they have put it in a steel boiler or 
furnace.” Electric heat, they point out, 
is something new, something different; 
it’s revolutionary. 

“It’s more expensive than oil or 
gas but it’s worth it,” says one electric 
utility man. 

Another makes this point: electricity 
rates over the years have been fairly 
constant, but the cost of other fuels 
has increased, bringing them more in 
line with electric rates. Although elec- 
tric companies may boost rates in the 
years ahead as fuel costs continue to 
go up, that hike will not be in the same 
ratio as the fuel cost. 

“People will be willing to change 
to electric heat if it is better, if they 
can ‘live better electrically’,” says 
another utility man. 

And they will rely on the past. “The 
history of heating is full of examples 
of new ways to heat that cost more. 
Every improvement—from the open 
fireplace to the pot-belly stove to vari- 
ous ways of central heating—has cost 
more. But they went over because 
they were better ways of heating and 
living,” adds another. 

But electric heat promotors are not 
going to rely solely on electric heat’s 
attractiveness to put it over. New and 
improved heating equipment will cost 
less in the years ahead. And better 
generating facilities will point the way 
to a cheaper product through lower 
or special rates for electric heat users. 


Where Else Will It Strike? 
Electric heat won’t confine itself 
to the house market; it will hit the 
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Utilities tell construction men: “‘In a few years 


the non-all-electric home will be as obsolete as 


non-centrally-heated homes are today” 


(Story begins on page 122) 


commercial-industrial market, too. 

Here it will talk up the points it 
makes for house heating, plus a few 
others. Lower first cost and lower 
operating costs will be the big points 
when electric heat goes after “limited 
occupancy places”—schools, churches 
theatres, motels, industrial plants 
and even apartments 

Electric heat will say it’s a fuel that 
needs no boiler room, no trenches for 
pipe to carry the fuel into the boile: 
room, no pipe or ducts to carry the 
heat out of the boiler room, no chim 
ney or stack, no high-priced stationary 
engineer; that with electricity there’s 
no boiler feed-water problem, no 
boiler-tube cleaning and_ repairing 
work, no maintenance on_ heating 
equipment. 

And depending on the size of the 
building, all these add up to econo- 
mies: money in the bank or money 
that can be used elsewhere in the 
building for greater productivity. 

Here’s an example: Electric heat 
may say that on a typical 30-class- 
room school, electric heat can save 
$100,000 in first-cost installation and 
another $100,000 in financing charges 
over the length of a bond issue, plus 
the savings coming from a mainte- 
nance-free system. And the larger the 
school, the bigger the saving. 

In going after industrial plants, elec 
tric heat will team up with air condi- 
tioning. Electric men say surveys show 
that factory air conditioning will be 
a bigger market soon because employ- 
ers are beginning to wake up to the 
fact that employes want comfort in 
the summer as well as in the winter 
And summer comfort usually means 
air conditioning 

Storeowners, electric utility men 
add, have already found out that with 
air conditioning they can do a good 
business in the summer. And with 
more people exposed to air condition- 
ing where they work and where they 
spend their money, they will begin 
to get interested in air conditioning in 
their homes, where they spend most 
of their time 


How to Spot an Invasion 


Oil men will have plenty of warning 
before an electric utility in their area 
swings over to push electric heat. 

Summer Peak Load—When utilities 
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find they are selling more electric 
power in the summer than in the win- 
ter because of air conditioning they 
will begin to look for a winter load 
to balance their systems. That winter 
load could well be electric heat. 

But the change won’t come over- 
night. Top management of electric 
companies have to be sold on the idea 
of electric heat 

[he trend to summer peaks, how- 
ever, is increasing. In 1950, only five 
states had summer peaks. By 1955, 
there were 11: Alabama, Arizona, 
Arkansas, California, Georgia, Idaho, 
Kansas, Louisiana, Maryland, Okla- 
homa and Texas (Idaho’s load was due 
to irrigation, not air conditioning). 

By 1965, 30 states will have sum- 
mer peaks. Those that won't have 
summer peaks by then include all of 
New England, Tennessee, Nevada 
Utah, Oregon, Washington, North 
Dakota, South Dakota, Minnesota, 
Florida, Montana, Wyoming and 
Michigan 

But don't get the idea that electric 
heat won’t be sold in states without 
summer peaks. The bulk of the coun- 
try’s all-electric homes are in Tennes- 
see, a utility in Nevada has 60% of 
its customers using electric heat, most 
of the country’s heat pumps are in 
Florida, and both Washington and 
Oregon have many electric heat users. 

And not all utilities will wait for 
a summer peak to build up. A Virginia 
utility got into electric heat last year 
“in view of the trend to a summer 
peak.” 

Company Education—Once electric 
heat has been sold to top management, 
watch the utility launch a company- 
wide year-long education program. 
Many utilities say such programs are 
necessary to overcome what was either 
a do-nothing or negative attitude on 
electric heat. 

Such programs reach all employes— 
salesmen, office workers, lineman, tele- 
phone operators, station operators, 
meter readers, truck drivers. They will 
be encouraged to talk up electric heat 
at every opportunity—club meetings, 
social groups, at the customer’s home 
—and some of them may be given 
special deals to have electric heat put 
into their homes. With actual first- 
hand experience, they will become 
electric heat missionaries. 

Company Promotion—The next 


step will be to equip the company’s 
own buildings and offices with electric 
heat. In many cases, utilities have 
already put in a central heat pump, 
the unit that cools and heats. 

A series of open-house days will 
follow to let the public see how elec- 
tric heat works and how it feels. Book- 
lets about electric heat’s advantages 
will be handed to each visitor. All 
other media will be used to tell the 
electric heat story. 

There will also be films for the 
company’s guests to see. And even 
after the open-house party is over, 
each utility has a “captive” audience 
in its regular utility customers who 
will be bombarded with electric heat 
material in envelope stuffers that go 
out with monthly bills. 

Tapping Buying Influences—Utili- 
ties are not going to overlook the 
“buying influences’—architects, con- 
struction engineers, bankers, realtors, 
contractors, builders, building inspec- 
tors and Federal Housing Administra- 
tion—in their campaign to put electric 
heat over. Already they are putting 
up model all-electric homes to show 
these influences that people are in- 
terested in electric heat and that elec- 
tric heat should be a must in every 
new home they plan, lend money for, 
or build. The pitch here is this: “In 
a few years the non-all-electric home 
will be as obsolete as non-centrally- 
heated homes are today.” 

Architects, however, may give utili- 
ties trouble. Too many of them, utili- 
ties say, are “traditionalists”; they 
“resist change”, feel they are putting 
their “professional reputations on the 
line” if they go for something too 
new, too radical. 

Education, utilities say, will over- 
come part of this resistance. But they 
are pinning their hopes on young 
architects “who want to make a name 
for themselves”. 

Upgrading Dealers—A good part of 
the electric heat education program 
will focus on the appliance dealer, on 
getting him interested in the new fuel 
by showing him that it means a chance 
to sell—and earn—more. They also 
want him to make the installations. 

Installations will be policed rigidly. 
Utilities already have experiences of 
poor jobs in badly insulated homes 
adding up to customer complaints, dis- 
satisfaction, high bills. 

Policing will take one of two forms. 
The utilities will design layouts calcu- 
late heat losses and heat gains, and 
then see that the job is installed prop- 
erly. Or it will let the dealer do all 
the figuring, but subject it to a final 
check by the utility before any work 
can start. * 
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N REMOTE PUMP MOTOR IS OPERATING... 360° VisiBitiry | 
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PEDESTALS 


for remote pumping 
systems 


Bowser'’s top-mounted, full-circle light illu- 
minates when a combination switch energizes 
the remote pump-motor which serves the 
pedestal. These pedestals are available in 
single-hose and Siamese models. 





FREE-FLOW TWO-STAGE CONTROL VALVE 
WITH BOWSER XACTO METER 


Increased efficiency speeds 
service. Bowser's “free-flow” 
Control Valve assures per- 
manent linkage adjustment. 
Double poppet has less pres- 
sure resistance for easy 
opening, serves as check and 
thermal relief valve. 
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S FREE-FLOW ANGLE-TYPE STRAINER WITH 
- CENTER SUCTION CONNECTOR 
Minimum pressure drop re- 
S. sults with Bowser's new “‘free- 
1- flow” angle strainer and 
d Dresser flexible coupling. 
- Strainer screen easily removed 
for cleaning. 
1 
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HERE'S THE TAG 
THAT SAYS “ MORE SALES 
AND MORE PROFITS 
FOR DEALERS ” 





- SS NEW PLASTIC RIBS GIVE 
GREAT MECHANICAL STRENGTH 

New plastic discovery assures batteries of ; ! . 
faster starting power .. . and faster sales 


The “stuck with Henderson” cartoons advertising U. S. Sentinel 
Battery Separators, appearing regularly in The Saturday 
Evening Post, depict Henderson as somewhat of an oaf who 
always has car trouble because he forgets to look for the 
Sentinel Tag when he: buys batteries. 

It’s all a hoax, of course. Henderson is 
actually one of Sentinel’s strongest boosters. 
Those cartoons are his way of saying that 
the best batteries made today are equipped 
with the new plastic discovery — 

U. S. Sentinel Battery Separators. 
When you stock batteries for the coming 
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Pp, “Cas 
season be sure to look for the Sentinel ne age = iL... 
Tag. Thousands of folks seeking the best = ig 
in batteries, will insist on Sentinel-equipped 
batteries—and you can’t afford to lose * 
them as,customers. So do yourself and 
your customers a favor, and profit 
with U. S. Sentinel Battery Separators. 
United States Rubber, Rockefeller Dining ¢ t 
Center, New York 20, N. Y. "ors Rube, 


‘US United States Rubber 
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An empty bottle... 


clue to deposit-free heating and diesel fuels 


In Du Pont Fuel Oil Additive No. 2 
(FOA-2) you'll find not only an effec- 
tive stabilizer and sludge dispersant, 
but an additive that’s ashless. 

The above picture shows the 
amount of ash left after burning four 
different additives. The bottle on the 
left contains the almost invisible 
amount of ash that would remain after 
burning 1,000 gallons of fuel oil con- 
taining Du Pont FOA-2—at a con- 
centration of 20 pounds per 1,000 
barrels. The other bottles contain the 
ash left from burning a cost-equiva- 
lent concentration of fuel-oil additives 


having metallic components. 


Why use an ashless additive? 


In the operation of oil burners or 


diesel engines, ash deposits can ob- 
viously interfere with proper func- 
tioning. For example, stack-control 
failures—brought about by metallic 
ash deposits on a helical coil—can 
lead to needless and unprofitable serv- 
ice calls. 

Examination of many diesel loco- 
motive exhaust-stack accumulations 
shows them to be composed largely of 
metallic ash ... up to 98.7 wt.%. This 
creates a sparking hazard. However, 
when FOA-2 is used to prevent in- 
jector sticking and filter plugging in 
economy diesel fuels, the additive does 
not contribute to this hazard. 

Write to any of our offices listed at 
right for further details about this 
versatile ashless additive. 


SALES OFFICES 
Chicago 3, 8 So. Michigan Ave RAndolph 6-8630 
Cleveland 15, 25 Prospect Ave SUperior 1-1363 
Houston 2, 705 Bank of Commerce Bidg., CApitol 5-1151 


Los Angeles 17, 612 So. Flower St MAdison 5-169 
New York 20, 

1270 Ave. of the Americas COlumbus 5-2342 
Philadelphia 2, 3 Penn Center Plaza LOcust 8.3531 
Pittsburgh 22, 1 Gateway Center ATiantic 1-2933 
San Francisco 4, 111 Sutter St EXbrook 2.623 
Seattle 3, 4003 Aurora Ave MElrose 6 
Tulsa 1, 1811 So. Baltimore Ave LUther 5-5578 


In Canada—Du Pont Company of Canada (1956) Limited 
Petroleum Chemicals, 85 Eglinton Ave. East, Toront 
12, Ontario HUdson 1-6461 
In Other Countries Petroleum Chemicals Division, Ex 
port Sales, 7496 Nemours Bidg., Wilmington 98, De 
OLympia 4-5121, Ext. 2962 


"£6.u 5. Pat OFF. 
Better Things for Better Living 
. « « through Chemistry 


Petroleum Chemicals 


E. 1. DUPONT DENEMOURS & CO. (INC.) e Petroleum Chemicals Division « Wilmington 98, Delaware 
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Why permanentlRiiiehed couplings ? 





Four good answers spell better service... bigger profits! 


—— gpm ECONOMY F geovaena | grecerape WITH 
ATTACHED WITH PERMANENTLY- ATTACHMENT FULL-FLOW 
COUPLINGS COST LESS. ATTACHED COUPLINGS. ASSURES A MORE PERFECT DIAMETER INSIDE. Scovill 
And because modern hose Hidden expenses — FIT. Permanently-attached permanently-attached coup- 
is so good... lasts so long time, paper work, packing, couplings are machine- lings are made from solid 
...re-attachable couplings shipping, etc.—involved in fitted by experts. You get brass forgings and seamless 
need replacement at about reconditioning of re-attach- a permanently fitted drawn copper tubing to form 


the same time hose does. able couplings eliminated. coupling every time. a strong leak-proof assembly. 


For gasoline-pump hose... permanently-attached hose couplings by SCOVI L L 


6) complete Spec ifications on 
gasoline-pump hose coupling 

vrite to Scovill Manufacturing Co. 
Merchandising Division, 

S81 Mill St., Waterbury 20, Conn: 
Ask for Bulletin No. 570-H. 


NATIONAL PETROLEUM NEWS °« February, 1957 











Fuel Oil 


Goal: One Service Call a Year 


@ Experts say cutting service calls to one a year, including 


burner checkup, would strengthen oil heat's weakest link 


@ It's a possibility in five years — but only if industry-wide 


cooperation starts right now 


@ It means continued improvements in oil, in burners, and in 


upgrading the burner mechanic's know-how 


OIL-HEAT INSTITUTE of America 
has a big new objective: once-a-year 
service for heating oil accounts. 

When that’s a reality, thinks the 
OHL’s technical division, oil heat will 
get the big boost it needs to reach out 
for new and expanding markets in the 
years ahead. And it can be a reality 
in five years, the division believes—- 
given greater cooperation on the part 
of the whole industry. 


Why the Industry Needs It 

Oil heating industry experts say 
once-a-year service would have five 
powerful effects: 

e Improve the weakest part of the 
over-all oil heat operation 

e Put oil on a par with gas in 
fuel preference 

e Keep the homeowner content 
with oil when he builds a new house 
or replaces existing equipment 

e Eliminate heavy service charges 

e Turn many red-ink burner serv- 
ice departments into blue-chip deals, 
using fewer—but better trained— 
burner mechanics whom distributors 
could pay more and keep in the in 
dustry. 


Sparkplug Marketing division 
members of American Petroleum In- 
stitute got the first word on OHI tech- 
nical division’s plans from R. A 
Hunter, Gulf Oil Corp.’s general man- 
ager of retail and jobber sales. 

“Burner service,” Hunter told them, 
“is the focal point of most industry 


ills and customer complaints. .. . It 
abounds in bungle and bunko of its 
own ... and it is the scapegoat for the 


faults of others—oil and equipment. 
“There isn’t much doubt that it is 

on the point of burner service that gas 

heat rates its biggest appeal to oil-heat 

users.” 

Here’s the Way to Do It 
That’s why OHI’s technical division 

“is counting on the continued efforts 
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of the majors in upgrading product 
quality,” Hunter adds. A_ better oil 
will eliminate one cause of burner 
service calls. 

That’s also why OHI wants the co- 
operative research and development 
work between major oil companies 
and burner manufacturers to go for- 
ward, Hunter continues. A_ better 
burner would eliminate another cause 
for burner service. 

OHI wants to flood the field with 
clear, correct” instructions so that 
mechanics will know how to install, 
adjust and service any type of burner. 
Better trained men will be able to 
make repairs quicker and do the job 
the first time, cutting down on call- 
backs and additional service charges. 
It will boost oil heat’s acceptance 
where it counts most—with the home- 
owner. 


What’s Being Done Now 

Major suppliers, Hunter says, are 
spending millions for upgrading distil- 
late quality alone. Gulf and others are 
going the hydrogenation route. Some 
use “other assured ways to come up 
with a superlative fuel.” 

And the majors aren’t spending this 
money “with expectations that the dis- 
tillate market will dwindle or even 
remain static.” 

For a Better Product—‘The in- 
dustry is always making a better gaso- 
line. We want heating oil on a par 
with gasoline quality,” says Bob Gil- 
martin, OHI’s technical division chair- 
man. 

New refining methods, he says, will 
knock down the sulfur content of ol 
as well as the carbon residue. Both, 
Gilmartin adds, are “factors in product 
quality.” 

“If you have oil separating into 
thick and thin,” says David Bottrill, 
division secretary, “you're not getting 
even combustion.” And poor combus- 
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tion leads to carbon deposits and a 
waste of oil. 

OHI wants a stability factor in 
cluded in Commercial Standard 
CS12-48. Its technical committee has 
asked D-2 Committee, American So- 
ciety for Testing Materials, to come 
up with a standard method of testing 
oil’s stability and to set the limiting 
factors. 

For Better Handling—Gilmartin 
adds a new dimension in the fight fo: 
once-a-year service. That’s better han 
dling of distillate at every point. 

“In some cases, we still have to cope 
with various handling situations—dirty 
storage tanks, scale in pipe lines, wate: 
getting into the home tank through 
the fill pipe and condensation. Oi! 
takes a beating every time it’s han 
dled,” he contends. 

Better handling will be one of th 
topics at the division’s first symposium 
in April (either in Chicago or Milwau 
kee). 

For Better Burners—Major sup 
plers, says Hunter, know the problems 
facing burner makers. And they feel 
that with their well-equipped labs and 
skilled technicians, they “should be 
able to make a great contribution to 
the industry.” 

What can be done to burners? “Pe: 
haps,” Hunter says, “present equip- 
ment can be improved, its cost reduced 
through simplification of engineering 
and design. Simplification can mean 
not only reduced price, but also re 
duced trouble potential, increased stu: 
diness, easier assembly and reduced 
inventories 

“The possibility of coming up with 
a small adapter or simple mechanical 
device to boost the performance of 
existing burners is not even to be dis- 
counted.” 

The majors, Hunter says, are asking 


(Continued on next page) 
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(Continued from page 129) 
burner makers to turn over their “tech- 
nical and practical knowledge” to the 
labs. “That background information 
can be vital to our cooperative suc- 
cess.” 

For Better Research—OHI’s techni- 
cal division says more majors are open- 
ing lab doors to exchange ideas with 
burner makers. 

Among the leaders are _ Esso, 
through Esso Research & Engineering 
Co., which has made a study of com- 








FOR FLEETS, FARMS, DOCKS, CONSTRUCTION JOBS, ETC. 
Gasboy alone offers a complete selection of job-designed 
electric gasoline-diesel dispensing pumps for the ever increas- 
cial market. 





ing and profitable c -¢ 


For installations large or small...tanks above or underground 
- +. Space limited or unusual... for any budget... there's a 
Gasboy Electric engineered and priced to fit the need exactly. 
Let us show you how you'll be time, money, and satisfaction 
ahead when you use'all three’ styles of Gasboys for your 
gasoline and diesel accounts. Twenty models to choose from. 


GASBOY Ctnhiner 


Model 100. . . beautiful streamlined 
full length cabinet style . . . the 


industry’s most popular pump. Underwriters’ approved. 


! oe Qupey 


2) Series 200 cabinet style 
12” square midget 





this 


“Compact” . 
performs like a giant. All Gasboy Electrics 
deliver a fast 14 GPM. 





GASBOY S; Mh pine 


Series 900 offers the maximum in 
. Rugged 
. weatherproof . . . dependable. 


© 


all-around economy . 


and electric pumps. 








SOO 


Wire or write today for new Gasboy 
catalog showing complete line of hand 


bustion chamber design and _ firing 
rates (NPN—Aug ’56, p125), Shell, 
Socony Mobil, Sinclair, Texas, Gulf, 
Atlantic, Sun, Standard of Indiana. 
Others, says the division, are “planning 
to get into it more.” 

“What we're trying to do here,” Gil- 
martin explains, “is to parallel the co- 
operation between oil companies and 
automobile manufacturers.” 


For Better Know-How—Of _ the 
three steps leading to once-a-year 


service, getting the proper information 
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REPRESENTATIVES IN PRINCIPAL CITIES 


WILLIAM M. WILSON’S SONS, INC. 


LANSDALE, 
MANUFACTURERS OF GASBOYS. KEROBOYS. OILBOYS AND ROTABOYS 





130 


PA. 








to men in the field will probably be the 
first. accomplished. 

Gilmartin says that majors are will- 
ing to help the burner people with this 
distribution job. And the OHI techni- 
cal division, Gilmartin feels, “is the 
medium through which such informa- 
tion can get to the field.” 

OHI distribution division’s film 
strips covering such items as burner 
nozzles and burner controls, are a 
step in the right direction, Gilmartin 
says. 

And it may also lead to OHI’s tech- 
nical division coming up with film 
strips on some technical aspects of fuel 
oil, Gilmartin adds, to “overcome and 
clear up some public misconceptions 
about fuel oil,” with burner mechanics 
doing the job. 


What to Do in the Interim 

Hunter lists three things oil men can 
do while waiting for once-a-year serv- 
ice: 

e Eliminate the annoyance of triv- 
ial spills. Delivery service must be im- 
pioved. “Too many of us are re- 
signed to consider 95% or 96% as 
the highest attainable grade for the 
course, when only 99.99% at the very 
least should be passing,” he contends. 
Delivery personnel, he adds, regard a 
spill as “inconsequential” if it involves 
only a few drops of oil. Small spills 
should not be compared with larger 
spills but with gas heat, “whose user 
is never bothered by the slightest fuel 
odor in his basement or from the out- 
side, or by an oil spot on his lawn or 
driveway.” 

These small items, Hunter says, 
loom large in an oil-user’s mind when 
he’s building a new home or thinking 
of replacing his present heating equip- 
ment. “He compares his oil experience 
with the picture of perfection .. . pro- 
claimed by gas, and the infrequent 
annoyances he accepted as inevitable 
and inseparable from oil heat now 
loom unendurable, inexcusable; and 
he goes to gas.” 

e Price service calls at a reasonable 
value of the service performed. Hunter 
says it’s not good business to include 
in the charge “the errors and shortcom- 
ings of servicemen.” 

e Forestall obsolescence and dete- 
rioration by well-timed piecemeal re- 
placements and repair. Any time a cus- 
tomer’s heating plant gets to the point 
that calls for major repair or replace- 
ment, Hunter says, it’s a crucial time 
for thinking about switching fuels. He 
suggests this work be priced “with 
your mind on the object of keeping 
the customer on your list of satisfied 
heating oil accounts.” a 


NATIONAL PETROLEUM NEWS ° February, 1957 





' 


eee US 





Now in a bright new gold package 
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ATLANTIC PREMIUM — the famous Motor Oil that fights 
engine knock — is now on sale at Atlantic dealer stations 
in a bright new gold package. 

Combining all of the motor oil features that a car needs, 
Atlantic Premium is a multi-viscosity, heavy-duty, high- 
detergency oil with high film strength. 

Millions of miles of driving prove that this high-quality 
oil gives easier starting — protects against rust and corrosion 
—keeps engines clean—keeps down oil consumption —in- 
creases gasoline mileage — reduces engine wear — preserves 
that “new car pep.” REPOST VIM, cP oe 
’ In its attractive new package, Atlantic Premium Motor high-quality products and 
Oil is helping Atlantic Dealers “keep cars on the go.” top-notch service at reasonable price 
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| by consiatel clean, dry fuel oil 


AABERG USES WARNER LEWIS SEPARATORS 


FOR ...... efficient water separation 
solids filtration down to 5 microns 
assured quality product 


RESULT .... INCREASED BUSINESS 


Warner Lewis Company Offers Two Separator Designs 


@ Excel-So Separator-Filter contains bulk fil- © Fram Liquid Separator-Filter. Most efficient 
tration media designed for long life -—— 
efficient water removal — excellent 
solids filtration all free water — filters to 5 microns 





equipment ever! Removes essentially 


_WaRnerR _ 


SES WRITE FOR DETAILS 


Company | | 
BOX 3096 TULSA, OKLAHOMA DIVISION OF FRAM CORPORATION 
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The West 


Jobber Turns Consignee and Likes It 


Changing suppliers gave 
him 10 new stations—and 
he still owns seven more 


“| DOUBLED my gallonage and I 
only had to hire one more man 
That’s the way Francis Patrick O Reil 
ly sums up his switch trom Rio 
Grande jobber to Tidewater Oil Co 
consignee in Santa Barbara, Cal 

The new arrangement puts 17 sta 
tions under Tidewater’s colors in the 
coast community. Ten were Tidewater 
direct 
former Rio Grande stations owned by 
O'Reilly. Rio Grande ts 
brand of Richfield Oil Corp. O'Reilly 
left Richfield after a 2S8-vear associa 


tion, six in the company sales depart 


marketing outlets: seven are 


secondary 


ment and 22 years as Rio Grande dis 
tributor in Santa Barbara 

As a Tidewater consignee O Reilly 
handles about 350,000 gal. a month 
150,000 gal. of this is his former Rio 
Grande gallonage, the remainder Tide 
water’s distribution in the area when 
he took over. 

Just Moved Over—All O'Reilly had 
to do to make the switch, once ar 
rangements were worked out, was 
move himself and his staff into Tide 
water’s bulk plant, purchase a 1,250 
gal. tank-and-package truck from 
lidewater, and hire another driver 
His staff was one driver plus his office 
manager, Miss Agnes Leiter 

Disposal of his former plant was 
O'Reilly had 
rented his bulk facilities since he first 


no problem because 
went into business. He’s renting the 
lidewater plant, too 
Two-thirds of the old 
gallonage was brought in by clipper 


lidewater 


delivery (large transport drops) direct 
from the company's terminals. Though 
the bulk plant has only three tanks 
totaling 51,000 gal. capacity, O'Reilly 
says he has no immediate plans to in 
crease clipper deliveries 

His present equipment includes 
2.400-gal. and a 1,500-gal. semi-trail 
er, and two combination tank and 
packaged product trucks. The latter 
two, equipped with pumps, are used 
to service commercial and agricultural 
accounts which totalled about half of 
O’Reilly’s Rio Grande business. About 
10% of the original Tidewater busi 
ness is commercial accounts, and about 
1% agricultural 

O'Reilly says he may find it neces 
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New setup pleases Consignee O'Reilly 


sary to put more stations on clippel 
delivery some time in the future, but 
expects to buy his own transport to 
do it. Company clipper delivery means 
only a small override for the consignee 
instead of his full commission on gaso 
line 

Expansion to Come—Other 
tor the future include two new stations 
in the Santa Barbara area, to be built 
And O'Reilly expects to 


plans 


by Tidewater 
20 Out soon for the gascline and diesel 
fuel business on the nearby ranches 
Tidewater recently signed a contract 
with the State Farm Bureau which 
makes Bureau members eligible for 
special price on fuels and lubricants 
as Co-operative buyers 

In the area around Santa Barbara, 
however, O'Reilly will meet the com 
petition of Seaside Oil Co., a Tide 
water subsidiary which has been pat 
ticularly successful in landing agricul 
tural accounts; it’s headquartered just 

few blocks from O'Reilly’s office 

IBA sales are also looking up fo 
O'Reilly. who has switched entirely to 
lidewater’s “Flying A” brand on a 
purchase and resale basis. He’s as 
sisted in TBA sales and inventory b 
\ R. (Bud) Sanders 
salesman, who works out of O'Reilly's 


merchandising 


office but is on the Tidewater payroll 
“Sanders sold me out of merchandise 
Savs O'Reilly. 


‘but I haven't told him to stop selling 


twice the last month, 


and Supervisor Kilgore 


vel O'Reilly normally carries about 


$7,000 worth of TBA inventory 

foo Good to Turn Down—Com- 
parisons between jobber and consignes 
Status are odious to O'Reilly, who ap 
parently feels he has no less freedom 
since he owns as many outlets now 
he did while a jobber 

Discussing the change. he 
Either deal taken by itself is fine, 
fine, but when you can put them 
together it's just too good to 
down 

Besides more than doubling his 
gallonage, O’Reil 
the burden of a gasoline inventory 
and tied up with a major that he thinks 
is likely to provide him with greater 


freed himself from 


possibilities for expansion and greater 
market acceptance 

What Tidewater got in the deal was 
in additional 150,000 gal. a month in 
one of Cahfornia’s cleanest markets 
ind the seasoned services of Pat 
O'Reilly 

Jim Kilgore 


visor and O’Reilly’s predecessor in the 


Tidewater area super 


company’s Santa Barbara marketing 
operation, puts it this way: “We were 
fortunate in getting a man who has 
been in the business and in the com 
munity for over 22 years. Pat can do 
more for us than we can do for our 
selves ts as simple as that.’ 

The man who can do more for 
idewater is a trim. energetic Irishmar 








Regions 


in his late 40s, with a big grin. He 
runs his business five and a half days 
a week and manages to keep up with 
almost every civic and service organ- 
ization in Santa Barbara. “I was just 
figuring out the other day,” he said 
recently, “I’ve been president of one 
organization or another for the past 16 
years.” 

No Troubles — O’Reilly’s biggest 
problem at the moment is what to do 
with two stations he has across the 
street from each other-—one a former 
Rio Grande outlet, one an original 
Tidewater station. If he has any other 
troubles, he doesn’t talk about them; 
he thinks Santa Barbara is the finest 
spot in the world to live, sell oil, and 
raise his three children. 

One of the things O’Reilly likes best 
about Santa Barbara is the gasoline 
market. Price signs are rarely if ever 
seen in the beach city. “I’ve never 
seen a higher type group of service sta- 
tion operators than we have here,” 
says O'Reilly. “Most of them are 
operating on a 6¢ or 7¢ margin after 
rent; they’re good businessmen, they 
run good stations and they hire good 
help. A lot of our operators have been 
in their stations 20 years or more. 


The Rockies 





They're respected businessmen in the 
community.” 


New Dealer Group 


Nine California service station as- 
sociations and the Washington state 
dealers group have formed a new trade 
association, Western States Gasoline 
Dealers Council, Inc. The council re- 
portedly has a membership of more 
than 3,000; Oregon dealers are ex- 
pected to affiliate later. 

Purposes of the newly formed coun- 
cil are “to promote better relations be- 
tween the dealers and their suppliers 
in the West Coast marketing area, and 
to foster and promote legislation in 
the interests of the dealers at the state 
and national level.’””’ Emphasis will be 
placed on “trying to get along with” 
big oil companies in efforts to end 
price discrimination practices which 
lead to price wars, according to Ralph 
Kerley of Bakersfield, one of the 
council’s three directors. 

William C. Dixon, former federal 
official in charge of West Coast anti- 
trust prosecutions, has been retained 
as counsel. Eugene Pittaluga of Los 
Angeles is president of the council. @ 


Using the Old (Coffee) Bean 


COFFEE PREMIUMS are keeping 
things perking for jobber Ben Arkin. 
Their success has prompted Arkin to 
extend indefinite- ’ 

ly the promotion 
at his 14 Frontier 
Refining Co. sta- 
tions in the Den- 
ver metropolitan 
area. 

Arkin _ started 
the program by 
purchasing coffee 
in wholesale lots 
and selling it to 
his dealers at cost By Frank Pitman 
—18¢ lb. The op- Rockies Editor 
erators offer it to all customers at 80¢ 
Ib.; the 2¢ spread reimburses them 
for handling costs. 

This was 26¢ under the local gro- 
cery retail price during the early weeks 
of the promotion. The coffee is avail- 
able in drip or regular grinds in the 
usual vacuum-packed cans. 

“We didn’t place any limit on the 
amount of coffee a customer could 
buy,” Arkin says. “We left it up to 
the dealer. But I pointed out to them 
that the idea of the coffee was to keep 
the customer coming back.” 


134 





On minimum purchases of $2 or $3 
worth of gasoline and oil, the custo- 
mer rarely asked for more than a 
pound of coffee, most dealers found. 
Arkin reports that if the customer 
spent a larger amount “he usually ask- 
ed for two or three pounds.” 

Arkin has tied in a unique charity 
program with the coffee promotion. 
He donates 5¢ to a charity for each 
pound of coffee purchased. 

Three religious leaders of different 
faiths serve as his charity committee; 
each month, they select a different 
charity to receive the nickel-a-pound 
donations. 

“The good will that’s been created 
is terrific,” Arkin says. “We’ve been 
getting a wonderful response. It’s 
making us new friends all over town.” 
The effect on gallonage is “not particu- 
larly noticeable because we got started 
in mid-winter,” he says, “but with the 
good will that we’re creating we’re 
bound to have an increase in volume.” 


On the Upswing? 


After 15 months of recurrent price 
cutting, Denver pump postings seem- 
ed to be stabilized in late December— 


NATIONAL 


only 1¢ below pre-price war levels. 
The rise—generally about 5¢ gal.— 
came a month after Petroleum Re- 
tailers Assn. of Colorado brought an 
unfair trade practices suit against 16 
suppliers, but there’s mixed opinion 
as to whether the suit brought on the 
market stabilization. 

Some industry experts say the return 
to “normal” levels was effected by the 
Middle East crisis. But James R. Coff- 
man, PRAC executive secretary, says 
he feels the suit had “a stabilizing 
effect,” and that the association hopes 
“we never have to file another suit.” 
PRAC withdrew the suit after the 
price rise. 

The association had sought an in- 
junction against what it called “below- 
cost sales” by 11 majors and five 
independent refiners. Its original com- 
plaint cited one company’s practices as 
an example of “below-cost” market- 
ing. PRAC said Conoco sets retail 
prices at 66 Denver stations; it alleged 
that cost per gal. at the company’s 
Denver refinery is 11.5¢, cost of de- 
livery to stations 0.75¢, and taxes 
9¢, bringing the cost of gasoline to 
21.25¢ gal. 

Then, PRAC claimed, the retailer’s 
overhead expense is at least 6.03¢ gal., 
making the total cost of gasoline 
27.28¢ gal.; but the association claim- 
ed that company stations were forc- 
ing sale of gasoline at 25.9¢ gal., a 
1.38¢ loss. 

Most observers described these fig- 
ures as “calculated guesses,” because 
of suppliers’ policies of not revealing 
specific operating costs. Before the 
suit was withdrawn, the defendants 
moved to dismiss it; Joseph G. 
Hodges, Indiana Standard attorney, 
said the defendants’ prices were “re- 
quired by the competitive nature of 
the market,” and his company would 
suffer “great and irreparable damage” 
if forced to raise prices immediately. 

Nonetheless, prices rose. But last 
month, some suppliers were pictured 
as wishing PRAC had not withdrawn 
its suit “so the issue could have been 
settled once and for all.” cd 





PHOTO CREDITS 


Page 103: Edward A. Bourdon, 
Houston 


105: Richard Dean, New 
York City 


150-1: Bert Brandt, Houston 





PETROLEUM NEWS °* February, 1957 








OY beri 


GREATER CAPACITY 


Wide spaced light weight oscillating tandem 
permits 1214% greater capacity than close 
spaced tandems in many formula states. 
Easier to obtain maximum L dimension in 
bridge formula states. Often eliminates 
need for dummy nose compartment. 


For 33 VE: % 


TIRE SAVINGS 


33%3% tire savings—Actual records of one 
major oil company have shown that the 29° 
turning radius on STANDARD STEEL spread 
tandem has resulted in a 334% tire saving. 
No drag on tandem in turns. Complete ab- 
sence of scuffing, during negotiation of aver- 
age 90° street corners and filling station 
access drives. Less susceptible to tire punc- 
tures. 


Beme eereey 


5660 Gallon Asphalt Tank, 

Fully Insulated, with 200 GPM 

Independent Pump and Engine 
Unit for Ohio Operation. 


OTHER PRODUCTS OF STANDARD STEEL: ASPHALT DIS 

TRIBUTORS BURNERS POWER 
AND TRACTION DRIVEN CONSTRUCTION BROOMS MAINTENANCE 
DISTRIBUTORS TAR KETTLES AGGREGATE SPREADERS STREET 
FLUSHERS PIPE LINE EQUIPMENT SUPPLY TANKS SHELV 
ING HARDWARE and ARGICULTURAL EQUIPMENT 


Standard Steel Works, Inc. 


For LON 


FASTER TURN AROUND 


Unique double conical shape with widest 
part of cone at center of tank results in 
liquid literally surging to center outlet. 20% 
faster ‘‘gravity off'’ proven by actual tests. 
(Large capacity pump and engine available 
as. optional equipment for pump off.) 





See 


STANDA 


North Kansas City, Mo. 
Englewood, N. J. * Spartanburg, S. Car. 
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Now! Super-efficiency with Economy 
ein 


e Shockless loading valve 


@ Remain in loading posi- 
tion automatically 


e Regain out-of-service 
position automatically, 
without shock 


e Feature highest quality 
fittings 


Also available in Type 
683 for direct mounting 
to overhead tanks or 
piping. Call or write for 
complete information on 
faucets, valves, loading 
assemblies, vents and 
fittings. 
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WHEATON 
BRASS WORKS 


i UNION, NEW JERSEY 
nN DISTRIBUTORS 
sy 
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Type 680 
LOADERS 


— THE MOST ECONOMICAL SPRING- 
BALANCED ASSEMBLY EVER OFFERED 
TO THE INDUSTRY. WHEATON Type 680 


series loaders operate at any desired angle of 
elevation from 10° above horizontal to verti- 
cal. They remain in the tank manhole dur- 
ing loading without being held down and 
elevate automatically from horizontal to 
out-of-service position without shock. 
All fittings are standard to assure long 
wear and ease of maintenance. Swing 
joint seals are replaceable without 
breaking threaded connections. 
Inlet sleeve of double swing joint 
can be furnished with male 
thread, female thread or 
flanged connection. The most 
flexible and economical 
loaders offered to the 
oil industry. 


Manufactured also by: 


EMPIRE BRASS 


EMCO BRASS MFG. CO., LTD., WESTWOOD INDUSTRIAL ESTATES, 
RAMSGATE ROAD, MARGATE, KENT, ENGLAND 


SOCIETE LUCEAT, PARIS, FRANCE 
LJUNGMANS, SWEDEN 


WORTHINGTO 


RIO DE JANIERO, BRAZIL, S. 


IN ALL 


PRINCIPAL 


MFG. CO., LTD., LONDON, ONTARIO, CANADA 


N S.A. IMAGHINAS), RUA SANTA LUZIA. 685. 
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The Midwest 





Rhubarb Over Truck Rates 


JUST WHEN GOOD WILL and 
fellowship should have been prevail- 
ing, Northwest Petroleum Assn. 
(jobbers in Min- 
nesota and the 
Dakotas) got into 
a hassle with for- 
hire petroleum 
transporters. It 
started shortly be- 
fore Christmas 
and won't be set- 
tled until an April 
public hearing at 
the earliest. 

Both sides’ ar- 
guments have 
merit; both sides are trying to stop dis- 
crimination and promote business 
morality as they see it. But the jobbers 
are suspicious of the truckers’ motives, 
and the truckers in turn think the 
jobbers are deliberately not looking 
at the facts of life. 

At issue is whether transporters 
can rightfully and morally ask for a 
delivery rate based on a minimum 
delivery of 6,800 gal. of gasoline 
and 5,800 gal. of fuel cil. 

Jobbers contend that the small 
distributor who can take only a 
5,000-gal. dump will be hurt by such 
“discriminatory” delivery costs. They 
point out that in a business like this 
where a fraction of a cent per gallon 
in Operating costs is often the decid- 
ing factor between success and fail- 
ure, transport rates are of special 
importance. 

The truckers know this and say 
that’s why they want transport rates 
figured “equitably” on a per-unit cost 
rather than a general (per-gallon) 
rate boost. Their position is simply 
that rates for smaller deliveries have 
been subsidized for some time by 
the customer who has gone to the 
expense of installing facilities for 
taking full transport loads. 

It costs virtually the same to send 
out a 7,000-gal. transport with only 
3,000 gal. in it as it does to send 
it out with a full load. It’s only fair 
then, the truckers say, that the 3,000- 
gal. drop pay for truck time on what 
they consider an equitable basis, Such 
rates have already been established 
in Illinois, Wisconsin and Indiana; in 
Illinois, for example, the rate is based 
on a 7,000-gal. minimum delivery. 

It might seem that the truckers and 
NWPA are arguing for the same 
thing, since neither wishes to flout the 
natural laws of economics while both 


By Frank Holman 





are trying to avoid hurting jobbers. 
But the association doesn’t want any 
jobber to be put out of business, while 
the truckers insist that no jobber 
should be hurt by unfair delivery costs 
that subsidize others. 

Unfortunately, an almost certain 
effect of the dispute is the public’s 
getting another view of the industry’s 
soiled linen. Unnecessary arousal of 
suspicions might have been avoided, 
some Midwesterners feel, had each 
side gone further in considering the 
other’s point of view. 


Storm Brewing in Michigan? 

Michigan jobbers and dealers have 
been complaining about “temporary” 
tank wagon reductions that have 
meant cuts in their margins—and it 
may turn into more storm than squall. 

Neither Michigan Petroleum Assn. 
nor National Congress of Petroleum 
Retailers wants to go too far too early, 
but the last two months have heard a 
lot of talk about grand jury probes, 
activation of Governor Mennen Wil- 
liams’ small business committee, plac- 
ing the industry under public utility 
regulation, etc.—if the industry can’t 
solve its own problems. 

MPA executive secretary Joseph D. 
Hadley says talk of going to “bureau- 
cratic agencies” is not a threat, but 
“grasping at straws.” Some jobbers say 
things have reached such a desperate 
point that if nothing else works, they'll 
support a bill to include oil among 
public utilities. 

A year or so ago, a bill was intro- 
duced in the state legislature contain- 
ing a sleeper clause which would have 
done just that. It was defeated by a 
narrow margin, with jobbers and deal- 
ers voicing opposition to it. Now they 
say they may be for it. 

The trouble started with “tempor- 
ary” tank wagon reductions by Stand- 
ard Oil Co. (Indiana) in Alpena, 
Kalamazoo and Battle Creek. The 
company is alleged to have urged 
dealers to stay within 1.5¢ gal. of the 
average price of price cutters in the 
areas, which meant a drop in dealer 
margin from 6.3¢ to 5.2¢; it later 
went up to 5.7¢ gal. on the average. 

Indiana Standard has no jobbers in 
the areas affected, but when other ma- 
jors followed Indiana’s lead, their 
jobbers had to stand half the tank 
wagon reduction in most cases, and 
their margins went down to 2¢ gal. 

Dealer opposition has produced 
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charges that Indiana Standard is trying 
to introduce the Twin Cities Plan to 
the areas involved, which the com- 
pany denies. Under the Twin Cities 
Plan, Indiana posts no tank wagon 
price, but gives the dealer a stated 
margin off a suggested retail price, 
which he is free to post or not. This 
plan was developed to protect dealers 
against price wars (see NPN—Dec. 
‘56, p93), but some Michigan dealers 
evidently think it does more harm 
than good. 

MPA, criticizing some “temporary” 
reductions that are over two years old, 
has called for a sliding scale margin 
pegged at a fair starting point, such as 
the 1946 relation between tank wagon 
prices and jobber margins. This would 
make jobber margins now about 4¢ 
gal. That’s what Michigan jobbers 
think could keep the bureaucrats out. 


The Southeast 


Battle Over Cars 


AUTOMOBILES may be merchandis- 
ing gimmicks or a profitable sideline in 
service stations, but the Miami Inde- 
pendent Automo- 
bile Dealers’ 
Assn. doesn’t like 
them there. Used 
car dealer Buddy 
Tyler, president 
of MIADA, re- 
cently wrote to 14 
greater Miami oil 
and gasoline dis- 
tributors, asking 
their co-operation 
in preventing al- 
legedly unauthor- 
ized sales of cars by service stations. 

Association members claim most 
service stations do not have staie 
licenses as automobile dealers and are 
therefore unauthorized to sell cars. 

What sometimes happens is this, 
says Al Lange, MIADA executive sec- 
retary: a prospective buyer of a used 
car employs a service station mechanic 
to inspect a car for him in a used car 
lot. The mechanic looks it over and 
tells the customer not to buy because 
he has a better car in his back lot, 
which he'll sell for less. 

The used car dealers think this is 
unfair. “The situation has come about 
over a period of years,” Lange says, 
“but as the community grows it’s get- 
ting worse.” An association committee 
is scouting the area to list service sta- 
tions that buy and sell used cars. @ 





By C. E. Wright 
NPN Correspondent 


(Continued on next page) 
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The Southwest 





Mexican Gasoline Keeps Texans Touchy 


INTERNATIONAL GOOD WILL 
and brotherhood may be losing out 
in El Paso, Tex. Jobbers and dealers 
there aren’t quite 
ready to declare 
war, but they 
would like to see 
something done 
about the Mex- 
icans taking their 
gasoline business 
away from them. 

Currently, the 
El Paso marketers 
figure they are 
losing about 1- 
million gal. of 
gasoline volume each month to their 
neighbors across the Rio Grande. 
Some jobbers report their volume has 
dropped as much as 30%, while the 
over-all average decline per jobber 
and dealer is estimated to be around 
15% in the last six months. Yet car 
registrations in El Paso have increased 
6% in the last year. 

The trouble the El Paso marketers 
are having is not unique for U. S.- 
Mexican border towns. It stems from 
the fact that stations on the Mexican 
side of the international boundary 
have a much more favorable tax struc- 
ture. While it’s old stuff for some, 
however, the El Paso marketers have 
seen their problem grow tremendously 
in the past six months or so. Before 
then, there wasn’t too much migration 
to Juarez for gasoline. But recently the 
traffic has picked up. There has been 
some advertising of cheaper prices, 
and undoubtedly a lot..of talk among 
local citizens. 

Currently, El Paso major-brand sta- 
tions are generally posting around 
32¢ and 34¢ gal. for regular and pre- 
mium gasoline. In Juarez, Mexico, 
across the Rio Grande, some stations 
are posting prices as low as 18¢ and 
20¢. That 14¢ gal. spread explains 
the migration of El Pasoans across the 
river for their gasoline needs; it's 
something like the migration of “wet- 
back” Mexican laborers across the 
river that upsets the U. S. labor mar- 
ket, observers feel. 

The El Paso marketers say some 
of the stations in Juarez are pumping 
as much as 200,000 gal. per month. 
Even stations with just one, two and 
three pumps are doing as much as 
65,000 and 75,000 gal. a month, they 
say. 


By Marvin Reid 
Southwest Editor 
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Io make matters worse, some of the 
Mexican station dealers are working 
on an 8¢ gal. margin. This keeps 
dealers with less margin unhappy on 
the U. S. side. In fact, jobbers say it 
is next to impossible to get dealers for 
their stations located near the border, 
because of the terrific competition and 
the margin difference. 

About the only thing they can do 
at present to offset the Mexican price 
advantage is to warn motorists about 
the quality of gasoline they might get 
across the border. This isn’t a very big 
stick, since much of the gasoline the 
Mexicans are selling comes from U. S. 
refineries in or near El Paso. 

Jobbers in El Paso recently got to- 
gether and named a four-man com- 
mittee to study their troubles. The 
committee has quietly been trying to 
find ways and means of regaining busi- 
ness without getting a bad name 
among local citizens. The way it looks 
now, the committee will probably ask 
state tax people to help them. Texas, 
of course, is losing revenue, just as the 
jobbers and dealers are losing busi- 
ness. 

One way the committee thinks the 
problem can be licked is to have Texas 
change its rules and regulations on 
how much gasoline can enter the 
state tax-free. Presently, motorists can 
bring in a maximum of 30 gal. There 
apparently is no rule on how many 
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times an individual motorist can cross 
the line with 30 gal. or less, The state 
could cut this limit, but it might be a 
hard rule to enforce. 

“We have thought of getting them 
to charge taxes on all gasoline pur- 
chased in Mexico,” one jobber says. 
“We think an inspector could be 
placed on the international bridge to 
check motorists as they come back 
across. A few days of this, and we be- 
lieve the traffic would be discouraged.” 

Wherever the answer lies, the com- 
mittee is determined to find it. The 
jobbers firmly believe that the way 
things are going at present, a lot of 
dealers and some jobbers could be 
driven out of business. 


Boy Still Meets Girl 


Ken Loeffler, head basketball coach 
at Texas A&M College, is strong for 
abolishing “all-boy” colleges, after a 
couple of years fighting co-ed schools 
for basketball talent. However, he 
doubts oil companies would favor his 
idea, for this reason: 

He estimates the Texas Aggies 
spend a total of $13,000 each week 
“on gasoline and oil going to see their 
girl friends.” No telling how Loeffler 
came up with such a figure, but he 
wonders if the oil companies weren’t 
primarily responsible for promoting 
such ideas as “all-boy” and “all-girl” 
schools, to start with. s 


Sun Climbs in Empire State 


SUN OIL CO. has opened a new re- 
gional sales office in Syracuse, N. Y., 
to bag a bigger share of the market in 
upper and west- 
ern New York 
state. Observers 
say the move in- 
dicates newly vig- 
orous sales efforts 
in preparation for 
the 1958 target 
date for company- 
wide introduction 
of five grades of 
gasoline. 

The new Em- 
pire State region 


By 
Cornelius Brodersen 
East Coast Editor 


will handle marketing of all Sun prod- 
ucts in five sales districts: Albany, 





Binghamton, Buffalo, Rochester and 
Syracuse. 

The new set-up, says Frank R. 
Markley, Sun’s marketing vice presi- 
dent, is part of Sun’s “continuing 
efforts to decentralize its operations 
and to intensify its development of 
upper New York State markets.” 

The region has been carved out of 
the New York region headquartered 
in New York City. Personnel in that 
office will continue to look after Sun’s 
interest in New York City, the lower 
part of the state and northern New 
Jersey. 

Sun has moved a full crew into Sy- 
racuse, with James E. Banta, former 
general manager of Sun’s motor pro- 
ducts department, in charge. 
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Filling A Void 


Ed Hacker of Ballard Oil & Equip- 
ment Co., Portland, Me., is doing 
something about the “crying need” for 
good burner servicemen in his area. 

He is offering a $300 full-year tu- 
ition scholarship to Maine Vocational 
Technical Institute to local high school 
graduates. The first such winner is Ed. 
Jensen of South Portland. 

With the state school offering a 
two-year burner course for the first 
time last September, Hacker beat the 
bushes around Portland to get high- 
school seniors interested in the work. 
But it was hard work, Hacker says, 
“because ours is an industry that re- 
quires a man to get his hands dirty.” 
A scholarship would be an incentive, 
he felt. 

He added two other incentives be- 
fore he was finished. The scholarship 
winner works for pay at Ballard Oil 
during school-term vacations and in 
the summer, earning money to pay his 
own way during the second year. He 
also has a job at Ballard Oil when the 
course ends, but he is not obliged 
to take it. “He may wind up with a 
competitor,” says Hacker. 


11 Rules for Burner Men 


Burner servicemen have 11 com- 
mandments to live up to in a code of 
ethics developed by Ivan C. Suther- 
land, director of education, Oil-Heat 
Institute of New England. Many of 
his points can apply to others in the 
oil heat industry, not just burner 
mechanics. Here they are, with some 


of Sutherland’s “footnotes”: 

1. Keep up to date with the industry. 
Burner men should read trade publi- 
cations, books on servicing and in- 
stallation and data in manufacturers’ 
service manuals. They should attend 
burner schools to find out new ways 
of doing things and brush up on old 
techniques. 

2. Be clean and neat personally. 
Customers like to deal with clean, 
neat servicemen because they think 
they'll do clean, neat work. 

3. Be clean, neat and thorough in 
your work. Take soot and dirty oil 
rags out of the house. Don’t empty 
a vacuum cleaner into a cellar barrel; 
it may have no bottom, or when it’s 
moved it may scatter dirt through the 
house. Think out all angles of a prob- 
lem on the job to avoid a callback. 

4. Be polite and a good listener. 
A doctor listens to his patients, and 
when they talk, customers are de- 
scribing the “illness” of their heating 
plants. 


5. Have good tools and equipment. 


And keep them in good condition in a 
clean, neat tool box. Check before 
you leave; lost tools mean you can’t 
handle the next job properly. Keep 
ordinary replacement parts in their 
original packages to avoid breaking 
or damage. 

6. Don’t rap a customer’s choice of 
equipment. No man likes to have his 
possessions belittled; he’s proud of 
what he has or what he has to put up 
with. 

7. Don’t rap a previous serviceman. 
He may have been a personal friend 
of the customer or he may be from 
your Own company. You don’t want 
to appear a “know-it-all.” 

8. Follow the service manager’s in- 
structions. Read service orders care- 
fully and then double-check when you 
get there. You may be at the wrong 
house. Sutherland says he knows of 
a case where a burner man went into 
a house, ripped out the coal furnace, 
broke it up and sold it for junk. Then 
he found he was at the wrong address. 
More recently, in Washington, D. C., 
an oil delivery man checked the ad- 
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dress and the street. All was okay 
But he wondered why the tank took 
so much oil. Checking, he found that 
the fill pipe was not hooked up to a 
tank and that he was pumping oil 
into a finished basement. Then he 
found that although the house number 
and street checked out, he was in the 
wrong section of the city. 

9. Follow a regular service call pro- 
cedure. Don’t push the re-set button 
the first thing and then leave the job. 
Find out what made the re-set button 
go off in the first place. 

10. Have a procedure for the annual 
clean-up. Then you won't overlook 
anything that may lead to trouble later 
in the heating season. 

11. Remember you are the personal 
contact between your company and 
the customer. Deliveries now are most- 
ly automatic, with the truck driver 
not seeing as much of the customer 
is he used to. And when you meet a 
customer, he is generally unhappy. So 
it’s your job to pacify, satisfy him. 
To do that, you have to be a real 
diplomat. # 


Serving the World’s Largest Marketers 


Highest Quality Private Brand 


STORAGE 
BATTERIES 


Consistent High Quality for 38 Years 


5 Factories Strategically Located 


to serve 70% of the Automotive Registration 
of the Country 


PRICE BATTERY CORPORATION 


Factories: 


HAMBURG, PA. 
ATLANTA, GA. - WAPAKONETA, 0. - WALTHAM, MASS. 


One of the Pioneers of Dry Charged Batteries 
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1885 — The first internal-combustion engine car — 
by Benz 


1955 —The first creative-packaging of dry-charged batteries 
was introduced hy GLOBE nan ice 


Historians disagree on the absolute birth- 
day of modern motoring, but Karl Benz 
did build the first internal-combustion 
engine car. And there’s no argument at 
all about Globe’s battery contributions 
... not only pioneering dry-charged bat- 
teries, but first to package all elements 
together for the simplest, swiftest battery 
activation ever known. 
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It’s this fast, this easy, this important. . 
t I 





Open the compact carton, a complete package of charging ingre- First for fast, low-cost delivery too! 
dients ¢ Take out each plastic bottle of pre-measured Spinning Lightweight plastic electrolyte bottles and compact 
Power electrolyte — no waste, no guesswork, no time out to meas- carton cut shipping costs. Furthermore, Globe's sixteen 
ure * For extra safety slip each bottle into the handy pouring plants are strategically located for Sestest, leweet-cost 
sleeve © Your grip is firm as you mip the bottle nipple and — shipments to all markets — and thirteen (*) are pro- 


Peel Retinns d 2 “th h ' ducing dry-charged batteries. 
our! Battery is ready for action with fresh power. Because unti *ATLANTA, GA., ®DALLAS, TEXAS, *EMPORIA, KANSAS, 


that instant the battery has been inert — and because method and *HOUSTON, TEXAS, *LOUISVILLE, KY., *MEDFORD, MASS., 
7 di ll ied b *MEMPHIS, TENN., *MILWAUKEE, WIS., *MINERAL RIDGE, OHIO, 
ingredients are all together in one paokage. *PHILADELPHIA, PA., *REIDSVILLE, NO. CAROLINA, *SAN JOSE, 
: ; CALIF., *HASTINGS-ON-HUDSON, N. Y., LOS ANGELES, CALIF., 

Another milestone in power — another first for Globe! OREGON CITY, ORE., AJAX (ONTARIO) CANADA 


SPINNING Powe, 


i» GLOBE-UNION INC. 


MILWAUKEE 1, WISCONSIN 






SPLIT-SECOND STARTING 


if it’s Petroleum-powered there’s a K40):)8:) MATL Ie tight from the start! 

















“As long as you know you’re green, you're still growing. 
When you think you're ripe, you’re beginning to rot.” 
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“Competition gets rougher all the time. You can’t take 
it easy. You’ve got to go out and find the business.” 


It's Old-Fashioned, But It Pays 


B ENJAMIN E. SKINKER, who runs a 
million-dollar TBA _ distributor- 
ship and service station in Washing- 
ton, D. C., says he has little use for 
modern selling techniques. He doesn’t 
cotton to the “new-fangled” methods 
that oil companies like dealers to use. 

But Skinker knows black ink from 
red, and he’s constantly on the hunt 
for another buck. Though he’s proud 
of being old-fashioned, he’s put two- 
way radio on some of his service 
trucks. In short, Skinker likes to do 
business his own way, in an operation 
he built from scratch (helped by his 
wife and their sons Don and Bill). 

Swelling Volumes—On the retail 
side, Skinker’s big, unmodern, four- 
bay station does about 35,000 gal. a 
month. Coupled with that is an extra- 
large tire volume, result of Skinker’s 
many years in the tire business. He 
sells to many truck fleet accounts, and 
there’s a lot of truck tire mounting and 
service work done at the station. 

But the fastest-growing side of the 
enterprise is the distribution of TBA 
merchandise to 115 Sinclair dealers in 
the city of Washington. Up from 


nothing in 1948, TBA distributing is 
now 60% of the Skinker business. 

Skinker took on the TBA distribut- 
ing job at Sinclair’s suggestion. Right 
after World War II Sinclair marketing 
Officials saw a big future opening up 
for service station TBA, felt their 
dealers in Washington would do better 
with a source of supply located close 
to home. They credit Skinker with do- 
ing an outstanding job building up 
IBA volume among dealers. 

How He Does It—Skinker backs up 
his dealers with a $100,000 TBA stock 
tied to a two-phase delivery service 
that’s hard to beat. 

One phase of the delivery service 
puts TBA orders in the dealer’s hands 
the day after the order is received. The 
second phase provides rush delivery of 
emergency orders. There’s always 
someone on hand at the station to take 
care of any rush orders phoned in, 
and there’s always a truck available to 
get the order moving. 

Another of Skinker’s ‘“old-fash- 
ioned” methods is showing the dealer 
how to sell TBA. “Many dealers don’t 
know how to sell,” he says. “When a 
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customer drives up they just fill his 
gas tank instead of checking the car. 
At our station we check the fan belt, 
the tires, everything. We try to tell our 
dealers to do the same thing.” 

And he advises dealers to carry 
a better TBA stock. “A lot of dealers 
don’t carry any stock. They’re always 
out of something. You can’t do good 
business that way. You've got to have 
items to sell.” 

While Skinker alludes to some of 
Sinclair’s sales aids by saying: “Oh, 
they want me to use a lot of fancy 
things .. .” he goes on to admit: “Sure, 
I use some of their ideas—but I’ve 
got ideas of my own.” 

And although he says dealer meet- 
ings do no good (“They don’t work 


people lose interest . . . they 
come once or twice, then forget about 
it. . .”), he gets the dealers together 


at least a couple times each year to 
listen to a Goodyear tire sales pitch. 

Another “old-fashioned” Skinker 
policy is to see that every dealer gets 
a personal call from a Skinker sales- 
man at least once a week. But there’s 
one idea Sinclair can’t sell him. Skin- 


141 








Tires—-Batteries—Accessories 


ker isn’t yet convinced it’s worthwhile 
to stock a truck with TBA merchan- 
dise and send it calling on dealers. 

How Skinker Started—Ben Skinker 
is a Virginia farm boy who, in his own 
words, “stumbled into” the TBA bus- 
iness after he got out of the army in 
World War I. Answering a newspaper 
ad, he became a salesman for the old 
Falls Rubber Co. 

Later he got himself the District of 
Columbia distributorship for Falls in 
1919. He continued to represent Falls 
and its successor, Cooper, for many 
years. 

In 1928 Skinker decided he’d make 
more money if he had a station. That 
was on the eve of the first organized 
efforts by large oil companies to com- 
bine TBA with gasoline marketing. 

In the days of split-pump stations, 
Skinker carried three gasoline brands. 
But he readily agrees that his business 
enjoyed its greatest prosperity since 
he signed with Sinclair. 

Now he has 32 employes, and talks 
of turning the business over to his 
sons. It was one of his old-fashioned 
ideas for the boys to start pumping 
gasoline when they were 12 years old. 


Don Skinker, 28, along with Bill 
Graf, constitutes the sales force. Bill 
Skinker, 31, manages the station, sup- 
ervises the TBA inventory and the 
delivery and service trucks. 

At 65, Ben Skinker sticks to his 
“old-fashioned” routine of getting on 
the job every morning at 7 a.m., and 
makes it a point to call on a few deal- 
ers or commercial accounts every day. 

“I’m just a farm boy, and I’m used 
to hard work,” he says. “You can’t 
sit back and take it easy—you’ve got 
to go out and find the business.” 

An outward sign of the Skinker 
family progress is a home in the Beth- 
esda-Chevy Chase high-income resi- 
dential area. And Sinclair, waving 
aside Skinker’s professed disregard of 
sales aids and other modern ideas, is 
happy to note that his TBA orders 
last year were double those of the 
previous year. 

Still, Ben Skinker plays it down. 
“I don’t know if you could call me a 
success or not,” he says, pointing to 
sign on his office wall that reads: “As 
long as you know you're green, you’re 
still growing. When you think you’re 
ripe, you’re beginning to rot.” a 


Why the Oil Man Needs TBA 


You can't offer the total brand package without it, 
says Dunlop of Sun. He calls it a vital component 
in today’s “dynamic concept” of distribution 


3 itp Locic of combining TBA 
with gasoline marketing—still 
resisted by old-timers—gets powerful 
support from 
Robert G. Dun- 
lop, president of 
Sun Oil Co. 

Speaking _ be- 
fore the annual 
convention of the 
Oil Industry TBA 
Group, Dunlop 
said that the serv- 
ice station has be- 
come a sort of 
“total brand pack- By Frank C. 
age” in the eyes 
of the customer. Consequently all the 
goods and services sold at the station 
can influence the success or failure 
of the gasoline brand. 

Dunlop reached back into the early 
evolution of gasoline marketing to 
draw a contrast between the old “ped- 
dler concept” and today’s “dynamic 
concept” of distribution. 


. Sturtevant 
TBA Editor 
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“If you think back to the early days 
of oil marketing” said Dunlop, “when 
gasoline was sold at general stores and 
blacksmith shops, and later when the 
divided station, selling several brands, 
was the rule, you see the peddler con- 
cept in action.” 

In those days, producers—in oil and 
most other lines—gave little thought 
to the consumer’s needs and likes. 
They looked only for merchants in 
convenient reach with enough cash or 
credit to take a shipment. And they 
weren’t much interested in how the 
merchant disposed of the goods after 
he got them. 

Competition Speeds Up—‘“No one 
in the oil industry, or in any other 
industry, suddenly thought up dynamic 
distribution and put it into effect,” 
says Dunlop. “It came about because 
of the desires of consumers them- 
selves.” 

By the early 1930's, he pointed out, 
the American people were becomingly 
acutely brand conscious. They wanted 





their products in the original package. 

“Because of the nature of gasoline, 
as a bulk liquid, the entire service 
station became the ‘package.’ The 
brand identification on that package 
enveloped everything on the premises 
—products as well as services.” 

The split-pump, or divided station, 
rapidly disappeared. Instead of dealers 
competing only with other dealers, the 
dealer and supplier of necessity had to 
compete as a team in a battle between 
brand _ labels. 

Enter TBA—In the course of bid- 
ding for the car owners’ favor, some- 
one discovered the value of “one- 
stop” service. Motorists liked the idea 
of finding a wider line of both services 
and accessories available at service 
stations. 

“As the automobile grew more com- 
plex,” notes Dunlop, “the fewer the 
hardy souls willing to change an oil 
filter, connect a new battery, or put 
a new tire on a rim. The service sta- 
tion offered an inviting, open drive- 
way, and quick, courteous, competent 
service.” 

As Dunlop points out, it was natural 
for TBA to fall into the pattern of 
“dynamic distribution” already well 
developed in the oil industry. Whatever 
TBA products were sold at the station 
were to some extent identified with the 
gasoline brand. 

“Their price and quality became 
matters of direct concern to the gaso- 
line producer,” said Dunlop, “‘because 
they were part of the total brand 
package—capable through association 
of enhancing or damaging that brand 
reputation.” 

Everybody Wins—What Dunlop is 
saying here is that the oil marketer of 
today has to be in the TBA business 
for one very good reason: to meet 
competition. His team needs TBA in 
the line-up, for a complete brand 
package. 

That’s all to the good all down the 
line, says Dunlop. The dealer gets for 
TBA some of the advantages he has 
in gasoline. These include advertising 
support, merchandising, training, in- 
ventory management, credit, assurance 
of supply, performance guarantees and 
brand identification. 

“And for the consumer,” Dunlop 
points out, “there is no better protec- 
tion than intense competition.” That’s 
the kind of competition that’s resulted 
from the vigorous entry of oil com- 
panies into TBA marketing, he says. 

What Dunlop would like to see now 
is recognition within the industry and 
in government of the benefits that have 
flowed from the combination of TBA 

(Continued on page 144) 
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Attention Oil Companies and Independent Oil Jobbers! 


90,000 DEALER 
TRAINING FILM 
‘THE MAGIC WAND’ 


to help increase station operator’ sales , 
—and build their profits! ) 








Do Your Dealers and Their Helpers... 


1. Sell enough T.B.A. items? 4. Create an atmosphere that attracts 
2. Settle for a $1.50 lube job, when new customers and brings old ones 
they might up-grade the ticket to back regularly’? 
$8.50 or $10.50? Here's an effective, proven plan for show- 
: ing your dealers how to up-grade sales, get 
3. Understand how “Miscellaneous more sales and attract new customers! 


Services” off | - — 
«9 ALEMITE 








MAIL COUPON TODAY FOR FREE SHOWINGS! 


ALEMITE, Dept. K-27 

1850 Diversey Parkway, Chicago 14, Illinois 

Yes—i want the benefits of this great training film and sales 
stimulator which you are offering me at no expense or obliga- 
tion on my part. Please loan me a print and provide trained 
personnel to conduct a series of constructive meetings. 


frm rrr mre sesso 4 
is the most talked-about selling tool 


totor movie THE MAGIC WAND: 
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Trains new station operators in the art 
of lubrication and salesmanship! 
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Shows prospective dealers that 
service station operation is Company 
a sound and profitable 
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® HANDLES ANY CAR 

@ SELF STORING LIFTING PADS 
@ QUICKER LUBRICATION, 
REPAIR TIRE,SERVICE 





Here's the frame lift that helps you get 100% of 
the business because it handles all types of 
cars. Standard or special frame . . . trucks from 
pick-up to 1 ton this Wayne Frame Lift safely 
lifts them all. Self-storing lifting pads in stream- 
line “H"’ frame require no adjustments for most 
American made cars...no slippage... no 
guesswork. Speeds service . . . builds extra prof- 
its. Write for your copy of the booklet on this 
ALL-CAR Wayne Frame Lift to The Wayne 
Pump Co., Salisbury, Md., Toronto, Canada. 
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(Continued from page 142) 


with gasoline. As he points out, there 
is nothing but confusion on the anti- 
trust front. 

Sell An Idea—He believes this is in 
large part due to “conflicting concepts 
of competition” that exist within the 
oil industry. “It is from within the in- 
dustry that many of the complaints 
originate of anti-competitive, or mo- 
nopolistic action.” 

Without spelling it out, Dunlop is 
undoubtedly referring to dealer-in- 
spired attacks on major oil companies. 
He suggests we have sold TBA to 
dealers, but we haven’t sold them on 
the new kind of competition that 
makes it necessary to market gasoline 
and TBA together. 

To sell that idea, we need to under- 
stand and believe in it. Dunlop suggests 
there’s a lot to be done to explain our 
motives and interpret our actions, not 
only to dealers, but perhaps also to 
our own marketing organizations. 

“We need to understand the new 
processes of competition made neces- 
sary by the dynamic growth of our 
economy,” says Dunlop. “We need 
to develop better tests for the measure- 
ment of competition.” 

Because today’s forms of competi- 
tion are different, they should not be 
automatically tagged as wrong. The 
true question should be: Are they 
socially beneficial? 

Here’s Dunlop’s answer: “I believe 
the dynamic distribution practices of 
the oil industry represent a forceful, 
beneficial competition that older, clas- 
sical tests of competition do not even 


| detect, let alone measure. Yet the older 
| concepts remain as an_ ideological 
| structure, to which our critics cling.” 


Often forgotten is the fact that com- 
petition is not an abstract end to be 
glorified in its own right. Dunlop 
points out it’s no more than a method 
whose sole purpose is to serve the in- 


| terests of people. He adds. “It is not 


static, something that can be measured 


| by counting the number of buyers and 
| sellers. It is dynamic and subject more 


to measurement in terms of perform- 
ance and result.” 

Oil men can draw inspiration from 
the Dunlop battle cry: “We must be 
both pioneers and missionaries, first 
within our own industry and then 
among the public. Only then can the 
principle of competition be protected 
from the strangling consequences of 


| regimenting the ways in which it ex- 
| presses itself 


“And only with such protection can 
competition be preserved as the dyna- 
mo that drives us to serve better and 
more fully the interests of all the 
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TBA 


American people 
“It seems strange, in this jet age, to 
hear someone shout, ‘Get a horse.’ | 
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conceive it to be our job to help up- SINGLE PS . 
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date the antique ideas—to help keep SINGLE post FREE wee Passenger cor lift, full en 

America progressive.” a full and semi hydraulic, lifting capacity 
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WHEEL TWO 008 wee 
FREE Concentric it 
™wo Post top of Wh dravlic. Capacity 
eccentric rail on : floor. Full by 
1957 air conditioner yg recessed saddle with 16,000 to 20,000 


P a acity 
. has been introduced by the Frigikar cover. Full hydraulic, coP 


Corp., Dallas. New push-button con- 16,000 te 20,000 pounds. 
trol is claimed to provide instantaneous 
cooling within the first block of driv- 
ing. Can be set to direct refrigerated 
air to any area, or for no-draft cooling. 








Tapered seat plugs 


have been added to the Auto- 
Lite Resistor Power Tip line and the 
Auto-Lite Transport line. The Power 
Tip plug, known as the BRF-42, is 


plates 
designed for 1957 Ford V8’s (except TWO POST FREE WHE trie rail flush 
custom V8) and Thunderbirds; all Recessed saddle cover plates and err 24,000 to 
*56 and ’57 Lincolns and Continentals eccentric rail fu with floor. . ity 
56 and - nc ar ntine ’ and rotating city : 
and all °57 Mercurys. The Transport with floor. Full hydraulic, cape 30,000 pounds 
plug is designed for Ford’s heavy duty | 16,000 to 20,000 pounds. 














trucks and is known as the BTF-3. 


New commercial batteries 
. have been added to the Willard 
line for truck, bus and diesel applica- 


tions. A total of 18 types covers equip- | lt If SOU: 
ment from '2-ton pick-ups to 50-ton Ss 
off high units and heavy marine serv- . 

ice. Construction features are Silver- Theres fb Ge 
To Litt (7 


Metalex grid alloy, reinforced con- 
tainers, temperature-resistant sealing 
compound, G.O.X. active material for 

There’s a Wayne Lift for every 
service need. Greater stabil- 
ity in each is achieved by 


faster starts, and either rubber, glass 
floss, or dual insulation. Available 
charged “Bone-Dry.” Most types are 
offered in a variety of terminal plans 
for all popular applications. Willard 
offers a written guarantee good 





throughout the United States and specially engineered bearing 

Comme. design. Operation is smoother. 
Heavier loads can be lifted ¢ 

Replacement sales with less power. Write for new | 


of Delco batteries are 41% lift booklet to The Wayne 
greater since the company introduced Pump Company, Salisbury 
its dry-charge line 18 months ago, Md.., Toronto, Canada. 
according to J. H. Bolles, director of 
sales and engineering. More than 65% 
of Delco-Remy’s replacement volume 
is now in the dry-charge line, and 
additional facilities for dry-charge pro- 














duction are being readied at the com- 
pany’s four battery plants. 


Newspaper ad mats 

. with space for dealers to advertise 
tire and battery prices have been de- 
signed by Humble Oil for local dealer: 
use. Product qualities of special appeal 
to motorists in Texas are featured in 
art and copy. 


Next West Coast meeting 


.. . of the Oil Industry TBA Group 
will be held on April 1 and 2, at 


Santa Barbara, Calif. The hotel has 
not yet been picked. The first day is 
scheduled as a workshop session, with 
a general meeting to be held the 
second day. 


improved trailer tire 


. . . for mobile homes has been de- 
veloped by the Dayton Rubber Co. 
Maximum load-carrying capacity has 
been stepped up an additional 140 to 
210 lbs per tire, depending upon size, 
in line with the trend toward heavier 
and more elaborate trailer homes. 








COMPLETE SERVICE STATION 
LIGHTING EQUIPMENT 


@ All Weather Horizontal “T” Lights 


@ High Intensity R.S. Fluorescent Flood Lights 


@ Auxiliary Flourescent and Incandescent Lights 
for Outdoor and Indoor Application 


New Thinner Design “T” Lights are engineered 


for still greater strength, more graceful 
smoother appearance and greater efficiency. 
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New exhibit hall 

. . . was Opened by U. S. Rubber in 
Rockefeller Center, New York City, 
last month. Displays include a “phan- 
tom” automobile, live rubber trees, and 
a three-room house. Seasonal changes 
n the exhibits will eventually dramatize 
the company’s 33,000 products in the 
fields of rubber, plastics, textiles and 
chemicals. More than two-million peo- 
ple are expected to visit the hall during 
1937. 


Disposable oil filter 


. and conversion kit have been added 
to the Purolator line. The new filter, 
type PER-1, fits 1957 Ford, Lincoln, 
Mercury, Thunderbird and Continen- 
tal. Chief feature of the new filter is 
ease of installation. Instead of a sepa- 
rate cartridge installed in a_ per- 
manently mounted metal filter case, 
this is a one-piece unit that can be 
screwed into place by hand. It’s dis- 
posable, and can be unscrewed and 
thrown away when the time comes 
for a filter change. 

A special valve arrangement retains 
the old oil and sludge within the 
filter after it is disconnected. This is 
designed so no oil splatters on hands 
and clothing while changing filters. 
The conversion kit permits use of the 
new filter on some of the older models 
in the Ford line. 


Battery inventories 

. . « meed revising as heavy new car 
sales of two or three years ago begin 
to come into the replacement market, 
says Exide. There'll be a jump in de- 
mand for one 6-volt and three 12-volt 
sizes: Groups 2N, 2SM, 3KM and 
3EE. None of these sizes existed prior 
to 1953, and some did not appear until 
1954 and 1955. In increasing numbers 
they'll be reaching the end of their 
useful life. 

Meantime, don’t overlook the old 
6-volt leaders, warns Exide. The Group 
I battery is still needed for about 40% 
of all cars; Group 2L for 18%; Group 
2E for 13%; and Group 2 for 7.5%. 


“A Car Ils a Woman” 

. . is the title of a new Dow Chemical 
film offered free to oil marketers and 
their dealers. It’s a consumer education 
film, pitched in a humorous vein, that 
gives an entertaining basic description 
of what makes a car run, with special 
emphasis on the cooling system. The 
film is suitable for showing before 
school and club groups, and its length 
—13% minutes—also fits television 
time segments. Descriptive pamphlet 
and order blank on request from any 
Modern Talking Pictures library or 
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from public relations department, Dow 
Chemical Co., Midland, Mich. 


Sales Forecast 

. made by R. E. Davis, Goodyear 
Tire & Rubber Co. market analyst, 
places replacement battery sales at 27- 
million for 1957. Increase over the 26- 
million for 1956 will come from the 
larger number of cars on the road, in 
spite of the rise in average battery life, 
said Davis. 


Nic-L-Silver line 

... iS now being offered by Douglas 
Oil of California in place of its former 
private brand batteries. Sales will be 
made directly to Douglas distributors 
by the manufacturer. As part of the 
deal, the manufacturer will feature 
Douglas dealers in regional newspaper 
and radio advertising. Nic-L-Silver has 
made a heavy impact on the West 
Coast battery market, selling direct to 
service stations. Advertising puts heavy 
emphasis on a four-year guarantee, 
and features two prices only, one for 
6-volt and one for 12-volt, regardless 
of size. 


Personnel 


Paulson 


Rutherford 


B. A. MacLeod 
is the new sales 
manager for Wil- 
lard’s eastern re- 
gion with head- 
quarters in New 
York. He suc- 
ceeds the late F. 
F. Keefe, who 
was killed in an 
automobile —_ac- 
cident last Octo- 
ber. MacLeod 
was formerly national field sales man- 
ager, and previously was district man- 
ager in several eastern and midwestern 
cities. 

J. A. Paulson has been named as 
Willard’s western regional sales man- 
ager, with headquarters in Chicago. 
Paulson joined Willard in 1954 as 
Detroit zone manager, following sel- 


MacLeod 








ling posts with Chevrolet, Dearborn 
Steel and Tube, and two food prod- 
ucts concerns in Detroit. 

L. M. Rutherford, formerly Ohio 
zone manager for Willard, has been 
promoted to sales analyst at the home 
office in Cleveland. He joined Willard 
in 1951, following sales and analytical 
work in the life insurance field. He 
covered a number of zones in the Wil- 
lard central region prior to his present 
assignment. 

e 


Frank Donohoe 


Donald E. Frank, of Buffalo, has 
been named district sales representa- 
tive for Exide Automotive division, 
Electric Storage Battery Co., covering 
western New York and northern Penn- 
sylvania. He was formerly associated 
with Dun & Bradstreet, Dunlop Tire 
& Rubber, and more recently the 
Monarch Wholesale Supply Co., of 
Buffalo. 

e 

Vincent J. Donohoe, Huntington, W. 

Va., becomes an Exide district sales 





Tires—Batteries—Accessories 





representative for West Virginia, 
southern Ohio and the eastern portion 
of Kentucky. Donohoe was formerly 
with Pure Oil Co., in Huntington and 
Charleston, W. Va., and Columbus 
and Newark, Ohio. At one time he 
was operator of a Pure Oil service 
station in Huntington. 
2 


D. A. Yett has been added to the 
petroleum sales staff at Seiberling. He 
has been budget sales supervisor since 
1955. Before that, Yett was a B. F. 
Goodrich dealer in his home town of 
Jeannette, Pa., with 14 years’ experi- 
ence as a Goodrich employe behind 
him. 


J. F. Lanners has been promoted to 
manager of the Chicago division, 
Gould-National Batteries, Inc. He has 
been associated with the automotive 
trade many years, and has been with 
Gould-National since 1953. 


Ernest N. Robinson, marketing 
manager for Stewart-Warner’s Alemite 
and Instrument Products division has 
been re-elected to a second term as 
president of the Automotive Electric 
Assn. Other TBA and equipment sup- 
plier representatives among AEA of- 
ficials include: G. P. Robers, Weather- 
head Co.; V. A. Dupy, United Motors 
Service; B. A. Noonan, Electric Auto- 
Lite; G. Z. Spencer, Trico Products 
Corp. = 





A CUSTOMER SAYS: 


ing this unit to us.” 





“The Twin ConserVents are working fine and we 
owe you a debt of gratitude for presenting and explain- 


MIDLAND 


SPECIALITIES COMPANY 
MANUFACTURERS SINCE 1920 


4809 South on Richmond St., Chicago 32, Illinois 


PROVED PERFORMANCE 


Guarantees Satisfaction 
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| Oil Equipment Distributors have our NEW Complete Catalog. Ask for it. 


February, 1957 + NATIONAL PETROLEUM NEWS 


147 











UNRESTRICTED FLOW 


PHILADELPHIA HOSE REELS 







mean 
fast 
deliveries 


ec 
~ ve time at the delivery point, and 


you save money.” That is the con- 


sensus of tank truck operators every- 
where, and it is one of the many ad- 
vantages of Philadelphia Hose Reels. 


If Aligning Ball Bearing i Ball Bearings 
] \\ f Seal 
tpn ’ 
“3 i) Pipe 




















~-—— Spokes for Drum 
SECTION THROUGH REEL 














Unrestricted passageway is clearly 
shown on the sectional view of the 
spindle and seal. Note the long radius 
curvature of the elbow, free from re- 
striction. A self-tightening Neoprene 
seal is used. It is tight at high or low 
pressures and will run for many years 
without any signs of wear or leakage. 
Note that the ball bearings 
spindle are outside the passageway 
and not in contact with the fluid. 


for the 
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The actual fact is this: when a re- 
stricted flow reel is replaced with a 
Philadelphia Hose Reel, the resulting 
full flow means faster delivery—without 


changing either the pump or the hose. 


Philadelphia Reels are light in weight 
and are built like a fine automobile. 
All parts are made of steel, malleable 
iron or bronze (no cast iron is used). 


All shafts and bearings are equipped 
with ball bearings with hardened and 
ground races. Seven ball bearings are 
used on each reel. This means the reel 


will last many times longer than one 
equipped with plain bearings. 


Prices No Higher. Quantity produc- 
tion of standard parts, plus many 
years of experience, enables us to 
build these high-grade reels at prices 
competitive with and in many cases 
lower than other makes. Philadelphia 
Hose Reels are made in all sizes from 
1” to 3” with hand or power drives— 
electric, air or hydraulic. Under- 
writers’ approved explosionproof 
motors when required (any voltage). 


Send for Bulletin No. 171. 


PHILADELPHIA VALVE COMPANY 


9 PRIA ED 


Stee ET 


PHILADELPHIA 34, PA. 


Manufacturers of Reels & Valves since 1922 


Pacific Coast Distributors: 
Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, California 


Howard Supply Co., 5125 Santa Fe Avenue, Los Angeles 11, 


NATIONAL 


California 
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Prediction: Boom Year for Services 


One man in the field looks for a 10% sales gain in service 
and parts replacement . . . trend to automatic transmission grows 


... Tokheim’s electric fuel pump . . . air spring debut 


IMPORTANCE of the service and 
parts replacement business is stressed 
by C. A. Benoit, president of Perma- 
tex Co., Inc., who predicts 1957 will 
be one of the best years the automo- 
tive service community has ever 
known. He predicts sales service gains 
of 10% over 1956 for service stations 
and auto repair shops. 

Benoit points out that new cars with 
automatic transmissions, power brakes 
and steering, air conditioning, power- 
operated windows and seats, retract- 
able steel tops, air springs and the like 
are becoming commonplace and re- 
quire periodic attention to remain in 
top operating condition. 

Preventive maintenance for the 
family car is becoming increasingly 
important and has been responsible to 
a large extent for the 30% annual in- 
crease in automotive chemical sales. 
Benoit adds: 

“Distributors, dealers and service 
retailers who take aggressive action to 
sell improved products and efficient 
service at fair prices can expect to get 
their share of the market in the period 
ahead.” 


Dodge reports 95.6% of all its 
models are sold with automatic trans- 
mission now, as compared to 91.7% 
in 1956 and 86.8% in 1955. Power 
steering goes on 34.3% of all 1957 
Dodges as against 22.9% for 1955. 
Power brakes have gone from 13.7% 
in 1955 to 21.9% on current models. 

Industry-wide, the trend to auto- 
matic transmissions stacks up like 


this: 
% of 1956 % of 1955 

; Output With Output With 
Company Auto. Trans. Auto. Trans. 
Gen. Motors 78 75 
Ford 66 59 
Chrysler 78 66 
Stude.-Pack. 67 59 
American Motors 61 54 
Industry 74 68 


Tokheim Corp. has developed an 
electric fuel pump for installation in 
the fuel tank of an automobile. The 
company says the pump is adaptable 


to fuel injection systems. This could 
ease the problem of vapor lock, which 
is cropping up more often in newer 
cars, especially those with air condi- 
tioners. 

But it could create some servicing 
problems in the event of fuel pump 
failure. Service details have not been 
announced yet 


The first production car with air 
springs makes its debut this month 
when the Cadillac Eldorado Broug- 
ham goes on sale at dealers. But others 
are expected to follow with similar 
suspensions, with one manufacturer 
planning to make them available some- 
time this spring. 

The Cadillac system involves four 
air springs—one at each wheel. They 
replace the conventional steel coil 
springs in the front and the leaf 
springs in the rear. Here’s how it 
works: 

These springs support the weight of 
the car, compensate for uneven road 
surfaces without noticeably affecting 
the normal position of the body, and 
maintain the standing height—road 
to rooftop—regardless of car loading 

Three leveling valves (one at each 
rear spring and one for the front 
springs) control the car height by 
controlling the flow of air to each 
spring. The valves are mechanically 
actuated by a rod which reacts to the 
up and down position of the frame 
and wheel supports. 

A control solenoid package consists 
of two pairs of valves. One pair is 
known as the “lockout solenoid” and 
acts as a lockout to the air lines for 
parking, wheel changing, or for pre- 
venting the operation of the leveling 
system for any reason. The other pair 
of valves act as a “restriction solenoid” 
to give fast or slow leveling by con- 
trolling the air flow to and from the 
air springs. 

The compressor for the system is 
powered by an electric motor. A pres- 
sure limit switch starts and stops the 
compressor to maintain air pressure 
of 100 to 120 psi in the accumulator 
or air storage reservoir. The compres- 
sor is mounted on top of the generator 
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while the accumulator is located just 
forward of the radiator on the radiator 
support. 

The Brougham will have dual head- 
lights. The outer lamps, with both 
high and low beams, are for city driv- 
ing. The inner lamps have one beam 
which give a bright spotlight effect and 
are used along with the high beam of 
the outer lamps for country driving 

The engine is 325 hp with 10:1 
compression ratio. 

Other new features of the Brougham 


include: a power antenna that auto- 
matically rises to roof height when 


the radio and ignition switches are on; 
safety rear door switches that prevent 
shifting into drive position with the 
ignition on if either of the rear doors 
is Open; power operated trunk lid; a 
forward-hinged engine blood. # 


Cay lo gel a” 


FOR INSPECTION AND SERVICE 
WITHOUT DISTURBING THE PIPING 





STANDARD CENTRIFUGAL PUMPS 
for Bulk Station Service 





ee _ 
@ 7 Sizes: up to 600 gal. per min. 


@ Total Dynamic Head: up to 275 ft. 


@ Available from stock in A// ron, Bronze 
Fitted, or Stainless Stee/ Construction. 
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Write for Circular No. 190N 


ESTABLISHED 1869 
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“I don’t believe the day’s far off when we'll see 
some major stations without wash and lube bays” 


@ How does an operations man look at today’s fast- 
breaking marketing developments? What does he 
think about in a day of changing concepts in station 
design, new grades of gasoline and shifting distribution 
patterns? 

To find out, NPN Southwest Editor Marvin Reid 
paid a visit to C. B. (Bud) Popkin, manager of design 
and construction for Continental Oil Co., Houston, and 
a member of the American Petroleum Institute’s opera- 
tions and engineering committee. Here’s what Popkin 
had to say about past and present developments, and 
how he sees the future: 


Q_ What is the biggest problem your depart- 
ment faces today in designing and constructing 

oil marketing facilities? 

A There are plenty of tough ones. The most out- 
standing one is the constantly rising costs of material 
and labor. In designing new facilities from pipe line 
terminals to service stations, we have to weigh prob- 
able construction costs against probable payout. 
When you do this, you have to throw some of your 
choice design ideas out the window. 


Q_ Take pipeline terminals. What do you keep 
uppermost in mind when designing them? 

A Actually, my department hasn’t had too much 
experience in designing terminals. Most of the ter- 
minals Continental has an interest in are cooperative 
installations, where others also have interests. But 
mainly, terminal designers are always looking for 





“. . . As pipe lines and direct delivery grow, therg 
is less need for the ‘old-type’ bulk plant” 


Vine) eee eee Nig OtherF 


ways to increase loading speed while decreasing labor 
costs. 


Q_ What recent terminal equipment advances 
help to reach these goals? 

A_ Bottom-loading, which gives you almost as many 
filling spots as you need, is one new method that 
speeds up loading. There have been other advances 
recently in equipment, such as valves and pumps. 
One submersible pump has been designed for small 
terminals which will load at the rate of 200 gpm. 
Primarily, we are now thinking of terminals that will 
load several trucks simultaneously in a matter of 
minutes. With direct delivery growing more and 
more, you can’t afford to be hamstrung with such 
things as just a two-truck loading rack, which some 
of the older terminals have. 


Q What about bulk plants? What are the 
new ideas in this field? 

A -You find them especially in equipment. We have 
newer, better valves now, remote reading gauges that 
are cheaper and safer, and improved loading arms. 
The size of tanks hasn’t changed too much. Actually, 
bulk plants, as we have thought of them in the past, 
are fading out of the oil marketing picture to some 
extent. With the growing network of products pipe 
lines and direct delivery, the bulk plant becomes 
more of a package and bulk oil depot. 


Q How about new design ideas or trends 
in bulk plants? 
A Some companies are making greater use of com- 
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“We will still need our agents and our bulk 
plants in many areas” 


bination bulk plants and service stations in isolated 
or sparsely populated areas. We have about 20 of 
them. Most new warehouses are now being built at 
ground level, utilizing fork lifts or even hydraulic 
lifts to load trucks. Few new ones are designed the 
“old way,” with docks at truck-body loading level. 
This has cut down on construction costs, though 
operating costs sometimes make ground-level ware- 
houses inadvisable for small operations. 


Q Are you still designing and building new 
bulk plants? 

A We aren’, at least not bulk plants as we know 
them today. Our existing bulk plants are still doing an 
invaluable job for us, but as pipe lines and direct de- 
livery grow, there is less need for the “old-type” 
bulk plant. In constructing new plants, we place 
more emphasis now on warehouses rather than liquid 
products storage. 


Q_ Then you believe pipe line terminals are 
replacing bulk plants to some extent. Is this 
correct? 

A Well, that seems to be the trend. We will still 
need our agents and our bulk plants in many areas. 
But with competition so keen, every company has to 
deliver its products as fast as possible as cheaply as 
possible. The more you handle a product, such as 
from terminal to bulk plant to service station, the 
more time and product you lose, and the more it 
costs you. There probably won’t be too many more 
new bulk plants built, but there will be a lot of pipe 
line terminals constructed. 
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“Don’t ever say something new can’t be done in 


designing stations . . 


Field Presents the Challenge’ 


Q You look for speed and efficiency in de- 
signing terminals and warehouses. What about 
service stations? What are your primary aims 
there? 

A Service station designing today is perhaps the 
most trying task for any design engineer. Of course 
we want to design and build stations which will be 
eye-appealing and will draw customers in. But there 
is just so much you can do with a small building. The 
station has to be functional, and you have to keep the 
construction costs down to make it pay out. 


Q_ How about new station designs? 

A There have been a number of new ones. Vickers 
Petroleum Co. has a new-type design in Wichita, Kan. 
(NPN—Nov. p140) which is very eye-catching. Some 
thought has been given to the possibility of building 
an all-plastic station. We have been doing quite a bit 
of experimenting in station design. The latest thing 
we are trying is colored porcelain aluminum modular 
wall panels on a station in St. Louis. 


Q_ That certainly ought to make for a colorful 
station. Do you plan to keep on using these 
colored panels in building future stations? 
A Yes, but to what extent, we don’t know yet. Sta- 
tion designing is something like automotive designing. 
You build a pilot model, then take off from it for 
your “custom” stations. The St. Louis station is a 
big outlet, bigger than we would normally build. But 
we'll probably adopt the idea on a smaller scale for 
other stations 

(Continued on page 152) 
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‘About the best you can hope for is to be 6 to 12 months 


ahead of the competition. By then, they either copy you or 


they go you one better to offset your advantage.” 


(Story begins on page 150) 


Q Are these colored panels cheaper than 
other construction materials you would nor- 
mally use? 


A They cost a little more. But, we think something 
like colored panels makes it easier for motorists to 
identify our stations, and they are cheaper to install. 
The money we save on labor offsets the higher ma- 
terial costs. If we get more customers in to a par- 
ticular station, we can afford to spend a little extra 
in its construction. In designing stations, you want to 
at least try to be a little different than the next fellow, 
hoping theteby to attract a few more customers. 


Q_ When you come up with a new station de- 
sign idea like colored panels, how long does it 
take others to catch up with you? 


A_ In this business, about the best you can hope for 
is to be six to 12 months ahead of the competition. By 
then, they either copy you or they go you one better 
to offset your advantage. And don’t ever say some- 
thing new can’t be done in designing stations. About 
the time you do, somebody will show you how. 


Q_ What about station equipment? What are 
the new ideas? 


A Probably no revolutionary ones, outside of sub- 
mersible pumps, but lots of evolutionary ones. 
Lights are better than ever, and still being improved. 
We use fluorescent lights 100% in our stations now. 

We and others have gone to Plexiglas on all our 
signs. We have found the illumination is better than 
the old signs which used incandescent or neon lights. 
And you aren’t faced with the high lamp mainte- 
nance, plus the fact you achieve sharper daytime 
legibility and general appearance. 


Q What about inside the station—lubrica- 
tion equipment, for example? 

A_ Yes, lubrication equipment is faster and easier to 
operate. But you have just mentioned something 
which is causing a few arguments in major market- 
ing planning departments these days. There are some 
who think the days of the wash and lubrication bays 
in service stations are about to end. Others think not. 
Personally, I don’t believe the day’s too far off 
when we'll see new major stations go up without wash 
and lube bays, at least where they cater to transit 
traffic. 


Q Why do you say that? Aren't the wash 
and lubrication bays paying off now? 


A Yes, most are, but not as well as they used to. 
Your fast car-wash people are doing a lot of business 
faster and cheaper than our stations can. Car manu- 
facturers are reducing the number of lubrication fit- 
tings and some, like Mercury and Lincoln, are equip- 
ping new cars with automatic lubrication equipment. 
If the latter trend continues, about all the station 
operator can hope for is oil changes. Why put in a 


bay just for that, when you can use the space for 
something else? We have equipment now that will 
suck oil out of a crankcase. It doesn’t have to be 
drained. 


Q What would station designers do with the 
“extra space’? 

A We can always use more for display and sales 
rooms. We could do a better job on rest rooms, both 
in their location in the station building and in their 
design. At least one bay could be left in the “future 
station” as a combination sales and TBA installation 
room. 


Q What about all the present stations that 
have from two to three bays? You couldn't 
abandon them. 


A_ No, but the bays could be used for small mechan- 
ical jobs, and as shops to install TBA items the 
customers buy. The whole thing boils down to this: 
It costs a lot of money to add wash and lubrication 
bays to a station, and to install equipment in them. 
If you aren’t going to get wash and lubrication busi- 
ness, you are wasting space and money. 

A lot of our private brand jobbers are showing 
us today how you can make money off a service sta- 
tion without wash and lubrication facilities. There 
are several here in Houston who sell nothing but 
gasoline, motor oils, and TBA items, and their 
stations are more successful than some of our best 
ones. Some people say “watch the majors” for mar- 
keting ideas. You can follow a good private brand 
jobber around one day and see how wrong that idea 
often is. 


Q Keeping up with design changes, testing 
new equipment, and planning new marketing 
facilities must be a big job. How many men 
do you have in your department? 


A Just three. Myself, plus two assistants. We not 
only work on new stations, terminals, warehouses, 
and so forth, but design signs for package goods. We 
manage to keep pretty busy. 


Q What do you spend most of your time on? 


A Designing retail outlets, and signs for them. In 
terminal and warehouse designing, your primary aim, 
as I said earlier, is to dream up ways to speed up the 
handling of products while cutting down on labor. 
New changes in equipment help you to do this. But 
your service stations are your contact with the public. 
They have to be functional in design, while at the 
same time attractive enough to the eye to draw the 
public in. The constant battle service station de- 
signers have is how to meet these requirements, 
while at the same time keeping costs down so the 
stations will pay out. 

I have designed grocery stores and numerous other 
kinds of buildings. No other field presents the 
challenge service station designing does. " 
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What's New in Equipment . . . 








Aluminum door 


for service stations is said to 
cost only 20% more than wood doors 
and to be practically maintenance- 
free. The Panoramic is claimed to 
permit greater see-through area _be- 
cause of new method of construction. 
Stiles, rails and muntins are keyed 
together and joined with concealed 
self-tapping screws. Any single stile 
or rail may be replaced if damaged 
without ordering an entire door sec- 
tion. Key-and-keyway construction 
also helps hold down cost. 


No welding, struts or trusses are 
used. Extruded tubular aluminum 
stiles, rails and muntins, together 
with a new type of reinforcing fin, 
are said to create the strength that 
eliminates need for steel reinforce- 
ment. New method of weather-strip- 
ping allows bottom of door to adjust 
to variations in floor. Hardware is 
cadmium plated. Overhead Door 
Corp., Hartford City, Ind. 


Circle No. 1 on coupon, page 155 





Tire gage 

. . incorporates a finely tempered 
spring construction said to improve 
accuracy and increase gage life. Fea- 
tures include red marker ring; square 
nylon bar calibrated on all four sides; 
convenient pocket clip. Milton Manu- 
facturing Co., 1900 W. Hubbard St., 
Chicago 22, Ill. 

Circle No. 2 on coupon, page 155 


Pipeline coupler 

... for portable aluminum pipelines is 
claimed to withstand working pres- 
sures up to 1,000 psi. Made of cor- 
rosion-resistant alloy, coupler has no 
threads or loose parts. Breach-acting 
jaws secure coupler with quarter turn. 
Lock screw holds against untwisting 
through line torque. Pressure-sealing 
Buna-N gasket is placed so that there 
is almost no disturbance of flow to 
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create friction loss. Available in OD 
and IPS pipe sizes. John Bean division, 
Food Machinery Corp., San Jose, 
Calif. 


Circle No. 3 on coupon, page 155 


Tank Cleaner 


. is a liquid degreasing and emulsi- 
fying compound said to be especially 
effective in removing sludge accumula- 
tion from heavy oils. Known as MM- 
17, manufacturer claim product emul- 
sifies oil spills on water and other sur- 
faces, and is useful for cleaning pipes, 
pumps and other equipment in oil 
fields, refineries, bulk terminals and on 
tankers. Flash point above 160 F. 
U. S. Coast Guard Certification No. 
281. The Daniel Co., 17 Bolt St., 
Lowell, Mass. 


Circle No. 4 on coupon, page 155 


NEWS 


New discharge hose 


. more than 250 ft. long, is said to 
be the longest continuous hose of its 
type ever constructed. First of several 
to be made for the government, the 
hose is 4” I.D. and will withstand 
pressures up to 250 psi. Hose weighs 
more than 800 Ibs. and has built-in 
brass carrying rings. Quaker Rubber 
division, H. K. Porter Co., Inc., Phila- 
delphia 24, Pa. 

Circle No. 5 on coupon, page 155 


Bead breaker 


for tubeless truck tires is said to 
enable one man to handle all sizes 
from 17.5” through 24.5”. Wheel size 
set by simple pin adjustment. It is 
claimed that the leverage of the handle 
is enough to break the tightest bead, 
thus eliminating pounding and possible 
damage to tire or rim. Bishman Manu- 
facturing Co., Osseio, Minn. 


Circle No. 6 on coupon, page 155 





New drumhead 


. has been designed especially for 
gasoline dye. Has a 2” opening sealed 
with a polyethylene disc that can be 
cut out with a penknife. Opening is 
threaded so that it can be re-sealed 
with an ordinary pipe plug. FE. /. du 
Pont de Nemours & Co., Petroleum 
Chemicals department, Wilmington 98, 
Del. 


Circle No. 7 on coupon, page 155 


New flooding nozzles 

. give a wide-angle spray pattern, 
145 deg. at 40 psi. Orifice sizes range 
from *2” to 42” diameter with flow 
rates from 4% gpm to 75 gpm. Male 
pipe thread connections from ¥%” to 
%4”. Bete Fog Nozzle, Inc., Green- 
field, Mass. 

Circle No. 8 on coupon, page 155 


(Continued on page 155) 
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Get the RIGHT SIZE for the job 


There’s a BRUNNER 


AIR COMPRESSOR that’ 
just right for your requiremen 





Yes, the complete Brunner Air Com- 
pressor line makes it possible for you 
to choose a Brunner unit that's just 
right for your requirements. 
Brunner’s famous Slow-Speed prin- 
ciple insures less wear on moving 
parts . longer life... and constant, 
dependable compressed air service. 


Ask for latest catalog describing the 
Brunner Air Compressor line. 


Brunner Manufacturing Co., Utica, N.Y. 





The Brunner Company, Gainesville, Ga. 


In Canada: Brunner Corp. (Canada) Ltd. 
Toronto, Ont. 





Brunner manufactures a complete 
line of horizontal, vertical and 
“Du-Al” Air Compressors. .. from 
4 H.P. through SO H.P... . for 
every need, and to fit any space. 


BR a ane BRUNNERIZE for dependable Air Compressor Se 
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(Continued from page 153) 


Headbolt preheater 


. is an all-metal unit using a 650- 
watt cartridge type nickel-chrome re- 
sistance wire element, fiberglass sleev- 
ing and ceramic insulation. Perma- 
nently attached cord eliminates ex- 
posed prongs. Phillips Manufacturing 
Co., Inc., 2816 Aldrich Ave., S., Min- 
neapolis 8, Minn. 


Circle No. 9 on coupon 


Dry chemical engines 
. . . in 75-lb. and 150-lb. capacity, 
added to the Fyr-Fyter line, are 
claimed to be an effective means of 
killing big flammable-liquid blazes. 
Pressurized nitrogen expels dry pow- 
der through an adjustable nozzle that 
can be set for long range or for “fan” 
stream. Underwriters’ and Factory 
Mutual Laboratories approved. The 
Fyr-Fyter Co., Dayton, Ohio. 

Circle No. 10 on coupon 


One-hander wrench 


... handles pipe up to 312” o.d. Said 
to adjust itself when set on the job 
so that no other adjustment there- 
after is required. Will work pipe laid 
flat on soil or concrete. Weight 15 Ibs. 
Price $24.95 net to users. Tec Imports, 
14525 Bessemer St., Van Nuys, Calif. 


Circle No. 11 on coupon 


Adjustable pallet racks 


. can be assembled without bolting 
or welding in single, double or multiple 
sections to any desired height. Ad- 
justable members lock in place. Rigi- 
dity is said to result from the use of 
double slots set on an angle on the 
vertical uprights. Palmer-Shile Co., 
16061 Fullerton, Detroit 27, Mich. 


Circle No. 12 on coupon 


Fire suit 


. of aluminized asbestos said to per- 
mit entry into intense heat conditions 
for short periods for rescue work or 
to close valves. Also said to be possi- 
ble to fight fires from closer range 
Air type, rather than oxygen respira- 
tor, is worn under the suit. Wheeler 
Protective Apparel, Inc., 176 W. 
Adams St., Chicago 3, Ill. 


Circle No. 13 on coupon 


Trailer paint 


... for touch-up work is manufactur- 
ed expressly for Fruehauf, and pack- 
aged in an Aerosol can. Permits trailer 
maintenance shops to restore original 
factory finish promptly, at low cost 
Available in 12-0z. cans in Fruehauf 
red, white or green. Fruehauf Trailer 
Co., Detroit 32, Mich. 

Circle No. 14 on coupon 


e FOR FURTHER INFORMATION 


Equipment 


Transmission filler 


. is designed to open sealed cans, 
round or rectangular, and to dispense 
fluid quickly, cleanly and safely. Ad 
justable pinch valve controls rate of 
flow and guards against spilling. The 
18” Neoprene hose has a brass tip at 
the pouring end and a nickel plated 
spout with a sharp steel blade at the 
can end. Plews Oiler, Inc., 701 § 
Seventh St., Minneapolis, Minn. 

Circle No. 15 on coupon 


Drive ratchet 


is designed for small working 
area. Over-all length 4%6” with maxi- 
mum head diameter 40”. Meets gov- 
ernment torque specifications and also 
said to operate under minimum ten- 
sion conditions. Ratchet dog reversible 
by thumb and forefinger without re- 
moving hand from knurled handle. 
P & C Tool Co., Box 5922, Portland 
22, Ore. 


Circle No. 16 on coupon 


Changer conversion kit 


makes it possible to use older 
model Henderson tire changers for 
14” wheels on 1957 cars (or 13” 
wheels when and if they appear). Kit 
offered as alternative to trade-in deal 
also available on new models AFS 
air-locking, or MS manual-locking tire 
changers. Big Four Industries, Inc., 
5938 Carthage Court, Cincinnati 12, 
Ohio. 


Circle No. 17 on coupon 


Payroll tax computer 


. shows withholding tax, new 24% % 
Social Security deductions (and, op- 
(Continued on next page) 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


® Readers’ Information Service 
NATIONAL PETROLEUM NEWS 


330 W. 42nd St., New York 36, N. Y. 
Your inquiry will be forwarded to the manufacturer. Void after May, 1957 
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CANADA 


fzashoy Pues 


For every size consumer- | 
| 
} 


commercial account. 
R.N.G. Oil Equipment Co., Ltd. 
4420 Iberville St., 
Montreal 34, Canada 








IOWA 





TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


3923 E. 14th St., Des Moines, lowa Amherst 2-1975 
Member National Oil Equipment Jobber Associatio: 





MISSOURI 








TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
519 Southwest Bivd KANSAS CITY 8, MO 
Baltimore 1-3568 
Member National Ol! Equipment Jobber Assoclation 








NEW JERSEY 


SERVING THE OIL INDUSTRY 


FOR 25 YEARS 


e OPW Valves and Fittings 

e Marlow Pumps 

e Blackmer Pumps 

e Erie Pumps and Equipment 





WE SERVICE THE EQUIPMENT WE SELL. 


TEN HOEVE BROTHERS 


359 Mclean Blvd., Paterson 3, N. J. 





NEW YORK 





EDWARD JOY COMPANY 


905 Canul St., Syracuse, N. Y. 
STOCKS FOR IMMEDIATE DELIVERY 


National Hose, Buckeye Valves, Hannay Hose 
Reels, Pipe G Fittings, Kellogg Air Compressor, 
Granberg Meters ¢ Pumps, Phillips Lights, 
Adamson Oj! Storage Tanks, ECO Firetiotors, 
Ever-Tite Couplers, Rectorseal Pipe Dope, 
Tokheim G Bennett Farm Pumps 


VERN CLAPP 


( Big-shot Of) 
GASOLINE & OIL EQUIPMENT DIVISION 











Oil Marketing 
Equipment Jobbers 
This !s Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York, 36, N. Y. 








(Continued from page 155) 

tionally, N. Y. State Disability), all on 
one line, tor wage brackets up to 
$250. By moving plastic slide to de- 
sired wage bracket, tax deductions may 
be copied directly without need of 
further calculation. Calcu-Tax Corp., 


19 UW . 37th St... New York 18, NX. a, ; 


Circle No. 18 on coupon, page 155 





Welded grating 


. has primary load bars of minia- 


ture I-beam design, said to combine 
DC 


claimed: rigid alignment of main load 
bars; all bars load-carrying; anti-skid 
pattern. The Globe Co., 400 S. Prince- 
ton Ave., Chicago 9, Ill. 

Circle No. 


19 on coupon, page 155 








Refreshment center house 


is an all-steel walk-in unit, with 
non-skid steel floor plate, aluminum 


roof, baked enamel exterior to match 


station colors. Now in use in some 
stations to 
help dealers centralize vending ma- 
chine operations. Ten-ft. model houses 


Esso Standard Oil Co. 


3 to 5 coin machines; 16-ft. model, 
5 to 8 machines. Factory-painted, 
shipped knocked down to dealer, 
with sign and fluorescent light. Can 


2% more structural strength with 
14% less weight. Other advantages 











OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 


Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, 0.P.W., Lincoln 
Neptune, Huffman, Goodrich. 
Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


Pittsburgh 22, Pa 


Rutledge Service Station Flood Lights 
Ges Equipment—Buckeye Valves & 
Fittings 
Granco Pumps G Meters—Air 
Compressors 


334 Bivd. of Allies 








E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 


BULK TERMINALS TRUCKS 
SERVICE STATIONS 


Member NAOEJ 





WEST VIRGINIA 





SMITH METERS 


H. H. TRUITT 


1403 8th Ave. 
Huntington 1, W. Va. 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip. 











closes for advertising 
the first of each month 
for the next month’s issue. 


REPRESENTATIVES 

at McGraw-Hill Publishing Company offices 
ATLANTA 3 
M. H. Miller 
801 Rhodes-Haverty Bidg., Walnut 5778 
BOSTON 16 
James B. Dunn, 350 Park Square Bldg., 
Hubbard 2-7160 
CHICAGO 11 
George C. Hodgson, 520 North Michigan Ave., 
Mohawk 4-5800 
CLEVELAND 15 
Walter G. Berger, 1510 Hanna Bldg., 
Superior 1-7000 
DALLAS 2 
Gordon Jones, 
1020 Adolphus Tower Bidg., Prospect 5064 
DETROIT 26 
Walter G. Berger, 856 Penobscot Bldg., 
Woodward 2-1793 
HOUSTON 25 
Douglas C. Billian, Gordon Jones, 
724 Prudential Bidg., Locust 1281 
LOS ANGELES 17 
P. S. Carberry, 1125 West Sixth St., 
Madison 6-9351 
NEW YORK 36 
James B. Dunn, 330 West 42nd St., 
Longacre 4-3000 
PHILADELPHIA 3 
Charles J. Jefferis, Architect’s Bldg., 
17th & Sansom Sts., Rittenhouse 6-0670 
SAN FRANCISCO 4 
William C. Woolston, 68 Post St., Douglas 2-4600 
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Equipment 


be assembled by two men_ using 
hand tools. Usually placed away 
from station near main traffic artery 


for double purpose of drawing extra 
traffic into the station and at same 
time easing problems of congestion, 


storage and display. Modern Metal 
Products Co., Greensboro, N.C. 
Circle No. 20 on coupon, page 155 


Largest meter 


of the 
ment type has a capacity of 


rotary positive displace- 
10,000 
bbl. per hour. Temperature-com- 
pensated and equipped with gravity 
selection, the B-700 meter in a 16” 
dual case is designed to speed tanker 
loading, line flow rate and other large 
capacity streams requiring precise 
measurement. A. O. Smith Corp., Box 
584, Milwaukee 1, Wisc. 


Circle No. 21 on coupon, page 155 





Reusable hose ends 


of compact design permit close 


coupling to conserve space. The new 
line, known as model H-69, meets 
nearly all requirements for air, fuel, 
hydraulic, grease and oil, and LP-gas 
transfer lines. Threads match S.A.E. 
and J.I.C. standards, thus eliminating 
special adapters and complicated hook- 
ups. F. A. Knapp, Weatherhead Co., 
Ft. Wayne division, Ft. Wayne, Ind. 
page 155 
158) 


Circle No. 22 on coupon, 


(Continued on page 
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Simply this, lady! 


What's a 
Roper 


it li) am fatia.< 


Pump 
got to do 


with me? 


The Roper Series 3600 Pump is the dependable unit found 


on better equipped trucks. One of these trucks calls at your home to supply 


you with fuel oil. 


Why did my dealer choose a Roper, for gracious sake? 


Not for gracious sake, but for economy’s sake. He’s like you homemakers. He 
wants to get the most quality for every dollar he spends; he wants operating 


economy as well. 


Did he have other reasons besides initial cost and operating economy 


You bet he did. 


The Roper is a quiet pump 
trade. It virtually whispers even at top speed. 


s-m-o-o-t-h as we say in the 


That means his Roper pump 


doesn’t even disturb your baby when fuel delivery is made to your home. 


Well, peace and quiet are fine, but isn't there more? 


bi ear 


and the more of it is that he can make fast, safe, efficient deliveries — 


thus more calls per day —thus more profit per week. He knows he’s using the 
best when he’s pumping with a Roper! 





ROPER SERIES 3600 PUMP 


Furnished in hi- and lo-drive 
design — 40-300 G.P.M. sizes, 
pressures to 100 P.S.I. A rotary 
with accurately machined 
iron alloy gears... close-fitting 
bronze bearings ... steel drive 
shaft . . . with mechanical seal 
— (packed box, if desired). 
Adjustable relief valve is stand- 
ard. Bulk plant units on bed- 


unit, 


plate, with or ready to receive 
motor, are also made by Roper. 





GEO. D. 
472 Blackhawk Park Ave. 
ROCKFORD, ILLINOIS 


PETROLEUM NEWS 


ROPER CORPORATION 
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* Horizontal register 

* Lighted dial face available 
¢ “Multi-level” tilted dial face 
© 51° overall height 
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Bennett 


ELECTRIC 
CONSUMER 
* PUMP 


All of the convenience, accuracy and 
dependability of world famous Bennett 
service station pumps are built into the 
new Fleet, Jr. to make every fueling job 
faster and easier on farms, estates, or 
for small fleets and industries. 


“Multi-Level” Fueling Design, new extra height and 
“tilted” dial area assure easy readability regardless of 
vehicle size or elevation of vehicle fuel tank. 

Direct drive rotary pump and motor. Adjustable com- 
pression type intake coupling. Heavy gauge steel hous- 
ing over welded chassis. Easily accessible for 
inspection and service. 


_ SMALL FLEETS: FARMS: ESTATES - INDUSTRY 


Joun Woop ComPANY 


IN CANADA: JOHN WOOD COMPANY LIMITED 


Toronto * Montreal * Winnipeg * Vancouver 


Muskegon, Michigan 





Bennett Pump Division 
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Literature ... 





Loader assemblies 

. are described in a new catalog 
containing technical data and servicing 
instructions. Loader No. 462 and 
460LR, available 3” and 4” sizes, in- 
clude two swing joints equipped with 
Timken tapered roller bearings and 
packed with “O” ring seals operating 
against heavy chrome surfaces. Fully 
extended length of the 460LR is 
13’6”. Oil Equipment Manufacturing 
Co., 3100 Vermont Ave., Louisville, 
Ky. 

Circle No. 23 on coupon, page 155 


Long-decked trucks 

. . . designed especially for handling 
large-diameter tubing, heavy poles and 
beams are covered in a new folder. 
Offset, one-man seat gives 34 sq. ft. 
of added floor area, better balance and 
weight distribution. The White Util-I- 
Deck truck, developed from the White 
3000 cab, plus a special body designed 
by Meyer-Pollock of Pottstown, Pa., 
is available in all model 3000 chassis 
sizes, both tandem and single axle 
trucks. The White Motor Co., Cleve- 
land 1, Ohio. 


Circle No. 24 on coupon, page 155 


Legal loads 


. for trucks and trailers may be 
looked up quickly in a handy-size re- 
ference booklet. A page for each state 
presents in tabular form an interpreta- 
tion of the truck and trailer size and 
weight restrictions. The Four Wheel 
Drive Auto Co., Clintonville, Wisc. 

Circle No. 25 on coupon, page 155 


Tune-up charts 

. covering all 1956 passenger cars 
are now available. Charts contain exact 
factory specifications, latest engineer- 
ing changes, and standards of adjust- 
ment. Also included are specifications 
on many of the ignition and carbure- 
tor power packages furnished as spe- 
cial equipment on 1956 models. A 
special feature is a chart booklet 
covering 1956 wiring diagrams. Price 
of the 1956 series including the wiring 
diagram booklet is $3. Automotive 
Electric Assn., 16223 Meyers Rd., 
Detroit 35, Mich. 


Circle No. 26 on coupon, page 155 


Manufacturers .. . 





The San Francisco and Detroit of- 
fices of Bennett Pump division, John 
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Equipment 


Wood Co., are now in new and larger 
quarters. The San Francisco sales 
office and warehouse are now in a new 
building at 1684 Rollins Rd., Burlin- 
game, Calif., with a new telephone 
number, Oxford 7-5376. The office is 
headquarters for P. L. Mott, manager 
of the San Francisco district covering 
central and northern California and 
western Nevada. 

Bennett’s Detroit office and ware- 
house is now at 15145 W. McNichols, 
) Detroit 35. New telephone is Vermont 
| 6-7038 and 6-7039. E. R. Finan is 
manager of the district, serving south- 
ern Michigan and northern Illinois, 
Indiana and Ohio. 


The Ardmore Products division, 
Amco Corp., is now located in a new 
plant at 1825 Shermer Rd., North- 
brook, Ill. About 30 people are em- 
ployed in the 30,000 sq. ft. of factory 
and office space. In addition to hose 
reels for the petroleum industry, Ard- 
more makes reels for agriculture, 
forestry, mosquito control, fire fight- 
ing and industrial and military use. 
Key personnel at Ardmore include J. 
L. Cummings, manager; M. J. Healy, 
sales manager; W. W. Kurns, chief 
engineer; and C. W. Jones, assistant 
manager. 


Aro Equipment Corp’s New York 
branch is now in new quarters at 59-01 
37th Ave., Woodside. New telephone 
is TWining 9-2200. Hal Fryer, district 
manager, says the business outgrew its 
4 old space in Long Island City. This 
Aro branch contracts to install the 
lubrication equipment it sells. A six- 
man crew, equipped with three trucks 
and a station wagon, takes care of in- 
) stallation work and service. The new 
quarters provide more room for the 
service department, more office space 
$ for the five-man sales crew, larger 
t parts and inventory, plus a showroom 
with space for sales and service clinics. 


a 
: Firestone plans to build a new plant 
in Noblesville, Ind., for the production 
‘ of rubber air springs, for trucks and 
F passenger cars. The air springs, to be 
marketed under the trade name of 

e ‘ se 

Firestone Airide, are scheduled to go 
: into volume production in July, 1957. 

o 
Hamilton Rubber Manufacturing 
5 Co., Trenton, N. J., has completed a 
new warehouse and sales office at 649 
Ponders Ave., N. W., Atlanta, Ga. 
From this point it will be possible to 
. make one-day deliveries in Georgia, 
n (Continued on page 160) 
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| The Best | 
Only AV E R-Tl T E Quick ed 
can make all these claims 


Superior quality 
—precision machined 


Uniform wall thickness 


—no weak spots 


Extra heavy reinforcing rim 





Larger diameter cam ears 
for longer service life 















Extra ~ 
Hi-Strength Stainless 
forged Steel pins 
handles —greater 
—greater safety and 
t economy longer 
service 


Uniform heavy wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 





Superior quality 
—precision machined 
—accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 


YOUR BEST BUY 
IN SOLVENT REFINED 
ADDITIVE TYPE MOTOR OIL 








Another 
Father-and-Son 
RICHFIELD 
Distributor 
Team 


GOOD POINT: Sam Gelfer, partner with Jeff Obrist, of the Westchester Service Oil Com- 
pany, Inc., Yonkers, New York, registers a point with his son, Monty, as tank wagon driver 
delivers gasoline to service station. Sam and Monty are Independent Richfield Distributors. 


“My son’s tuture is set” 


says Sam Gelfer, of Westchester Service Oil Co.. 
20 years an Independent Richfield Distributor 


“When I first became an Independent Richfield Distributor” observes 
Sam Gelfer, “my son, Monty, was too young to know what he wanted 
to be, career-wise. Today, in business with me, he would like to step 
into my shoes when I retire. He forsees a glowing future, with inde- 


pendence and security. as a Richfield Distributor.” 


‘Another reason Monty wants to continue with the Richfield Eagle is 
the marvelous cooperation we get from Richfield in advertising, mer- 
chandising and otherwise. Believe me, it's mighty gratifying to just 
pick up the phone and be able te talk over a problem with any Richfield 
executive. And Richfield never competes with its Distributors. Do | 


recommend a Richfield Distributorship to any man? | sure do!” 


WHY WAIT? Find out for yourself all the benefits of becoming an 


Independent Richfield Distributor, Write, wire or phone us. Now! 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 











(Continued from page 159) 
Alabama, North and South Carolina, 
and Tennessee. In addition to rubber 
hose, the company makes a line of 
belting, sheet packing, tubing and 
molded products 


Personnel ... 





Fred W. Swanson, Jr., was elected 
chairman of the board of Globe Hoist 
Co. following the retirement of his 
father, F. W. Swanson, Sr. Swanson, 
Jr., will also serve as executive head 
of the parent organization, Globe 
Machinery and Supply Co., a mill sup- 
ply firm. Shortly after his retirement, 
71-year-old Swanson, Sr., founder of 
Globe Hoist, died in Des Moines. 

e 

Reginald Kennard is a new field 
representative for the Industrial divi- 
sion, Warner Electric Brake & Clutch 
Co., Beloit, Wisc. Kennard came to 
Warner from the industrial sales de- 
partment of the Aero Sales Co., 
Mineola, N. Y. He will make his head- 
quarters in Washington, D. C. 





White Little 


Floyd A. White, Jr., was recently 
named sales manager of the southeast- 
ern region for the Vulcan Steel Con- 
tainer Co., Birmingham. He is in 
charge of sales of pails and drums, 
and supervises district sales offices and 
warehouses in Tennessee, Georgia, 
North and South Carolina, Virginia 
and Florida. 

Charles B. Little was named sales 
manager of the Southwestern region 
for Vulcan and is responsible for sales 
and warehouse supervision in Louis- 
iana, South Mississippi, Texas, Ar- 
kansas and Oklahoma. Both White and 
Little make their headquarters at 
main office in Birmingham, Ala. 

e 

A. O. Smith Corp. has elected three 
new officers: U. T. Kuechle, who has 
been automotive sales manager since 
1954, becomes a vice president. Roy 
A. Dingman, who joined the company 


Serving the Eastern Seaboard from Maine through Florida | in April, 1956, as director of industrial 
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Equipment 


relations, is also a new vice president. 
Robert A. Rietz, has been named as- 
sistant secretary. He came to the 
company in 1948 from Cornell and 
the University of Wisconsin. 
e 
P. W. Engels, Shell Oil Co., is the 
new chairman of the operations and 
engineering committee of the Amer- 
ican Petroleum Institute’s marketing 
division. He succeeds M. M. Beckes, 
Socony Mobil Oil Co. Engels has 
served as vice chairman of the com- 
mittee since it was organized by API 
in 1954. He is manager of marketing 
operations for Shell. 
e 
C. Lawrence 
Schneider, execu- 
tive vice president 
in charge of fleet 
sales for Frue- 
hauf Trailer Co., 
has transferred 
his headquarters 
from Detroit to 
2553 Archer 
Ave., Chicago. 
Schneider, who 
has been with 
Fruehauf since 1920, was formerly 
located in Chicago as branch manager 
and later as regional vice president. 
Present move is being made because of 
growing concentration of truck fleet 
headquarters in the Chicago area. 
® 





Schneider 


Harrison Van 
Aken, Jr., has 
been named gen- 
eral manager of 
the newly created 
General Electric 
Communication 
Products depart- 
ment. He was 
formerly head of 
the Communica- 
tion Equipment 
section, now ab- 
sorbed in the new department, re- 
sponsible for the manufacture and 
sale of mobile radio and other com- 
munication systems. 

e 

George M. Hale, Little Rock dis- 
trict sales manager for Bennett Pump 
division, John Wood Co., has retired 
after 30 years of service to the petro- 
leum industry. Bennett is now repre- 
sented in Arkansas by Rittiner Equip- 
ment Co., 320 W. Sixth St., Little 
Rock. Staff consists of G. M. Rittiner, 
Blair G. Rittiner, Perrin Rittiner and 
Mrs. Maxie Shoffner. An extensive 
parts inventory will be maintained at 
the new office, with 24-hour service on 
tap for customers. s 





Van Aken 
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.. .with this rugged 
QUAKER HOSE 


Lightweight and ideal for suction as well 
as discharge, this hose is non-collapsible, 
with small outside diameter and high 
flexibility. Full opening is maintained in 
any position to assure even flow. 

Tube resists damage by petroleum 
products and aromatic fuels. Cover stands 
up to oil, sunlight, abrasion. Reinforced 
with spring steel wire and high tensile 
tayon. Couplings can be grounded to 


reinforcing wire. Available in lengths up 
to 50 feet at your nearby Quaker-Quaker 
Pioneer distributor. For free brochure, 
write: 


H. K. Porter Company, Inc., 

Quaker Rubber Division, 
Philadelphia 24, Pa. 

or Quaker Pioneer Rubber Division, 
Pittsburg, Calif. 


QUAKER RUBBER DIVISION 





HKP ex: PIONEER RUBBER DIVISION 
H. K. PORTER COMPANY, INC. 
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Markets and Prices 


Outlook: Unsettled Prices 


Suez crisis and crude price hike mean troublesome 
markets and new headaches. One big one: Can light 
fuels absorb their share of the general advances? 


This winter shows every promise of 
being one of the longest-remembered 
in the oil industry. 

First the Suez crisis threw kinks into 
supply and transportation that pro- 
duced problems felt to the heart of the 
Midwest. Then if any oil man doubts 
that his industry is woven in tightly 
with international affairs, he has the 
January 3 crude hike of 35¢ that 
promises to keep wholesale and retail 
prices in flux for many weeks, or more 
likely, months. 

Most jobbers and small refiners at 
mid-January were looking ahead to a 
rough-and-tumble time for products 
before prices finally shake down. 

Barring a miracle, they say, gasoline 
prices will be unsettled for many 
months. Few marketing men believe in 
miracles and prefer to take the tough- 
minded outlook that without a drastic 
cut in gasoline stocks, price troubles 
will be an everyday thing to contend 
with in many areas. This means retail 
price wars in those highly competitive 
and big markets where it doesn’t take 
much to touch off a fight among 
private branders. 

This, of course, spells trouble for 
branded jobbers trying to hold a mar- 
gin that is based on tank wagon prices. 
It means also that private branders 
will be extra sensitive to any threat to 
break down their “point-nine” (staying 
0.1¢ under full cent, such as 29.9¢) 
pricing methods and private stamps. 
And it spells real trouble for the inde- 
pendent refiner who supplies the pri- 
vate brander because this refiner has to 
count on higher prices for gasoline 
these coming months if he is to make 
up for higher crude prices. 

The big question in late January, of 
course, was whether light fuels would 
hold the increase they should take in 
order to absorb their fair share of the 
advance in crude. Some marketers 
shook their heads in doubt, since mild 
weather already had softened prices in 
some domestic markets, notably Chi- 
cago, at a time when distillate fuels 
should be firmest. 

Heavy fuel, with the most market 
strength of any fuel from the crude 
barrel, appeared most able to stand a 
hike in price. But many marketers al- 
most visibly cringed from _ passing 
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along an increase to consumers. They 
remembered their hassle with steel 
people—probably the toughest of all 
buyers—a few months back when steel 
demanded a price cut on an “or else” 
basis. 

The crude hike itself, although ex- 
pected, came earlier than many had 
anticipated when Humble _ kicked 
things off January 3 with advances in 
Texas crudes ranging from 25¢ to 45¢ 
a bbl. Reflecting the Suez crisis and 
its effect on supply and transportation, 
Humble said it would pay 45¢ higher 
prices for crudes near deepwater and 
25¢ more for the crudes farthest from 
the coast. 

Humble’s president, Hines Baker, 
said that “immediate cause of this price 
change is a sharp increase in demand 
for domestic crude oil, particularly in 
Texas, that has developed since the 
flow of Middle East crude oil to the 
East Coast was drastically curtailed by 
recent events. Humble has been un- 
able to secure its requirements at 
former prices.” 

Following the Suez fracas, Humble 
had been buying nearly 600,000 b/d of 
Texas crudes. Continental Oil, next 
to advance prices it would pay for 
crude, spread the advance from Texas 
oils over into New Mexico. Subse- 
quent advances by other buyers spread 
the increases to Mid-Continent, Illinois 
and Rocky Mountain areas and the 
clincher came when Sun, Sinclair, 
Gulf, Magnolia, Atlantic, Pure, Stan- 
olind, and Cities Service Co.—all big 
buyers—met the advance. 

Higher crude prices immediately 
threw into the laps of Gulf Coast re- 
finers the problem of how to apportion 
higher costs for raw material over in- 
dividual products. Whatever was done 
had to face the test of time and buyer 
reaction. 

Gasoline, most agreed, would have 
to carry a big share of the 35¢ hike, 
but gasoline stocks were excessive, 
prices soft. In addition it was “off sea- 
son” for increases in this product. 

Bunker oil, it was generally con- 
ceded, could stand an advance as far 
as the spot market was concerned 
because open market offerings Jan- 
uary-March were neglible. 

Distillates, however, while strong at 


for Weeks 


the Gulf because of foreign demand, 
were likely to bring sharp negative re- 
action from Northern jobbers and ter- 
minal operators if prices were hiked. 
Northern distillate markets were being 
hurt by a mild December and prices 
actually were being cut in some areas 
to keep product moving. 

Shortly after announcing it had met 
the crude advance, D-X Sunray Oil 
Co.—in what turned out to be a trend- 
setter—came forward with a statement 
that the company also was upping bv 
1¢ per gal. its wholesale prices at its 
refineries for all grades of gaoline, 
burning oils, kerosine and diesel fuels. 
Company boosted its price for No. 6 
fuel 35¢ bbl. 

Market highlights in the various dis- 
tricts at mid-month: 

Gulf Coast—Higher octane grades 
of gasoline, 90 octane to 98 octane in- 
clusive, were up 0.25¢ on the range 
lows. It was these grades that some re- 
finers felt might not take the advance. 
Middle grades of regular gasoline 
84 and 87 octane products—moved 
up 0.625¢ on the lows, while 83 and 
79 octane gasoline advanced 0.5¢ 
Leaded 70-72 octane product was up 
0.375¢. 

Kerosine and No. 2 fuel moved up 
0.75¢ on the lows and three grades of 
diesel fuel moved 0.625¢ higher. Low- 
sulfur Bunker oil went to $3.05 bbl. 
on the low side. 

Midwest — Standard of Indiana 
touched things off in its 15-state mar- 
keting area with a i¢ gal. increase to 
dealers and consumers that covered all 
products. Increase, effective Jan. 10, 
was on gasoline, kerosine, domestic 
heating oils and diesel fuels. While it 
appeared that a number of river ter- 
minal operators were dragging their 
feet in advancing their prices to the 
trade, it was considered “only a mat- 
ter of time” before replacement inven- 
tories at higher prices would neces- 
sitate an advance to cover higher costs. 

Atlantic Coast—Esso Standard Oil 
Co. advanced its posted prices for mo- 
tor fuels and middle distillates 1¢ a 
gal. in 17 states and the District of 
Columbia, effective Jan. 10. 

Mid-Continent At NPN press 
time, many refiners had not changed 
their wholesale prices, apparently to 
see how others would spread higher 
crude prices over the various products. 

Western Penna—Cylinder stocks re- 
mained tight here and other lubricants 
were closely held. Prices unchanged. @ 
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Refinery and Terminal Prices 





MOTOR GASOLINE 












Gulf Coast Cargoes Jan, 14 Dec. 21 
98 oct. pren x(2 3.514.375 5 2)13.25-13.5 
97 oct. prem K(2)13.25-14.25 4)1 6.5 
95 oct. pr ) 5 5 2)1 5 
93 oct. prem l 
92 oct, re Z 5 é i 75 - 
90 oct. reg 3) 
8/ oct, reg l 4 (2) 
84 oct. reg l 5 7 10.5 
83 oct. reg 10.375-11.25x 10.625x 9.875-10.25 9.875-10.25 
79 oct, reg 10.125-10.5x x10.125-10.375x 9.625-9.875 9.625-9.875 
70-72 oct. M 

aded 2)9.75-10,25(2 3)9.75-10.25 9.375-9.75(3) 9.375-9.75(3 
Pom fy ) x \ , 20x t 9.40 Y.310°9.10 
97 oct prem x20 19 19 19 
G1 oet reg x15.7-16.5x 15.5 15.5 15.5 
Baltimore, Ma. 
97 oct pren «17.8 16.8 16.8 16.8 
15 oct. prem x15.9 14.9 14.9 14.9 
Ot oct. prem x14.1-14.3x 13.1-13.3 13.1-13 13.1-13.3 
BO vet. reg xl44 13.1-13.4 13.1-13.4 13.1-13.4 
Souten, Mass. 

t. pre 14.4-16.9 14. 4-16.9 1 4-16.9 x14.4-16.9 
95 oct. pr 14.4-16.9 14. 4-16. 14.4-16.9 xl4.4-16.9 
91 oct. prem 12.4-15.2 12.4-15.2 12. 4-15.2 x12.4-15.2 
90 oct. reg 12.4-15.1x 12.4-14.4 12.4-14.4 x12.4-14.4x 
Buffalo, N. 
95 oct prem x19.4 18.6 18 6 18.6 
90 oct reg x16.9 16.1 16.1 16.1 
Chariteston, S. C. 
96 oct. prem 15.95-17.45x 14.95-16.45 14.95-16.45 14.95-16.45 
93 oct. prem «15.3 14.3 14.3 14.3 
89 oct. reg x13.4-13.95 (2)12.95-13.4 (2)12.95-13.4 (2)12.95-13.4 
87 oct. reg x13.95 12.95 12.95 12.95 
Chicago, it 
97 oct. prem x(5 (5)14-14.5(2) 
96 oct. prem x(5 13.75(5) 
95 oct. prem «14.75 13.75 
94 oct. prem x(3)14.5x« 13. 5(2)x 
91 oct. reg - ¥(5)13.25-13.5x  (4)12.25-12.625x 
89 oct. reg x(6) 13-13.25x (5)12-12.5 
88 oct. reg x(2)13 (2)12-i2. 125x 
86 oct. reg x12.75-12.875x 11 75-12 
Corpus Christi, Tex. 
96 oct prem 14.5-15.5 14.5-15.5 14.5-15.5 14.5-15.5 
89 oct reg 12(2) 12(2) 12(2) 12(2) 
Houston, Tex. 
96 oct prem 14.25-15.25(2) 14.25-15.25(2) 25-15.25 14.25-15.25 
89 oct. reg (2)11.75-13.25 (2)11.75-13.25x ()iL75-12.25 (2) 11.75-12,.25 


Jacksonville, Fla. 


96 oct. prem 15 " ‘a 65 15. 4-16.65 15. 4-16.65 15. 4-16.65 
93 oct. prem 15 15.15 15.15 15.15 

89 oct. reg... (4) 189. 14.9x 13.9(7) 13.9(7) 13.9(7) 

7 oct. reg... 13.4 13.4 13.4 13.4 
Miami, Fla. 

96 oct. prem x16.65 15.65 15.65 15.65 

93 oct. prem... 15.15 15.15 15.15 15.15 

®9 oct. reg 13.9 13.9 13.9 13.9 

87 oct, reg... 13.4 13.4 13.4 13.4 


Mols.-St. Paul, Minn. 
96 oct. prem x(3)15 5- 15.62. 


(3)14-14.125(2) x(3)1 





88 oct. reg x(3)13.75-13 (3)12.25-12.375(2)x(3) 

Mobile, Ala. 

96 oct prem. . 15.6-16.6 15.6-16 

89 oct reg..... 13.6(2) 13.6(2) 

New Haven, Conn. 

97 oct prem x18.7 17.7(2) 17.7(2) 17.7(2) 

91 oct reg... «16.2 15. 2(2) 15. 2(2) 15.2(2) 
New Orleans, La. 

96 oct prem... “17.7 16.7 16.7 16.7 

89 oct reg x14.2 13.2 13.2 13.2 
Norfolk Va. . 

97 oct. prem. x16.7-18.3x +, 15.7-17.3 15.7-17.3 15.7-17.3 
95 oct. prem xi6.05 15.05 15.05 15.05 

91 oct. reg x14.7(2) 13.7(2) 13.7(2) 13.7(2) 

90 oct. reg... x14.55 13.55 13.55 13.55 
Pensacola, Fila. 

96 oct. preim 15.55-16.45x« 15. 45-15.55 15.45-15.55 15.45-15.55 
93 oct. prem. 15.05 15.05 15.05 15.05 

89 oct. reg....... x13.8-14.7x 13.7-13.8 13.7-13.8 13.7-13.8 
7 oct. reg iP 13.3 13.3 13.3 13.3 
Philadelphia, Pa. 

97 oct prem.... 17.2-17.3 17.2-17.3 17.2-17.3 17.2-17.3 

91 oct reg....... 13.7-14.8 13.7-14.8 13.7-14.8 13.7-14.1 
Pt. Everglades, Fla. 

96 oct. prem x16, 05-16, 66(3) 15.05-16.65 15.05-16.65 15.05-16.65 
93 oct. prem 15.15 15.15 15.15 15.18 

89 oct. reg x(4)1 ; 9-14. 9x 13.3-13.9(5 13.3-13.9(5) 13.3~13.9(5) 
87 oct. reg 13 13.4 13.4 13.4 





MOTOR GASOLINE 
Jan. 14 Jan. 7 Dec. 31 Dec. 21 
Providence, R. |. 
91 oct reg...... 15.2 15.2 15.2 15.3 
Savannah, Ga. 
96 oct prem 
89 oct reg 


Tampa, Fla. 


15.05-16.9 
13.3-13.9(4) 


15.05-16.9 
13.3-13.9(4) 


15.05-16.9 
13.3-13.9(4) 


15.05-16.9 
13.3-13.9(4) 








96 oct. prem 14.95-16.55  14.95-16.55 —-14.95-16.55 14. 95-16.55 
93 oct. prem 15.05 15.05 15.05 15.05 

89 oct. reg x(4)13.8-14.2« 13.2-13.8(5) 13.2-13.8(5) 13.2-13.8(5) 
87 oct. reg 13.3 13.3 13.3 13.3 
Wilmington, N. C. 

96 oct. prem 14.02-17.35x 14.02-16.35 14.02-16.35 14.02-16.35 
93 oct. prem 13 35- — 13.35-13.65 13.35-13.65 13.35-13 65 
89 oct. reg. 12.5 J-13.85x 12.52-13.2 12.52-13.2 12.52-13 2 
7 oct. reg 12.27-13.3x 12.27-12.3 12.27-12.3 12.27-12.3 
Okla. (Okla. Shpt.) 

96 oct prem... 13. 25-15 13. 25-15 13.25-15 

388 oct. reg (4) 3 4)11.75-13x 6)11.75-12(2) (6)11.75-12(2 
60 oct M & be low x11. 1D 12 ‘28x 10. 75-12x 10.75-11.125 10.75-11.125 


Okla. Group 3 we shot.) 
96 oct prem : )13.5-14.75 
88 oct. reg (5) 11.5-12.75 
60 oct. M & below x10.875-12 
N, Tex. (Tex. & New Mex. shpt.) 


3)13.25-14.75x (4) 13.25-14.5 (4)13.25-14.5 
(5)11.5-12.75(2)x (6)11.5-11.75(2) (6)11.5-11.75(2) 
10. 5-12x 10.5-11 10.5-11 

















97 oet. prem . ¥15-16.3 xl4 25 16 3x 13.75-15.3 15.3 
95 oct. prem 15-15.55 13.75-14.55 14.55 
88 oct. reg. (2)13.25-14.25 (2)12.25-13.25 13.25 
86 oct. reg x13.25-14 12.25-13 13 
84 oct. reg. %13.25-13.75x 12.25-12.5 12.5 
60 oct. M & below x11.875-13.5 10.75-12.5 12.5 
W. Tex. (Tex. & New Men. aaa 

97 oct. prem 14.875 14.875 

95 oct. prem 15-1 5 12 5 14-14. 125 x14-14.125 
S38 oct. reg. 14 13 13 

86 oct. reg. 13.75-13.5 12.5-12.75 x12 2.75 
84 oct. reg. (2)13.25 12.25(2 12 2) 
60 oct. M & below 12.5-13.2 11.5-12.25 11 2.25 
E. Tex. (Truck transport lots) 

97 oct prem 15-15.25(¢ (3)14-14.25 (3)14-14.25 
88 oct reg. . 3-13.5xK 12-12.5 12-12.5 
86 oct reg. 3.78 12-12.75 12-12. 7! 
84 oct reg. . ‘ 5 12-12.5 12-12 

60 oct M & below 11.5-12 11.5(3) 11.5(3 
Cent. W. Tex. (Truck eg lots) 

97 oct. prem ‘ l x15.875 14.875 14.875 

95 oct. prem 15 128 x15.125 14.125 14.125 

88 oct. reg. 14 xl4 13 13 

86 oct. reg....... 13.5 x13.5 12.5 12.5 

84 oct. reg 13.25 13.25 12.25 12.25 

60 oct. M & below 13.25 x13. 25 12.25 12.25 
Ark. (For shpt. to — ¥ oo ) 

94 oct prem 13.25 13 25 13 25 

92 oct prem...... 1137 12.75 12.75 12 75 

86 oct reg...... «12.75 11.75 11.75 1.7! 

84 oct reg....... x12.5 11.5 11.5 11.5 


Kans. (For Kans. ee only) 

96 oct. prem... 3.5-14.75(2)x (4)13.5-13.75 (4)13.5-13.75 (4)13.5 
88 oct. reg. ; (IL 7-13x (5)11.75-12 5)11.75-12 5)11 
96 oct. reg.. 25 11.25 11.25 il 

60 oct. M & below (2) 107 5-12.125x (2)10.75-11.125 (2)10.75-11.125 = (2) 11 7. 11,125 


Western Penna. 7 Warren: 
4.75 





94 oct prem : 14.75 14.75 14.75 

88 oct reg....... 13 5-14.7 18,5-14.7 13.5-14.7 13.5-14.7 
Oil City: 

94 oct prem.. 14.5-15 14.5-15 14.5-15 14.5-15 
88 oct reg... 13-13.5 13-13.5 13-13.5 13-13.5 
Pittsburgh: 

94 oct prem...... 15.4 15.4 15.4 15.4 

88 oct reg. 13.65 13.65 13.65 13.65 
Ohio- Quotation of . ~ Ohio for delivery to Ohio points: 

90 oct. reg....... 14 14 x14 
Central Michigan 

94 oct. prem... x(5)16-16.25 15-15.25(5) 15-15. 25(5) 15-15.25(5) 
90 oct. reg ‘ x(5)14-14.5 (2)13-13 .5(4) 2)13-13.5(4) 2)13-13.5(4) 
California Los Angeles District: 

Rack: : 
96 oct. prem..... 15.1(7) 15.1(7 15.1(7 15.1(7) 
93 oct. prem 14. 1(7) 14.1(7 14.1(7 14.1(7) 
84 oct. reg 13.1(7) 13.1(7 13.1(7) 13.1(7) 
Tank Car: 

96 oct. prem i 15.1(5) 15.15 15.1(5) 15. 1(5) 
93 oct. prem 14.1(6) 14. 1(6) 14.1(6) 14. 1(6) 
£4 oct. reg. 13.1(6) 13. 1(6) 13.1(6 13.1(6 
Tank Truck (400 ale - more) 

98 oct prem...... 9.4 19.4 194 19 4 

84 oct reg....... 18 4 16.4 16.4 16.4 

San Francisco District: 

96 oct prem...... 19.9 19.9 19.9 19.9 

84 oct reg.... 16.9 16.9 16.9 16.9 





Refinery and terminal prices herewith are reproduced from Platt’s Oilgram 
Price Service, a daily publication associated with N 

Prices shown in refinery and terminal tables are sales prices, or quota 
tions, or general offers, or posted prices, reported by refiners, by product 
pipe ine terminal operators, by river terminal operators, and tanker 
terminal operators, for ‘current sales and shipments, except as otherwise 
specified 

Following types of prices are not for “open spot” transactions and 
therefore are not included in price tables: Prices arrived at by discounts 
off a specified price; “market date-of-shipment” prices; prices named in 
contracts; prices arrived at in actordance with arrangements made prior 
to date of sale. Prices made to brokers, and prices in inter-refinery trans 
actions, also are not considered in the tables except as noted below. 

Prices shown are for quantities in bulk such as tank car lots, or truck 
transport lots or barge lots. Prices applying only to barge lots, or cargo lots, 
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ir truck transport lots, are so designated. Prices are in cents per gallon, 
except wax and trolatums in cents per pound, and where do! r¢ 3 
is shown, in dollars per barrel of 42 id S. gallons. Prices do not include 
taxes or inspection fees. 

Prices are for crude oil and products lawfully produced and transported; 
reported as received by Oilgram and NATIONAL Peraenaun News but not 
guaranteed; for subscribers’ private use only and not for resale or distribu- 
tion or publication. 

Gulf Coast cargo prices are by refiners selling or quoting to other refineries, 
onpers agents or to large tanker terminal operators. 

Gasoline octane ratings are 18 ASTM Research Method and are minimum 
atings, except where letter ‘ is used to indicate the octane rating is by 
ASTM Motor Method 

Parenthetical figures indicate number of companies quoting when two or 

more quoted the price shown. Letter ““X" indicates price change. 
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Gulf Coast Cargoes 


4i- 13 w w. kero 





43- 47 d.i. gas oil. 

Bunker C fuel 

Bunker C fuel, 
max 1% sulfur 


Albany, N. Y. 

Kerosine/No. 1.. 

No. 2 fuel 

Diesel oil, shore, 
plants 

No. 4 fuel. . 

No. 6 fuel, no sulf 


Baltimore, Md. 
Kerosine/No. t. 
do barges. 

No, 2 fuel. . 
do barges. 
Diesel oil, shore 
plants 
No. 4 fuel. . 
do barges... . 
No. 5 fuel. 
do barges. . . 
No. 6 fuel, no sulf, 
guar 
do barges... 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers 
Bunker C, 


Baton Rouge, La 


x 
x 
x 

. .¥(2)10.125-10.625 
x 
x 


DISTILLATES & FUELS 


Jan. 14 
2)10.5-11 
3)10-10.5 
9 f 


)10.25-10.75 


2)10-10.5 
$2.75-3.00 
x$3.05(2 
(3) 11.7-12.7(7)x 
(4)11.1-12.1(7)x 


(3) 11.5-12.5(2) 
x$4.45-4 76x 


$3. 28-3. 63x 


(4) 11.5-12.5(4)x 


. (3)11.25-12.25(3)x 


(6)10.9-11.9(6)x 

(2)10.65-11.65(5)x 
(2) 11.3-12.3(2)x 

$3. 86(2) 

$3.80 

$3. 63(2) 
3.57(2) 


(4)$3 08-3. 43x 
(4)$3.05-3. 40x 


$4. 60(4) 


$4. 48(3) 


bunkers $3.05(4) 


Kerosine/No. 1... x11.3 
No 2 fuel x10.75 
Diesel oi!, shore 

plants ' xil.1 
No. 5 fuel $3.01 
No. 6 fuel, no sulf 

guar $2 48 

do barges...... $2.45 
— Diesel, 

unkers $4.03--4.45x 

Heavy Diesel, 

bunkers....... x$4.19 
Bunker C, bunkers $2.45(2) 
Boston, Mass. 
Kerosine/No. 1... (4)11 ~ 12.6(12 
No. 2 fuel (4)11-12(12)x 
Diesel oil, shore 

plants .. (2)11,.4-12.4(2)x 
No. 5 fuel .. $3.80(5)c 
No. 6 fuel, no sulf. 

guar. (4)$3.11-3.46xd 


do barges 
Light Diesel, 
bunkers 


(4)$3.08-3.43x 


$4.64-5.06x 


Bunker C, bunkers(5)$3.08-3.43x 


Buffalo, N. Y. 
Kerosine(a). 
Diesel fuel(a) 
No. 2 fuel(a).. 
No. 5 fuel... 
No. 6 fuel 


(a) Prices of some sellers to bulk commercial consumers are 0.15¢ higher than prices sh own 


Charleston, S. C 

gy No. 1. 
No. 2 fuel... 

Diesel oil, shore 
plants 

No. 6 fuel, no sulf 


guar 0:66 


do barges... . 
Light Diesel 
bunkers 


Bunker C, bunkers( 


Chicago, Hl. 
Range oil/No. 1 
No. 2 fuel 
No. 5 fuel, lov 
sulfur 
No 5 fuel, high 
sulfur 
No. 6 fuel, low 
sulfur 
No. 6 fuel, 
sulfur... 
Cleveland, Ohio 


No. 5 fuel. .... 
No. 6 fuel 


high 


5( 
05(3)x 


x10.3-Li. Ix 


1.3-12.3(4)x 
(2)10.9-11.9(4)x 
11-12(2)x 
$2.99-3 34x 
2)$2.96-3.31x 
x$4_ 89x 
3)$2.96-3.31x 


12-12. 65x 
(7) 11.25-11.65x 


x11.35* 
x10.7* 


*_delivered Cleveland. 


Corpus Christi, Tex. 


No. 6 fuel, no sulf. 


Bunker C, bunkers 


Detroit, Mich. 
Diese! oi! 


No. 1 fuel....... 1: 


No. 2 fuel. .. 
No. 5 fuel... 
No. 6 fuel. 


(c)Some eupeliens pore 2. 75 bbl. to resellers only 


resellers only. 


$2.53 
$2.50-2.60 
$2.50-2.60 





3.55(3)x 
(2? 


Jan. 7 
x10.25-11x 
x9. 75-10. 5x 
x10.125-10.75x 
x10-10. 625x 
x9. 875-10.5x 
2.40-3.00x 


x$3.00-3.05 


Dec. 31 
(2)9.75-10(4) 

9. 25-9 75 
9.625-9.875 
9.5-9.625(4) 
9.375-9.5(3) 
$2. 40-2. 80 








2. 60-2. 75(2 


Dec. 21 


(2)9.75-10(4) 


(3)9.25-9.75 


9.625-9.875 


9.5-9.625(4) 
9.375-9.5(3) 
$2.40-2.80 


$2. 60-2 .75(2 


11.7(10) 11.7(10) 11.7(10) 
11.111) 11.1(i1) LL. 1¢11) 
11.5(5) 11.5(5) 11.5(5) 
$4.36-4.45 $4.36-4.45 $4.36-4.45 
$3.28(2) $3.28(2) $3.28(2) 
11.5(8) 11.5(8) 11.5(8) 
11.25(6) 11. 25(6) 11.25(6) 
10.9(12) 10.9(12) 10.9(12) 
10.65(7) 10.65(7) 10.65(7 
11.3(4) 11.3(4) 11.3(4) 
2. 86(2) $3. 86(2) $3. 86(2) 
3.80 $3.80 $3.80 
3. 63(2) $3 ..63(2) $3.63(2) 
$3.57(2) $3.57(2) $3.57(2) 
$3.08(5)e $3.08(5)e $3.08(5)e 
$3.05(5) $3 .05(5) $3.05(5) 
$4. 60(4) $4.60(4) $4.60(4) 
$4. 48(3) $4.48(3) $4.48(3) 
$3 .05(4) $3.05(4) $3.05(4) 
10.3 10.3 10.3 
9.75 9.75 9.75 
10.1 10.1 10.1 
$3.01 $3.01 $3.01 
$2.48 $2.48 $2.48 
$2.45 $2.45 $2.45 
$4.03(2) $4.03(2) $4.03(2) 
$3.77 $3.77 $3.77 
$2.45(2) $2.45(2) 2.45 (2) 
11.6(16) 11.6(16) 11.6(16) 
11(16) 11(16) 11(16) 
11.4(4) 11.4(4) 11.4(4) 
$3. 80(5)e $3.80(5)e $3. 80(5)e 
$3.11(5)d $3.11(5)d $3.11(5)d 
$3. 08(5) $3.08(5) $3.08(5) 
$4.64(3) $4.64(3) $4.64(3) 
$3.08(6) $3.08(6) $3.08(6) 
12.55(5) 12.55(5) 12.55(5) 
12. 45(3) 12. 45(3) 12. 45(3) 
. — 12.05(5) 12 .05(5) 
1.25 11.25 11.25 
10 3(2) 10.3(2) 10.3(2) 
11.3(6) 11.3(6) 11.3(6) 
10.9(6) 10.9(6) 10.9(6) 
11(3) 11(3) 11(3) 
$2.99(2) $2.99(2) $2. 99(2) 
$2. 96/3) $2. 96(3) $2. 96(3) 
$4.47(2) $4.47(2) $4. 47(2) 
$2.96(4) $2. 96(4) $2.96(4) 


x(3)11.25-11.85 


x(4)10.5-10.85 
9.6 
(3)9.55-9.85(2) 
2)8.55-8.65 
(3)8.3-8.6(2) 


10.6° 
9.95° 


$2.53 
$2.50-2.60 
$2.50-2.60 


12.55-12.7 
(2)12.55~12.7 
(2)11.55-11.7 

9.55(3) 

8.95(3) 


(e)Some suppliers quote $3.18 to consumers, 


February, 


1957 + 


NATIONAL PETROLEUM 


(7)11.6-11.85 
(8)10.6-10.85 
9.6 


(3)9.55-9.85(2) 
(2)8.55-8.65 
(3)8.3-8.6(2) 


10.6° 
9.95° 


$2.53 
$2.50-2.60 
$2.50-2.60 


2.55-12.7 

@yi2. 55-12.7 

(2)11.55-11.7 
9.55(3) 
8.95(3) 


(7)11.6-11.85 
(8)10.6-10. 85 


(3)9.55-9.85(2 


$2.53 


> 


$2.50-2.60 
$2.50-2.60 


12.55-12 


(2)12.55-12. 


(2)11.55-11 
9.55(3) 
8.95(3) 


NEWS 


xuNN 


(d)One supplier quotes $3.06 to 





Houston. Tex. 
Kerosine/No. | 
do barges 
No. 2 fuel 
do barges 
Diese! oil, shore 
plants 
No. 6 fuel, no sulf 
guar 
do barges 
No. 6 fuel, max. 
1% sulfur 
do barges 
Light Diesel, 
bunkers 
Heavy Diesel 
bunkers 
Bunker C 


, bunkers(7)$2. 50-3. 10x 


DISTILLATES & FUELS 


Jan. 14 Jan. 7 Dec 31 
mI1.11.5 10.5-11.5x 0.5-10.75 
10.75-11 x10.75-11x 9.5-10 
x10.25-10.375 9.75-10.375x 9.75(2) 
x10.5(2 x9.75-10.5(2)x 9.5-9.75 
9.5-10.375 9.5-10.375x 9.5-10 


(5)$2.53-3.05 (5)$2. 53-3. 05x 


(7)$2.50-2.65  (7)$2.50-2.65  (7)$2.50-2.65 
$2.68 $2.68 $2.68 
$2.65 $2.65 $2.65 


(2)$4.03-4. 69x $4.03-4.55x (4)$4.03-4.2 


(4)$3. 82-4. 24x $3. 82(5) $3. 82(5) 
(8)$2.50-2.90x 


*Prices correct on and since Dec. 9. 


Jacksonville, Fla. 


Kerosine/No. 1.. . (8)12.2-13.2(2)x 12.2(10) 12.2(10) 
No. 2 fuel (7)11.2-12,2x 11.2(8) 11.2(8) 
Diesel oil, shore 

plants....... (4)11.2-12.2x 11.2(5) 11.2(5) 
No. 6 fuel, no sulf. 

qguar..... $2.95(6) $2.95(6) 2. 95(6) 

do barges. . $2.92(6) $2. 92(6) $2.92(6) 
Light Diesel, 

bunkers. . . (4)$4.704-5.124x $4.704(5) $4.704(5) 
BunkerC, bunkers $2.92(6) $2. 92(6) $2.92(6) 
Miami, Fla. 
Kerosine/No. 1. 12.2 12.2 12.2 
Diese! hog shore 

plan (2)11.4-12,4x 11.4(3) 11.4(3) 
No ¢ fel no sulf. 

guar 2.89 $2.89 $2.89 

do barges $2. 86(2) $2. 86(2) $2. 86(2) 
Light Diesel 

bunkers x$5.124(4) $4.704(4) $4 704(4) 
Bunker C, bunkerex$2.86(3) $2.63-2.86(2)  $2.63-2 


Mols-St. Paul, Minn. 


Range oil No. 1 


No. 2 fuel x(3)11.25-12.5x (5)10.75-11.5 (5)10.75-11.5 
No. 5 fuel, bigh 

sulfur. . x9.9(4) 9.4(4) 9.4(4) 
No. 6 fuel, high 

sulfur x9.2(4) 8.7(4) 8.7(4) 
Mobile, Ala. 
Kerosine/No. 1... (3)11.4-12.4x 11,4(4) 11.4(4) 
No. 2 fuel... 10.5-11.5x 10.5(2) 10. 5(2) 
No. 6 fuel, no sulf, 

guar $2.58 $2.58 

do barges $2.55 $2.55 
Light Diesel 

bunkers $4.284~-4.625x $4.284(2) $4. 284(2) 
BunkerC, bunkers $2.55 $2 55 $2.55 
New Haven, Cenn. 
Kerosine/ No, 1... (6)11.5-12.5(2)x 11.5(9) 11.5(9 
No. 2 fuel (9)10.9-11.9(2)x 10.9(11) 10.9(11) 
Diesel oil, shore 

plants . 3)11.3-12.3x 11.3(4) 11.3(4) 
No. 4fuel...... $3.97 $3.97 $3.97 
No. 6 fuel, no sulf. 

quar..........$3.10-3.45x $3. 10(3) $3. 10(3) 

-s barges..... .$3.07-3.42x $3.07(2) $3.07(2) 
Light Diesei 

bunkers $4.62 $4.62 $4.62 
Bunker C, bunkers $3.07 $3.07 $3 07 
New Orleans, La. 
Kerosine/No. 1... x11.3(4)x 10.344) 10. 3(4) 
No. 2 fuel x10.75(2)x 9.75(3) 9.75(3) 
Diesel oil, shore 

plants... x11.1(2)x 10.13) 10. 1(3) 
No. 5 fuel $3.04 $3.04 $3.04 
No. 6 fuel, no sulf. 

quar $2.53(? $2.53(2) $2.53(2) 

do barges $2.50(2) $2.50(2) $2.50(2) 
Light Diesel 

bunkers $4.03-4.45(3)x $4.03(4) $4.03(4) 
Heavy Diesel 

bunkers x$4.24x $3. 82(3) $3. 82(3) 
Bunker C, bunkers $2.50(3) 2.50(3 2. 50(3) 
New York Harbor 
Kerosine/No. 1... (4)11.5-12.5(17)x 11. 5(22) 11.5(22) 

do barges (4)11.25-12.25(18)" 11. 25(21) 11.25(21) 
No. 2 fuel (4)10.9-11.9(15)x 10.9(19) 10.9(19) 


do barges 
Diesel oi], shore 
plants 
No. 4 fuel 
do barges... . 
No. 5 fuel... 
do barges 


No. 6 fuel, no sulf. 


guar... 
do barges... 
No. 6 fuel, max. 
1% sulf 
do barges 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers 
Bunker C 


. (12)$3.83-4.30 e+ apt 30 
; ay 80-4.20 aS 
‘ 3 


bunkers 


x(3)11.875-13.3m (5)11.375-12.3  «(5)11.375-12 


(5) 10.65-11.65(16)210.65(21) 10.65(21) 


(4)11,3-12.3(2)x 11.3(6) 11.3(6) 


$3. 80-4. 20 
-53 


8 3 $3.50 $3.50 
. -(14)$3.08-3.43x $3.08(16) $3.08(16) 
. - (14)$3,05-3.40x $3.05(16) $3.05(16) 
. .83.33-3.68x $3. 33(2) $3.33(2) 
$3.30-3.65x $3.30 $3.30 
(2)$4.60-5.02x $4. 60(4) $4. 60(4) 
$4. 48(4) $4. 48(4) $4. 48(4) 
10)$3.05-3.40x $3.05(11) $3.05(11) 


(5)$2.53-2.75 


_ 


(8)$2.50-2.65 


2. 86(2) 


(12)$3. 83-4. 30 
(12)$3. 80-4. 20 
$3.53 


(5)$2.5 75 


(7)$2 


$2.68 
$2.65 


(4)$4.03-4.24 


30-2 2 2 68 





12.2(10) 
11.2(8) 


11.2(5) 


$2. 95(6) 
$2.92(6) 


$4.704(5) 
$2.92(6) 


929 
12. 


11. 4(3) 


$2.89 
$2. 86(2) 


$4.70(4) 
$2. 63-2. 86(2) 


9.4(4) 


8.7(4) 


11.44) 
10.5(2) 


$4 on 
$2.5 


11. 5(9) 
10.9(11) 


11.3(4) 
$3.97 


$3. 10(3) 
$3 .07(2) 


$4.62 
$3.07 


10.3(4) 
0.75(3) 


10. 1(3) 
$3.04 


$2.53(2) 
$2. 50(2) 


$4.03(4) 


$3. 82(3) 
2.50(3) 


11.5(22) 
11.25(21) 
10.9(19) 
10.65(21) 
11.3(6) 
(12)$3.83-4.30 
(12)$3. 80-4. 20 
$3.53 
$3.50 


$3 .08(16) 
$3.05(16) 


$3. 33(2) 
$3.30 
$4. 60(4) 


$4. 48/4) 
$3 05(11) 
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Refinery 


and Terminal Prices 





Norfolk, Va. 
Kerosine/No. 1 
No. 2 fuel... 
Diesel oil, shore 
plants. .. 
No. 6 fuel, no sulf 
ee 
do barges 
Light Diese! 
punkers 
Heavy Diesel, 
bunkers. . 
BunkerC, bunkers 
Pensacola, Fla 
Kerosine/No. | 
No. 2 fuel 
Diesel oil, shore 
plants 
Philadelphia, Pa. 
Kerosine/No. |. 
do barges 
No. 2 fuel. 
do barges 
Diesel oil, shore 
plants 
No. 4 fuel 
No. 5 fuel. .. 
No. 6 fuel, no sulf. 
guar... 
do barges. . 
No. 6 fuel, no sulf. 
1% sulf, . 
do barges. 
Light D,esel, 
bunkers... 
Heavy Diesel, 
bunkers. . 
Bunker C, bunkers 


Pt. Everglades, Fila. 


Kerosine/No. |. 

No. 2 fuel. ..... 

Diesel oi! shore 
plants 

No. ggg no sulf. 


. < See nae 
Light Diesel, 

unkers.... . 
Bunker C, bunkers 
Portland, Me. 
Kerosine/No. | . 
No. 2 fuel....... 


Diesel oil, shore 


plants...... 
No. 6 fuel, no sulf. 


jo barges...... 
Bunker C, bunker 
Providence, R. |. 
Kerosine/No. 1... 
No. 2 fuel. .... 
Diesel oil, shore 


rges.... 
Light Diesel, 
bunkers....... 
Bunker C, bunkers 
Savannah, Ga. 
Kerosine/No. 1.. 


Diesel oil shore 

— 
No. 5 fu 
Ne. Hie no sulf, 


barges. 
Light Diesel. 
bunkers. . . 
Bunker C, bunkers 


DISTILLATES & FUELS 





Jan. - Jan. 7 Dec. 31 
x12.5(7 11.5(7) 11. 5(7) 
10.9- 11. 9(6)x 10. 9(7) 10. 9(7) 
11,3-12.3(4)x 11.3(5) 114.3(5) 
(2)$3.07-3.42x $3.07(3) $3.07(3) 
(3)$3.01-3.36x  $3.01(4 $3.01(4) 
2)$4.60-5.02x  $4.60(4) $4. 60(4) 
$4. 48(3) $4. 48(3) $4. 48(3) 
(5)$3.01-3.36x $3 .01(6) $3.01(6) 
2)11.4-12.4(2)x11.4(4 11.4(4) 
3)10.5-11.5x 10.5(4) 10.5(4) 
10.5-11.5x 10. 5(2) 10. 5(2) 
(1 111.5(9) 11.5(9) 
(3) 11.2 5(4)x 1.25(7) 11.25(7) 
(3)10.9-11.9( (6) x 10.9(9) 10.9(9) 
(3)10.65-11.65(5)x 10.65(7) 10.65(7) 
(411. 3-12.3(2)x 11,3(6) 11.3(6) 
(3)$3.98-4.3: $3.98(4) $3.98(4) 
(2)$3.68-4.03(3)x $3.68(5) $3. 68(5) 
(6)$3.08-3.43(4)x $3.08(10) $3.08(10) 
(6)$3,05-3,40(4)x §3.05(10) $3.05(10) 
(3)$3.28-3.68(2)x $3.28(5) $3.28(5) 
(3)$3.25-3,65x 3.25(4) $3. 25(4) 
(3)$4.605.02x $4. 60/4) $4. 60(4) 
$4. 48(4) $4. 48(4) $4. 48(4) 
(6)$3.05-3.40(4)x $3.05(9) $3 .05(9) 
(3)12.2-13.2x 12.2(4) : 2(4 
(3)11,2-12,2x 11.2(4) 11,2(4 
(3)11.2-12.2x 11.2(4) 11,2(4) 
$2. 89(3) $2. 89(3) $2.89(3) 
$2. 86(4) $2.86(4) $2. 86(4) 
x$5.124(4)x $4.704(4) $4.704(4) 
$2. 86(4) $2. 86(4) $2. 86(4) 
(71 rf '~12.7(2)x 11.7(9) 11.7(9) 
(7)11.1-13.1(2)x 41.1(9) 11.1(9) 
(2)11.5-12.5x 11.5(3) 11. 5(3) 
$3. 11(3) $3.11(3) $3.11(3) 
3 .08(2) $3 .08(2) $3.08(2) 
$3.08 $3.08 $3.08 
(7)11.6-12.6(2)x 11.6(9 11.6(9) 
(8)11-12(2)x 11(9) 11(9) 
(2)11,4-12.4x 11.4(3) 11.4(3) 
(3)$3.80-4.18x $3. 80(4) $3. 80(4) 
(3)$3.09-3.44x $3.09(4) $3.09(4) 
(3)$3.06-3.41x $3 .06(4) $3.06(4) 
x$3 39-3. 69x $3.34-3.39 $3.34-3.39 
x$3.. 66x 3.31 $3.31 
x$5. 06x $4.64 $4.64 
(2)$3.06-3.41x $3.06(3) $3.06(3) 
(5)12.2-13.2(2)x" 12.2(7) 12.2(7) 
(6)11.2-12.2x 14, 2(7) 11,2(7) 
(4)11.2-12.2x 11.2(5) 11.2(5) 
$3.49 $3.49 $3.49 
$2.99(6) $2. 99/6) $2.99/6) 
$2. 96(6) $2.96(6) $2.96(6) 
(4)$4.704-5.124x $4.704(5) $4.704(5) 
$2.96(5) $2. 96(5) $2.96(5) 


$3 07(3) 
$3.01(4) 


$4 60(4) 


$4. 48(3) 
$3.01(6) 


11.4(4) 
10 544 
10 6(2) 
11.59) 
11.25(7) 
10.9(9) 
10. 65(7) 


11.3(6) 
$3 .98(4) 
$3. 68(5) 


$3.08(10) 
$3.05(10) 


$3. 28(5) 
$3. 25/4) 


$4.60(4) 
$4. 48(4) 
$3 .05(9) 
12.2(4) 
11.2(4) 
11. 2(4) 
$2. 89(3) 
2. 8614) 


$4.704(4) 
$2. 86(4) 


11.7(9) 
11 1(9) 
11.5(3) 
$3. 11(3) 


$3 ..08(2) 
$3.08 


11.6(9) 
11(9) 


11.4(3) 
$3.80(4) 


$3.09(4) 
$3 ..06(4) 
$3.34-3.39 
$3.31 

$4 64 

$3 .06(3) 


$2.99/6) 
$2.96(6) 


$4.704(5) 
$2.96(5) 





DISTILLATES & FUELS 
Tampa, Fla. Jan. 14 Jan. 7 Dec. 31 D3c. 21 
gy =n lL... (7)12.1-13.1(2)x 12.1(9) 12. 1(9) 12.1(9) 
0. u - (6)11,1-12.1x 11.1(7 11.1(7 i 7 
Diesel ue shore ; rad “— 
(4)11.1-12.1x 11.16 11.1(6 11.1(6) 
No. Bfuek no sult. x - = 
guar. re $2. 82(4) $2. 82(4) $2. 82(4) $2.82(4) 
do barges. aes $2. 80(5) $2. 80(5) $2. 80(5) $2.80(5) 
Light Diesel, 
bunkers. me (4)$4.662-5.082x $4.662(5) $4. 662(5) $4. 662(5) 
Bunker(, bunkers §2. 80(5) $2. 80(5) $2. 80(5) $2. 80(5) 
Tolede, Ohio 
Kerosine rf 12.2 12.2 12.2 12.2 
Diesel oil. . . 11.65 ll 65 It 65 11.65 
No. ] | 7 11. 95-12.65 11.95-12.65 11.95-12.65 11.95-12.65 
No. 2 fuel..... . 10.95-11.65 10.95-11.65 10.95-11.65 10.95-11.65 
No. 5 fuel 9.35-10.35x 9.35-9.6(2) 9.35-9.6(2) 9.35-9.6(2) 
No. 6 fuel 8.35-9.6x 8.35-8.85(2) 8.35-8.85(2) 8.35-8.85(2) 
Wilmington, N. C. 
Kerosine/ No. 1. (3)11.3-12.3(4)x 1.37) 11.3(7) 11.3(7) 
No. SO xs.» (4)10.9-11.9(3)x 10.9(7) 10.9(7) 10.9(7) 
Diesel oil, shore 
plants...... x12(3)x 11(3) 11(3) 11(3) 
No. 4fuel....... $3.77 $3.77 $3.77 $3.77 
Light Diesel, 
bunkers x$4.89(2)x $4.47(3) $4. 47(3) $4.47(3) 


Okla. (Okla. shpt.) 
42-44 w.w. kero. .10.375-11.625 


58 & abv. d.i. 
ES 9.75-11.5 9.75-11.5x 
No. 1 fuel. ......(4)10-11.375(2) 
No. 2 fuel. .(4)9.375-10.75(2) (4)9.375-10.7. 
No. 6 fuel x$2.55-2.85x %(2)$2.45-2 75x 


Okla. Group 3 (Northern shpt.) 
42-44 w.w. kero. . (4)10,25-11.5 


x10.375-11.625x %10.25-10,875 


(4)10-11.375(2)x %(4)10-10.625 


(4) 10.25-11.5x 


(2)10,125 10 875x 
x(2)9.75-10.75  —9.5-10.75x 
9.75-10.625x 
9.125-9.75(2)x 
$2.40-2.55 


'5(2)xx(4)9.375-10x 
$2.40-2.55 


%(5)10.25-10.5(2) (2)10-10.5(3) 


58 & abv. d.i. 

: Diesel. ..... .. .x10-11.375 9.875-11.375 x9.875-11.375x = 9.75-10.5 
No. 1 fuel. . .(5)9.875-11.375 (5)9.875-11.375 —x(5)9.875-11.375x (2)9.625-10.375x 
No. 2 fuel. ..... .(5)9.25-10.75(2);  (5)9.25-10.75(2) x(5)9 25-10.75(2)x(2)9-9.75x 
No. 6 fuel . .®$2.45-2.85x $2.35-2.75x $2.35-2.50(2) $2.35-2.50(2) 
N. Tex. (Tex, &'New, Mex. shpt.) 

42-44 w.w. ? -¥9.5-11.25 9.2-11.25x 9.2-10.5 9.2-10.5 
58 & abv. 

i" . .¥9.9-11.375 .2-11.375x 9.2-10.625 9.2-10.625x 
No. 6 fuel. . .¥$2,50-2,60 $2.35-2.60x $2.35-2.40 $2.35-2.40 
W. Tex. (Tex. & New Mex. shpt.) 

42-44 w.w. kero. .11-11.5 x1 1-11.5x 10.25-10.75 x10.25-10.75 
58 & abv. di 

Diesel........ .10.75 x10.75x 10 10 
No. 1 fuel. ...... 10.5-11 x10.5-11x 9.75-10.25 9.75~10.25 

‘<)> ” ee 10-10.25 x10-10.25x 9.25-10.25 x9.25-9.5 
No. 6 fuel....... $(2)2.60 x(2) ,2.60x $2.35(2) $2.35(2) 

E. Tex. (Truck transport lots) 
42-44 w.w. kero. .x(2)10-10.6x (2)9.5-10 (2)9.5-10x (2)9.5-9.75 
58 & abv. d.i. 

Diesel......... x(2)9.5-10.5 8.75-9.75 8.75-9.75 . 75-9.75 
eee x9.5-9.75x 9-9.5 9-9.5x 
No. 6 fuel....... x(2)$2.50-2.75x  (3)$2.35-2.50 (3)$2.35-2.50x (ays. 25-2.35 


Cent. W. Tex. (Truck transport lots) 


42-44 =: Ww. so x11 10,25 10.25 
58 & abv. 
Diesel. . .10.75 x10.75 10 10 
No. 6 fuel . $2. 60 x$2.60 $2.35 $2.35 
Kans. (For Kans. destinations only) 
42-44 w.w. kero. . 10.375-10.75 x10.375-10.75 10.25-10.75 (2)10.25-10,75x 
58 & abv. d.i 
wm Dicsel......... x(2)10,.5-11.25x 9.875-10.25(2)  9.875-10.25(2) —-9.875-10.25(2)x 
No. 1 fuel. ......9.875-10.75(2)x  x10-10,375 9.875-10.375 (2)9.875-10.375x 
No, 2 fuel... ....x(2)10,125-10.875 Ge. 25-9.75 x3) 25-9.75 9-9.75x 
No, 5 fuel. ......$2.75 75 $2.75 $2.75 
No. 6 fuel....... $2.25-2.95x 2 25-2.65 $2.25-2.65 $2.25-2.65x 
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DISTILLATES & FUELS DISTILLATES & FUELS 
Jan. 14 Jan. 7 Dec. 31 Dec. 21 Jan. 14 Jan. 7 Dec. 31 Dec. 21 
Ark. (For shpt. to Ark. & La.) Diese | fuel 
42-44 w.w. kero. .x11.5 10.5 10.5 10.5 PS 200.. 13. 2(2) 13.2(2) 13.2(2) 13.22 
Tractor fuel x11.5 10.5 10.5 x10.5 Light fuel— 
52 & bel. d.i. PS 300...... $3.15-3.30x $3. 15(2) $3. 15(2) $3. 15(2) 
PP ya 7 «10.625 9.625 9.625 x9.625 Heavy fuel— 
abv. d.i PS 400... ... &$2.98-3.00x 265-2. 98 $2. 65-2. 98: $2.65-2.98 
_ Diesel oil 10 10 x10 Tank Truck (400 gals. or more): : 
aly foc . 625 9.625 9.625 x9.625 40-43 w.w. kero. . 18.5(2) 18.5(2) 18.5(2) 18.5(2 
No. 4 fuel oo 90.80 $3.00 $3.00 $3.00 Stove dist— 
No. 5 fuel ..., $3.00 $2.80 $2.80 $2.80 PS 100.. 15.2(2) 15.2(2) 15. 2(2) 15.2(2) 
No. 6 fuel woe. 92.85 $2.65 $.265 2.65 Diesel fuel— 
PS 200.... 13.7(2) 13.7(2) 13.7(2) 13.7(2 
Western Penna. 
Bradford-Warren: —_ peed ripen 
Kerosine. =. (2)12-12,25(2)  (2)12-12.25(2)x _ (3)12-12.05 (3)12-12.05 a 
55 cetane Diesel. .11.75(2) 11.75(2 11.75(2) 11.75(2) i 
No. 1 fuel...... 115 OW ag 11.5 11.5 mona 9 oad as a act 
No. 2 fuel... ....(2)11.25-11.5(2) (2)11.25-11,5(2)x (3)11.25-11.3  (3)11.25-11.3 Diesel—PS 200... $5 04(5) $5 .04(5) $5.04(5) $5.04(65 
36-40 gravity fuel 10.75-11 10.75-11x 10.75(2) 10.75(2) BunkerC--PS400 (4)$2.50-2.70x — $2.50(5) $2.50(5) $2.50(5 
Ou City: San Francisco, Calif. 
is Diesel—PS 200... $5.2 5(4) | $5.25(4) $5.25(4) $5.25(4) 
Kerosine. x12.5-13x 12 .4-12.5 12.4-12.5 12.4-12.5 iat (3) 5-2 75 6 ) 2 55 > 55 
50 cetane Diesel. 11-11.4 11-11.4 11-11.4 11-11.4 Bunker C—PS400 (3)82.55-2.75x $2.55(4 — eet 
No. 1 fuel. ...... 11.85-12.5x 11.85(2) 11.85(2) 11.85(2) Seattle, Wash. 
No. 2 fuel. .. x(2)11,5-12,25x = -:11.25-11.5(2) 11.25-11.5(2) 11.25-11.5(2) Diesel—PS 200... $5.50(4) $5.50(4) $5. 50(4) $5.50(4 
Bunker C—PS400 (3)$2.90-3.10x $2. 90(4) $2. 90(4) $2. 90(4) 
Pittsburgh: 
Kerosine.;..... 1255-138 @)12.55-12.9 (@)12.55-12.9  (8)12.85-19.9 Diesel PS 200, . $5.50(4) $5.50(4) $5.50(4) $5..50(4 
cetane Diesel. 11.8-13.1x .8- 8-12. 8-12. C—PS 3)$2.90-3 2.90(4) 2 ) , ) 
No. 1 fuel, .... (2)12,55-13.3x_:12.55(3) 12. 55(3) 12. 55(3) ee eee ee eens ~— 
No. 2 fuel....... %(2)11.85-12.7x (2) 11.8-11.85(2) (2)11.8-11.85(2) (2)11.8-11.85(2) Mexico 
36-40 gravity fue! 11.5 11.5 11.5 11.5 Ships’ bunkers; U. S. dollars per bbl. of 159 liters. 
Centra! Michi De $6.4 $6.45 $6.45 $6.45 
entra chigan jesel..... 5 f b 
se  ¥ kero x(3)14.4-14,.8x 13.6-13.8 13.6-13.8 13.6-13.8 Bunker C. . $3.55 $3.55 $3.55 $3.55 
7-2 x(4)14.1x 13.1 13.1 13.1 
pW distillate x14.6x 13.6 13.6 13.6 — 2% —_ am ae 
( ma -14 14 «* Pe ‘< ye ” o f« 
No, 3 feel. sar . _ 13.6x th 12.6 . 1-12.6 i 12.6 ae. $3.55 $3.55 $3.55 $3.55 
No. 5 fuel. ..... . (2)9. 55-10, 1 (2)9.55-10.1 (2)9.55-10.1 (2)9.55-10.1 Minatitlan 
No. 6 fuel. ..... (2)8.8-9.1 (2)8.8-9.1 (2)8.8-9.1 (2)8.8-9.1 Diesel. . eo $4.40 $4.40 $4.40 
Bunker C.... 2.8 y 2.50 2.50 
Ohio—Quotations of 8. O. Ohio for delivery to Ohio points. $ i a — eats _ ; 
. . alina Cruz 
Kerosine CCE x14.1 13.6 13.6 x13.6 Diesel $5.73 $5.73 $5.73 $5.73 
No. 1 fuel....... «13.9 13.4 13.4 x13.4 Seaton tf 3 . 2 ER a RR 
No. 2 fuel. ....>.x12.9 12.4 12.4 x12.4 EEE. - cones SRE 7m = = 
Tampic: 
California-Los Angeles District: Dicarl : .. $4.40 $4.40 $4.40 $4.40 
wena Bunker C....... x$2.85 $2.50 $2.50 $2.50 
Stove dist.— 
Rae 10-11.5 10-11.5 10-11.5 10-11.5 se cao x$2.85 $0 $2.50 $2.50 
a 9.5-10.75 9.5-10.75 9.5-10.75 9.5-10.75 At most Atlantic Coast points prices of some sellers for distillate fuels to bulk commercia 
Light ee By . ; - ; 7 : as consumers are 0.15¢ higher than prices shown. 
PS 300. . , $3. 10(2) $3. 10(2) $3.10(2) $3. 10(2) 
Heavy fuel— NATURAL GASOLINE 
me — vevees (4)$2.55-2.95 — (4)$2.55-2.95 — (4)$2.55-2.95 (4) $2.55-2.95 Prices are to on on freight basis shown; shipmenta may originate in any Mid-Con- 
Yar: anufacturing district. 
40-43 w.w. kero.. 14.5 (2) 14.5(2) 14.5(2 14.5(2) — 
Stove dist— @) ( Jan. 14 Jan. 7 Dec. 31 Dec. 21 
PS 100....... 10-14. 2(2) 10-14.2(2) 10-14.2(2) 10-14. 2(2) FOB Group 3 ; ; , : 
Diesel fuel— Grade 26-70... ..5 (Sales) 4.5-5 (Quotations) 4.5-5 (Quotations) 4.5-5 (Quotations) 
Light on a 9.5-12.7(2) 9.5-12.7(2) 9.5-12.7(2) 9.5-12.7(2) FOB Breckenridge, Tex. 
‘ i 2)$3. 10-3. 25x $3. 10(3) $3.10(3) $3. 10(3) Grade 26-70..... 4.5 (Quotations) 4.5 (Quotation) 4 (Quotations) 4 (Quotations) 
eavy fuel— 
P8 400. . (4)$2.55-2.95  (4)$2.55-2.95  (4)$2.55-2.95  (4)$2.55-2.95 LP-GAS 
Tank Truck (400 gals. or more): Producers’ contract prices, tank cars. 
} 2 kero. . 18(2) 18(2) 18(2) 18(2) Jan. 14 Jan.7 Dec. 31 Dec. 21 
nee ‘ Propane: ; : j ; 
PP a tal 14.7(2) 14.7(2) 14.7(2) 14.7(2) New York. Harbor 9.55-9.8 9.55-9.8 9.55-9.8 | 9.55-9.8 
PS 200........ 13.202) 13.2(2) 13.2(2) 13.2(2) acme Sia Wan HY ad Te £.30) 
ean deeiiidias ilitite Houston, Tex... 5.8.25 5-5.25 5-5.25 5-5.25 
Tank Car: (Group 3)... 5(10) 5(10) 5(10) 5(10) 
41-43 w.w. kero. . 15(2) 15(2) 15(2) 15(2) Baton Rouge, La 5.375(3) 5.375(3) 5.375(3) %5.375(3) 
Stove dist— s P| Shreveport, La... 5.25(3) 5.25(3) 5.25(3) 5.25(3) 
bee 14.7(2) 14.7(2) 14.7(2) 14.7(2) New Orleans, La. 5.375(3) 5.375(3) 5.375(3) 5.375(3) 
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LUBRICATING OILS LUBRICATING OILS 
Jan. 14 Jan. 7 Dec. 31 Dec. 21 
Western Penna Jan. 14 Jan. 7 Dec. 31 Dec. 21 Cylinder Stocks 
Viscous Neutrals—No. 3 col. Vis at 70 F 0 ‘ney Poe 5 5 18.8 
olive green..... xl 18. 18 8.5 
Opa mena: —— =. 27(2) 7(2) Gulf Coast—Solvent ‘Refined Oils from Mid-Continent™grade crude; FOR ship at Gulf 
15 p.t.. 26(2) 26(2) 96(2) for export. 
25 p.t 25(5) 25(5) 25(5) Bright ey vis. at 210° 
150-160 
4 
a eee sai 0-10 pit. 95 vi. (4)25-26. 5x 25(5) 25(5) 25(5) 
15 pt aa 94(2) 24(2) Neutral Olls—Vis. at 100°; 96 v.I.; 0-10 p.t.: 
26 pt 23(4) 23/4) 23(4) oe, Sere (4)21-22.5x 21(5) 21(5) 21(5) 
200 vis (4)21.5-23x 21.5(5) at 5(5) 21.5(5) 
aS 186 vie at 210, No. 8 col 300 Wi8.6. 5.0000. (4)22.5-24x 22. 5(5) 22. 5(5) 22. 5(5) 
10 p.t.... 29 29 29 29 500 vis..... . (2)23.5-25x (3)23 .5- 24(2) (3)23.5-24(2) (3)23.4-24(2) 
15 p.t. 28 28 28 28 South Texas 
25 p.t , 27(5) 27(5) 27(5 27(5) Vis. at 100° F., FOB S. Tex. refineries for domestic and/or export sh' pment. 
Cylinder Stocks Pale Oils: 
600 s.r. filterable. 20.514) 20.5(4 20.5(4) 20.514 100 vis. No. 14- 
650 s.r 21.5(9 21.5(4) 21.5(4) 21.5(4) 21% col. (3)13.95-15.5(2)x 13, 25(5) 13. 25(5) 13.25(5) 
600 flash (4)23-24 (4)23-24 (4)23-24 (4)23-24 200 vis. No. 2-3 
630 flash. . (2)24-25 (3)24-25 (3)24-25 (3)24-25 ante’ No 2-3 (3) 14.75-17(2)x 14.75(5) 14.75(5) 14.75(5) 
Mid-Continent ss spice gig teal oe ” ne 
FOB Tulsa basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. at col. 1 (3)15.25-17.5(2)x 15. 25(5) 15. 25(5) 15. 25(5) 
100° 0-10 p.p. 500 vis. No. 2 4. 
3% col. (3)15.75-18(2)x 15.75(5) 15.75(5) 15.75(5) 
Bright Stock —Conventiona 750 vis. No. 3-4 
200 vis. D, col. ' (3)16-18,.25(2)x 16(5) 16(5) 16(5) 
10-25 p.p. x25 24 24 24 ape vis. No. 3-4 
150-160 vis. D ‘ol, ee (3) 16.5-18.75(2)x 16.5(5) 16. 5(5) 16.5(5) 
0-10 p.p 22-23.5 22\2) 22(2) 22(2) 2000 vis. No. 4 col. (3)17-19.25(2)x 17(5) 17(5) 17(5) 
10-25 p.p.. .. x23 21.5 21.5 21.5 Red Oils: 
120 vis. D, 100 vis. No. 5-6 
0-10 p.p.. x22.5 21 21 21 col. (3)13.25-15.5(2)x 13. 25(5) 13. 25(5) 13. 25(5) 
Bright Stock — Solvent 200 vis. No. 5-6 
150-160 vis., col. ‘ ; (3)14.75-17(2)x 14. 75(5) 44.75(5) 14.75(5) 
0-10 p.p., 95 v.i. (2)24-25.5(2)x (4) 24-25 (4)24-25 (4)24-25 300 vis. No. 5-6 
F col... . (3)15.25-17.5(2)x 15. 25(5) 15. 25(5) 15. 25(5) 
Neutrul Oils—Conventional—Pale Oils 500 vis. No. 5-6 
60-85 vis. ol. (3)15.75-18(2)x 15.75(5) 15.75(5) 15.75(5) 
No. 2 col x15.75 14 25 14.25 14.25 750 vis. No. 5-6 
86-110 vis. col. .... (3)16-18.25(2)x 16(5) 16(5) 16(5) 
No. 2 col. x16 14.5 14.5 14.6 = vis. No. 5-6 
150 vis. No. 3 col. «16.25 16.75 16.75 16.75 . (3) 16.5-18.75(2)x 16.5(5) 16 .5(5) 16.5(5) 
180 vis. No. 3 col. 18.5 17 17 7 2000 ‘vis. No. 8-6 
200 vis. No. 3 col. 17. 25-i8.75x 17. 25(2) 17. 25(2) 17.25(2) col. : (3)17+19.25(2)x 17(5) 17(5) 17(5) 
250 vis. No.3 col. x19 17.5 17.5 17.5 
280 vis. No.3 col. 19.25 17.73 17.75 17.75 = : eae: © 
300 vis. No. 3 col. x19.5 18 18 18 Jan. Dec. 31 Dec, 21 
Neutral Oils—Solvents—965 v.I. Gulf Coast Cargoes 
170-180 vis. . .19.5-22x (2)19.5-20.5(3) (2)19.5-20.5(3) (2)19.5-20.5(3) Grade 115/145... x19 18.5-19.25 + 5-19.25 18.5-19.25 
200- 210 vis. . (2)19.75-22.25x (3) 19.75-20.75(3) (3)19.75-20.75(3) (3)19.75-20.75(3) Grade 110/130... «17.5 17 17 
200 vis. . 20.25-22.75x (2)20.25-21.25(2) (2)20.25-21.25(2) (2)20.25-21.25(2) Grade 91/96... x16 15.5 is 5 15.5 














CYLINDER 
STOCKS 


Fine Lubricating Qualities 


Superior 

















Specifications 
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For Greases and Fl 


d Lubricants 


DEEP ROCK DIVISION 


KERR-McGEE OIL INDUSTRIES, 


* OKLAHOMA CITY, OKLA. 


ROBINSON 


INC. 


* PHONE RE 9-0611 
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ones 
PLOY 


AIR VENT 








disperses dangerous 
underground storage 
tank vapors in an 











lift sales division. 


training 





Sales contact is 


directly to President. 
Phone WHitehall 8-8561. 


-will coordinate all phases of internal management, 


OPPORTUNITY FOR EXECUTIVE SALES MANAGER 


To assume complete responsibility and administration of automotive 
primarily with oil companies and 


jobbers. Position calls for experience in sales management, analysis and 


casting and advertising: Salary open, potential excellent. Responsible 


Write or call Jack Wagner, 


ROTARY LIFT CO., BOX 2177, MEMPHIS 2, TENN. 


fore- 


Personnel Director. 
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complies woth the lore 


at stomderds of 
NATIONAL BOARD OF FIRE GnoemunrTERs 


UPWARD DIRECTION ! 


The LATEST, MOST PRACTICAL MEANS OF ventin 
underground storage tanks is the No. 45 ‘‘Up-Flow’ 


Air Vent. 


Vapors are projected upward and dispersed rapidly. Thus 
eliminating dangerous vapor accumulation at ground 


level. 
filling method. 
e 
+ 


Maint 1 


Practically mandatory for modern 


“Tight-Fill 


Easy to nates — no threads 


construction, 





mizes accidents 


than pipe 


Cont imareo on 
weer 
Oras CRO 


Of am a CaoOvE 


mounts Sceew 





UW RVa WAY, UNIVERSAL VALVE co 


444N E 


ree, 
won't rust, poe | no painting 
Safe — vapors directed upward — mini- 










Single center screw assembles entire unit 
2 sizes — 142” and 2” 
Compact Design — only 


slightly larger 


ate Knee 
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AVIATION GASOLINE NAPHTHAS & SOLVENTS 
(MIL-F-5572) Jan.514 Jan. 7 Dec 31 Dec. 2 
Jan, 14 Jan. 7 Dec. 31 Dec. 21 Baltimore, Md 
Baltimore, Md. M ' eta , aS , ae 
ante 100/130... 19.1 19.1 19.1 19.1 a 16.5(4) oie sae ee 
rade 91/96... .. 17.6 17.6 17.6 17.6 
Grade 80...... ; 17.1 17.1 17.1 erten, Maes. 
Boston, Mass. V. M. & P. 
Grade 100/130... 19.2 19.2 19.2 19.2 aoe Wee LB eB ra 
Grade 91/96... 177 17.7 7.7 177 ineral spirits 17.5(5) 17.5(5) 17.55 17.5(5) 
Grade 80........ 17.2 17.2 17.2 17.2 New York Harbor 
Charleston, S. C. V. M. & P. 
Grade 100/130. . 19 19 19 19 naphtha. ...... 18(4) 18(4) 18(4) 18(4) 
Grade 91/96..... 17.5 17.5 17.5 17.5 Mineral spirits... 17(5) 17(5) 17(5) 17(5) 
gee 17 17 17 17 Philadelphia, Pa. 
Houston, Tex. V. M. & P. 
Grade 100/130... 18 18 18 18 naphtha....... :17..5(4) 17.5(4) 17.5(4) 17.5(4) 
Grade 91/96..... 16.5 16.5 16.5 16.5 Mineral spirits. . . 16. 5(5) 16.5(5) 16. 5(5) 16. 5(5) 
Grade 80........ 16 16 16 16 Providence, R. | 
New Orleans, La. V.M.& P. - 
Grade 100/130... 18 18 18 18 naphtha....... 19.5 19.5 19.5 19.5 
Grade 91/96..... 16.5 16.5 16.5 16.5 Mineral spirits. . . 17.5(5) 17 .5(5) 17.5(5) 17.5(5) 
trade 80....... 16 16 16 16 FOB G 3 
New York, N. Y. roup 
Grade 100/130... 19. 1(2) 19. 1(2) 19.1(2) 19.1(2) Stoddard solvent 12 375(4) 12 375(4) 12 375(4) 12 375(4) 
Grade 91/96... 17.6(2) 17.6(2) 17.6(2) 17.6(2) ee 8.oan meena: eames 
Grade 80........ 17.1(2) 17, 1(2) 17, 1(2) 17, 1(2) naphtha... 12.875(4) 12. 875(4) 12.875(4) 12. 875(4) 
Norfolk, Va. Mineral spirits 11.875(4) 11. 875(4) 11. 875(4) 11.875(4) 
Grade 100/130... 19.1 19.1 19.1 19.1 Rubber selvent 12. 875(4) 12. 875(4) 12.875(4) 12. 875(4) 
Grade 91/96..... 17.6 17.6 17.6 17.6 Lacquer diluent, . (2)13.125-13.375 (2)13.125-13.375 (2)13.125-13.375 (2)13.125-13.375 
Wade 90...... 171 171 1711 17,1 Benzol diluent... (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 (2) 14.125-14.625 
Toledo, Ohio Western Penna. 
Grade 100/130... 18.85 18.85 18,85 18.85 Oil City: 
Grade 91/96... 17.35 17.35 17.35 17.35 Stoddard solvent. 17 17 7 17 
Grade 80...... 17.35 17.35 17.35 17.35 Pittsburgh: 
Stoddard solvent. 17(3) 17(3) 17(3) 17(3) 
PARAFFIN WAX Ohio— Quotations of 8, O, Ohio for delivery to Ohio points, 
Jan. 14 Jan, 7 Dec, 31 Dec. 21 V. M. & P. 
Western Penna. (t.c. in bulk) 5 naphtha 18 18 18 18 
124-6 AMP white Mineral spirits 17 17 17 17 
crude scale... . 6. 25(3) 6.25(3) x6. 25(3) (2)6~-6. 25x Stoddard solvent 17 17 17 17 
Atlantic Seaboard Rubber solvent 15,875 15.875 15.875 5.875 
Melting points are AMP, 3° higher than EMP. Prices for carload lots. Domestic prices 
FOB refinery; seale in bags or bbis.; fully refined, slabs loose. Export prices FAS; oy in Jet FUEL 
bags or bbls.; fully refined in bags or cartons. (MIL-F-5624) 
if Ca ‘ . , 7 
New York Domestic patina sige Me be 5(2)x x9 aa 25x Peeves bye 
124-90 white ede iT “« Ve fe oe “~ “ J wd 4a 
Pally Hisfiaod’ 8.6(3) 8. 6(3) 8.6(3) 8.6(3) PETROLATUMS 
123-133....... 9.05(4) 9.05(4) 9.05(4) 9.05(4) Jan. 14 Jan. 7 Dec. 31 Dec. 21 
ben ge Meténcten 9.05(4) 9.05(4) 9.05(4) 9.05(4) Western Penna. 
4 ' H ; 
ee 10.55 10.55 10.55 10.55 Bbls.; carloads; tank cars, 2.25¢ less 
Snow white...... (3)8.375-8.5 (3)8.375-8.5 (3)8.375-8.5 (3)8.375-8.5 
New York Export Soft white 8(4) 8(4) 8(4) 8(4) 

124-30 white crude Fae i — Lily white (3)7. 875-8 7 (3)7 875-8 (3)7 . 875-8 
i ee 7.35(3) 7 .35(3) 7. 35(3) 7.35(3) Cream. .. 7.375-7.5(3 7375-7. 5(3) £7.375-7.5(3) 
Fully Refined Soft yellow...... (3)6.5-6.625 (3)6.5-6.625 — (3)6.5-6. 625 
123-133. -»»  9.05(4) 9.05(4) 9.05(4) 9 05(4) Light amber..... (3)6. 5-6. 625 (3)6.5-6.625  (3)6. 5-6. 625 
135-145. ...... 9.05(4) 9.05(4) 9.05(4) 9.05(4) Amber.......... (3)6.25-6.375 @ 6.25-6.375 (3)6.25-6.375 

Red 6-86.25 5-6. 252 6-6. 25 








COMING IN Me... 


deliveries—and save 
wear on equipment 


M ID-M A Y } «by using Ever-Tite 
: Couplings. 
ee :  Ever-Tite engineering 
THE NEW | €€@ i assures performance 


you can count on— EVER-TITE 


ee e.5 : 
1 Q , ‘ : and Ever-Tite Adapter and 
Sei sonst : durability reduces Coupler 


maintenance to a 


minimum. There is an 
Ever-Tite for every 
need. Ask your 


distributor now. 


SENT FREE EVER-TITE COUPLING CO. INC. 
TO ALL | 254 West 54th Street 


New York 19, N. Y. 
NPN 
SUBSCRIBERS EVER-TITE 


Shank Hose 
Dust Cap Dust Plug Coupling 
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Tank Wagon prices 


Prices for gasoline do not include taxes; they do however, include 
inspection fees, amounts of which may be obtained by writing to 
NPN. Gasoline taxes, shown in separaie column include 3¢ federal 
and state taxes; also city and county taxes as indicated in footnotes. 





where levied are indicated in jooinotes. Discounts if any, are shown 
in footnotes. These prices in effect January 15, 1957, as posted by 
principal marketing companies at their headquarters’ offices, but 
subject to later correction. 


Kerosine tank wagon prices also do not include taxes; kerosine taxes 


Socony Mobil Mobil 
Mobilgas Gasoline *Mobilfuel *Mobilheat ——. No. 6 
Regular) 
pir.’ Cons. Gasoline *Mobil Kerosine Diesel ___ (No. 2 Fuel) (No.4) Fuel 
T.. TH. TW. Taxes 7... Yard T.W. 1.C. T.W. TC. Yard Ww. oe. aki 
New York City x x x x x x x x x x x x 
Manhattan ‘ 16.8 17.3 7.0 16.8 16.4 16.0 13.94 9.08 
Bronx 16.8 17.3 7.0 12.9 17.0 16.4 34 16.1 13.94 9.08 
Kings 16.8 17.3 7.0 12.6 12.8 16.8 12.4 16.4 12.0 12.2 16.0 13.94 9.08 
Queens 16.8 17.3 7.0 16.8 16.4 16.0 13.94 9.08 
Richmond 16.8 17.3 7.0 12.5 12.8 16.8 12.3 16.3 11.9 12.2 15.9 13.94 8.84 
Albany, N.Y. 17.0 17.5 7.0 12.7 12.9 12.5 16.1 12.1 12.3 15.7 12.86 9.66 
Binghamton 17.3 17.8 7.0 13.3 13.3 16.95 13.2 16.4 137 12.7 16.0 
Buffalo 16.4 17.4 17.9 7.0 13.55 13.8 17.45 13.45 17.3 13.05 13.3 16.9 12.3 
Jamestown 7.7 18.2 7.0 14.25 14.45 13.1 13.3 16.2 
Mt. Vernon 16.8 17.3 7.0 12.9 16.8 16.6 12.3 16.2 13.96 
Plattsburg 18.6 19.1 7.0 13.8 14.0 13.6 17.1 13.2 13.4 . 
Rochester 16.3 17.4 7.9 7.0 13.6 13.8 17.25 13.4 16.7 13.0 13.2 16.3 
Syracuse 17.3 17.8 7.0 13.5 13.5 13.4 16.5 12.9 12.9 
Bridgeport, Conn 16.8 17.3 7.0 12.5 12.5 16.5 11.9 11.9 15.6 
Danbury 17.3 17.8 9.0 
Hartford 16.6 17.1 9.0 12.85 12.85 12.65 16.3 12.25 12.25 15.9 
New Haven 16.8 17.3 9.0 12.5 12.5 12.3 16.0 11.9 11.9 15.6 
Bangor, Me. 16.6 18.0 18.5 9.0 13.3 17.8 13.1 17.0 12.7 16.6 
Portland 16.4 17.3 8.0 12.7 17.3 12.5 16.4 12.1 16.0 
Boston, Mass 15.4 17.1 8.0 12.6 12.75 17.1 12.4 16.5 12.0 12.15 16.1 
Concord, N.H. 16.4 18.1 8.0 
Lancaster 19.4 19.9 8.0 
Manchester 16.4 17.8 8.0 17.2 16.8 
Portsmouth 16.4 9.7 10.0 12.7 12.5 16.8 12.1 16.4 
Providence, R.! 15.9 17.1 10.0 12.6 17.3 12.4 16.3 12.0 15.9 
Burlington, Vt. 18.3 18.8 8.5 14.1 14.1 13.9 17.0 13.5 13.5 16.6 
Rutland 19.0 19.5 8.5 14.3 17.4 13.7 17.0 


*Com. cons. t.c. prices 0.15¢ higher. **Prices applicable to a restricted area are 0.2¢ lower. 

Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. oA : : 

Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel 
—all points, t.w. less 0.5¢ for deliveries of 800 gal or more. . : P 

— ng ae t.w. prices 2.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 

x Effective Jan. 15. 





Prices are tank truck posting, ex all taxes, apply- 
Standard of ing for deliveries of 400 gal or more; see below 
California for other deliveries. 


Indiana Tank wagon prices listed below were obtained by OIL- 
Standard GRAM correspondents who visited Standard of Indiana 
andard bulk Plants where the company’s prices are publicly 


—— Gaso- Che vron-———. 
——— ee, Chevron line oy —= — y 
Dir. Cons. Gasoline Kerosine 1-99 100 gal ‘ Cage) Teese See + 3 15.2 
T.W. T.W. Taxes T.W. gal &over San Francisco, Calif. 16.9 9.0 18.5 13.7 13.7 3, 
x x x x ~ Los Angeles .. 16.4 9.0 18.0 13.2 re ber 
Chicago, Ul. 17.3 19.3 Tie ¢ Wie + ser meats ay 33 2 i¢2 isa tee 
South Bend, Ind. 18.0 19.5 7.0 19.1 17.8 16.8 R rome sais 193 90 211 162 ’ 
Detroit, Mich. 17.3 18.8 9 mi 2 1432 cane le ge gl 174 90 205 144 
Mpls.-St. Paul, Minn. 18.8 $0 185° 170* -%) Ne - ol 175 95 205 145 
Des Moines, Iowa 18.3 9.0 18.1 16.5 15.5 Sonk - Swarr 19.7 9.5 23.3 16.3 
St. Louis, Mo. 18.4 7.0 18.0 16.4 15.4 The ane . 175. 95 (20.5 145 
Wichita, Kansas 15.9* 17.6* 8.0 15.9* 14.6 13.6 acoma “0 0 303 153 153 168 
Omaha, Neb 16.7* 18.5 90 18.1 15.7 14.7 Boise, Idaho “ 19.0 9.0 30.3 >. 3. c 
Fargo, N. D. 17.1 18.7 90 19.4 17.2 16.2 Salt Lake City, Utah 17.7 8.0 19.2 14.0 12.0* 14.: 
Huron, S. D.. a 80 193 176 1849 Honolulu, T. H. 180 115 196 145 145 
Milwaukee, Wis. 17.8 193 90 190 180 + —— a ‘at 4 bey ein 
Big hic tesn *Standard No. 2 Burner Oil. 
Standard Stanolex Stanolex Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ territorial tax; 
Pe A 11 Bog He) ' Pry tas on all TT. prices are ex Hawaiian gross income tax of 1% to resellers, 
zs ou gal I- 2.5% to consumers. 
gal over gal over gal over Puce deliveri 
Chicago 16.1 x15.6 x13.15 x12.4 x11.85 x11. Notes: For other deliveries— F er 
Standard Furnace Oil Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-19 
100-174 100-349 175-849 350 cal 850 cal gal, 0.5¢ for 200-399 gal, wom to marine trade in Alaska where 
l al 1 & & & = 0.5¢ differential applies to 40-399 gal; for less than 40 gal, add S¢ 
_~ “se = = pind gal, except at Honolulu add 5¢ for less than 40 gal to marine trade 
Mpls.-St. Paul x16.0* x15.3* x14.8* and less than 100 gal to shoreside trade. Chevron Supreme (premium) 
Milwaukee x17.0 x16.5 prices are 3¢ higher than Chevron (regular) for quantity delivered. 


Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 
6¢ for 20-199 gal, 3¢ for 200-399 gal; tank car/truck trailer, deduct 
é 


3.5¢. : 
Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ 
for less than 40 gal, 1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 


Taxes: St. Louis gasoline tax includes 1¢ city tax. Des Moines 
kerosine & furnace oil prices do not include 7¢ state tax. State sales, 
occupation, consumer & use taxes to be added, where applicable. 

Discounts: Red Crown c.t.w. prices at some points subject to 
varying discounts for quantity deliveries. 

*Temporary price. 


DON’T STOP TO FIGURE — USE OUR PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CAN SUPPLY ANY RATE FROM .07 TO .351 — IN 1/10c STEPS ONLY 
EACH CARD SHOWS | TO 999 GALLONS. GALLONS SHOW IN RED INK AND DOLLARS AND CENTS IN BLACK. 


NEW Feature: 1000 to 9000 Gals. in 1000 steps. ~~ aee 
DEGREE DAY SYSTEMS 39-30N 58th St., Woodside 77, N. Y. 


























TWining 8-6666 
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Esso Ksso Gasoline 
(Regular) Kerosine & 

Standard Dir. Cons. Gasoline No.1 Fuel No. 2 Fuel 

T.W. T.W. Taxes T.W. T.W. 

x x x x x 

Atlantic City, N. J. 15.9 16.4 7.0 16.0 15.6 
Newark 15.9 16.4 7.0 16.0 15.6 
Baltimore, Md. 16.7 17.2 9.0 15.7 
Cumberland 17.6 18.1 9.0 17.6* 
Washington, D. C. 17.2 17.7 9.0 16.1 
Danville, Va. 18.0 18.5 9.0 16.5* 15.9 
Petersburg 17.5 17.9 9.0 16.9 16.1 
Norfolk 16.8 17.3 9.0 16.5 15. 3 
Richmond 7.2.. Ter 9.0 16.5 15.7 
Roanoke 18.5 19.0 9.0 17.6* 16.6 
Charleston, W. Va. 17.3 17.8 9.0 16.0* 
Fairmont 18,3 18.8 9.0 17.7* 
Parkersburg 18.1 18.6 9.0 16.5* 
Wheeling yy ee: 9.0 16.8* 
Charlotte, N. C. 17.3 17.8 10.0 16.1 15.3 
Hickory 17.6 18.1 10.0 16.4 15.6 
Mt. Airy 17.8 18.3 10.0 16.7* 15.9 
Raleigh 17.8 18.3 10.0 17.0 16.3 
Salisbury 17.4 17.9 10.0 16.1 15.3 
Charleston, S. C. 16.4 16.9 10.0 15.1 
Columbia 17.8 18.3 10.0 16.1 
Spartanburg 16.8 17.3 10.0 15.0 
New Orleans, La. 16.2 16.7 10.0 13.6* 
Baton Rouge 16.1 16.6 10.0 14.4* 
Alexandria 17.1 17.6 10.0 15.5* 
Lake Charles 15.9 16.4 10.0 14.3* 
Shreveport 16.9 17.4 10.0 16.4* 
New Iberia 16.5 17.0 10.0 14.8* 
Knoxville, Tenn. 17.3 17.8 10.0 15.9* 
Memphis 17.1 17.6 10.0 15.6* 
Chattanooga i. O87 10.0 15.8* 
Nashville 17.5 18.0 10.0 15.9* 
Little Rock, Ark. 17.1 17.6 9.5 16.3* 


Price applies for kerosine only. 
x Effective Jan. 10. 


epee Fuels No. 4 Fuel No. 6 Fuel 
t$ 


Newark, N. J. t$4.754 t$3.886 
Baltimore, Md. : t 4.99 t 3.93 
Washington, D. C. 1,050 gal minimum t 5.18 t 4.03 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City prices are for deliveries of 
300 gal or more; add 1¢ for 100-299 gal, 2¢ for less than 100 gal. 
Premium-grade t.w. prices 2.5¢ above regular. tEffective Jan. 15. 





Atlantic Gasoline (Reguiar) Kerosine No, 2 
Atlantic Dir. Cons. &No.l = Fuel 
Refining r.W. T.W. Taxes Fuel T.W. _T.W. 
Philadelphia, Pa. x16.35 x15.6 
Reading x16.75 x16.0 
Allentown . x 16.75 x16.0 
Harrisburg x16.75 x16.0 
Wilkes-Barre x17.05 x16.3 
Williamsport ; x17.05 x16.3 
Pittsbur x17.3 x16.35 
Altoona ‘ x17.3 x16.35 
Erie ; x17.3 x16.35 
Greensburg | x17.3 x16.35 
Wilmington, Del. . x16.6 x17.1 8.0 
Hartford, Conn. 15.6 16.1 9.0 
New Haven 15.9 16.4 9.0 14.6 
Boston, Mass. 15.6 14.4 8.0 
Springfield 15.6 16.1 8.0 15.7 
Providence, R. Il. . 14.9 16.1 7.0 x16.0 x15.6 
Camden, N. J. x15.9 x16.4 7.0 : 14.9 
Newark x15.9 x16.4 7.0 x16.0 x15.6 
Albany, N. Y 16.5 17.0 7.0 15.7 14,7 
Binghamton 16.8 17.3 7.0 15.9 15.0 
Buffalo 16.9 17.4 7.0 16.5 15.9 
Elmira 16.8 17.3 7.0 16.1 15.5 
Rochester 16.8 17.3 7.0 16.2 15.3 
Syracuse 18.0 18.5 7.0 
Watertown 18.2 18.7 7.0 17.4 16.1 
Baltimore, Md. 15.7 16.2 9.0 x15.7 
Richmond, Va. x16.7 x17.2 9.0 x16.5 x 15.7 
Charlotte, N. C. x17.3 x17.8 10.0 x16.1 x15.3 
Jacksonville, Fla. 17.6 +17.6 10.0 . 
Miami +16.9 +16.9 10.0 

Pennsylvania Heavy Fuels 

Zonel Zone 2 No. 5 No. 6 
Fair trade 

minimium s. s. , x20.9 x20.9 9.0 Phila., 
Pa. x11.11 x9.68 


Dealer cost: 23% 
below fair-trade 
minimum s. s. 
Consumer t.w. x16.6 x16.6 9.0 


Notes: Premium-grade t.w. prices 2.5¢ above regular. 
Kerosine—Thru Pa. & Del., add 1¢ gal. for t.w. deliveries of less 
than 100 gal. at one time. Camden—Add 1¢ for deliveries of 100-299 
gal., 2¢ for less than 100 gal. 
Effective dates: @ Jan. 3; x Jan. 12; + Jan. 15. 








A copy of this quick-reading, 8-page 
booklet is yours for the asking. It con- 
tains many facts on the benefits de- 
rived from your business paper and 
tips on how. to read more profitably. 
Write for the “WHY and HOW 
booklet.” 


McGraw-Hill Publishing Company, Room 2710, 
330 West 42nd St., New York 36, N.Y. 
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Beautiful 
Design 
Sturdy 

Construction 


Tell Your Story — Sell Your Product with 


TEL-A-SIGN 
ILLUMINATED PLASTIC SIGNS 


Leaders in the field of ANIMATION 


TEL-A-SIGN is proud to serve many 
famous leaders of industry with bril- 
liantly lighted ‘‘traffie’’ signs at point 
of sale; OUTDOOR 


display than neon—-at a fraction of the 
cost. 


TEL-A-SIGN’s new developments in- 
SIGNS in wide elude Dynalite, Flowing Lit 


e 
; and 
diversity, INDOOR SIGNS for every e, 
vantage point—window, wall, counter, Soon TRANSPARENCIES animated 


cash register. Made of 
plastic, they provide a brighter, sharper Write for literature in full color. 
960 West 122nd Street 


TEL-A-SIGN, INC. Chicago 43, Illinois 


OF FICES in principal cities 


Creators and manufacturers of Point-of-Sale plastic signs in 
the industry's most modern and complete plant 
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Tank Wagon Prices 





Ohio Standard 


Sohio X-Tane Gasoline 


(Regular Grade) 
Consumer 
Resellers T.W. S.S. 
x x x 

Akron 16.8 20.3 20.9 
Canton 17.3 20.8 21.9 
Cincinnati 17.3 20.8 21.9 
Cleveland 17.3 20.8 21.9 
Columbus 16.8 20.8 20.9 
Dayton 16.8 20.8 20.9 
Lima 17.3 20.8 21.9 
Mansfield 17.3 20.8 21.9 
Marion 17.3 20.8 21.9 
Portsmouth 17.3 20.8 21.9 
Toledo 16.8 20.8 20.9 
Youngstown 17.3 20.8 21.9 
Zanesville 17.3 20.8 21.9 


Gasoline 
Taxes 


8.0 
8.0 
8.0 
8.0 
8.0 
8.0 
8.0 
8.0 
8.0 
8.0 
8.0 
8.0 
8.0 


Kerosine 
T.W. 
x 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 


No, I 
Sohio- 
Heat 


xX 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 
16.6 


No. 2 
Sohio- 
Heat 
x 
15.6 
15.6 
15.6 
15.6 
15.6 
15.6 
15.6 
15.6 
15.6 
15.6 
15.6 
15.6 
15.6 


Notes: Kerosine, Nos. | & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 1¢; 
1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & s.s. 4¢ above regular, resellers 3.5¢ 
above regular. S.S. prices are at company-operated stations. 


x Effective Jan. 11. 





imperial Oil (Prices are per imperial gal., to arrive at price per U. S. gal., subtract 1/6th.) 


(Esso Gasoline Regular) 
Gasoline 


Dealer ° 

T.W. 
St. John’s, Nfid. 26.2* 
Halifax, N. S. 22.2 
St. John, N. B. 22.2 
Charlottetown, P.B.I. .......... 24.2 
Montreal, Que. 22.6 
Toronto, Ont. 22.6 
Hamilton, Ont. 22.6 
Winnipeg, Man. 22.4 
Brandon, Man. 25.0 
Regina, Sask. 21.7 
Saskatoon, Sask. 24.6 
Calgary, Alta. 21.4 
Edmonton, Alta. 20.4 
Vancouver, B. C. 22.4 


Taxes: Gasoline taxes are provincial taxes. 
Notes: 


Premium-grade gasoline t.w. prices 3¢ above regular. 


*Price is for premium grade. 














Saves 





from 15% to 30% on delivery 
Assures safety and cleanliness, 

VENTALARM Signals are Underwriter's 

Laboratories Listed, and approved by 

Leading Fire and Safety Authorities, 

A full variety of models to satisfy every 

tank condition, new or old. 


FULL PATENT PROTECTION 








oe 





13.0 


Taxes 


Kerosine 


T.W. 
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Esso 
Furnace Oil 
No. 2 fuel 
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SS MFG. CO., 


- 


SCULLY SIGNAL COMPANY 
174 Green Street, Melrose 76, Mass. 


Canadian Licensee: EMPIRE BRA 


LTD., London, Ontario 


sie Svat =2 90 
wcconaion- 













Humble 


Humble 








° Gasoline Gaso- Kerosine 
Oil Regular line Tank Re- 
T.W. Retail Taxes Wagon tail 
Dallas, 
Tex. x16.3 21.8 $0... 133. 375 
Fort 
Worth x16.3 21.8 $0. 132: 375 
Houston x16.2 = x21.7 $6 333. tis 
San An- 
tonio x16.5 x21.9 8.0 13.3 17.5 


Notes: T.W. prices 


are to all classes of 


dealers & consumers, Esso Extra t.w. prices 
2.5¢ above regular; Golden Esso Extra 3¢ 
above Esso Extra. 


Effective dates: 


x Jan. 4; + Jan. 11. 


Kentucky Crown Gaso- 

Net line 
Standard Dealer Taxes 
Covington, Ky. x17.4 10.0 
Lexington . «18.5 10.0 
Louisville Riv. 10.0 
Paducah x17.4 10.0 
Jackson, Miss. x18.0 10.0 
Vicksburg x17.5 10.0 
Birmingham, Ala. . x17.9 11.0 
Mobile x17.3 12.0 
Montgomery x18.0 12.0 
Atlanta, Ga. x18.1 9.5 
Augusta x18.8 9.5 
Macon x18.2 9.5 
Savannah x17.6 9.5 
Jacksonville, Fla. x17.6 10.0 
Miami x17.6 10.0 
Pensacola x17.4 11.0 
Tampa x17.5 10.0 
Taxes: 


Gasoline tax column includes these 


Kero- 
sine 
T.W. 
xX 


x16.9 
x17.2 
x16.5 
x16.1 
x16.9 
x16.5 
x16.9 
x16.2 
x17.9 
x17.6 
x18.9 
x17.6 
x18.0 
x17.0 
x17.0 
x15.9 
x16.9 


city & 


county taxes: Mobile, 2¢ city; Birmingham, 
1¢ county; Montgomery, I¢ city & 1¢ county; 
Pensacola, 1¢ city. Other taxes not included 
in prices; Georgia, kerosine, 1¢; Montgom- 
ery, kerosine, 1¢; Mississippi, kerosine, 0.5¢. 


x Effective Jan. 


Texas Co. 


Dallas, Tex. 
Ft. Worth 
Wichita Falls 
Amarillo 
Tyler 

El Paso 
San Angelo 
Waco 
Austin 
Houston 
San Antonio 
Port Arthur 


12. 

Fire-Chief Gasoline 
— Grade) 
Dealer Gasoline 

T.W. Taxes 
x 
16.3 8.0 
16.3 8.0 
16.5 8.0 
16.5 8.0 
16.5 8.0 
18.3 8.0 
16.5 8.0 
16.4 8.0 
16.4 8.0 
16.2 8.0 
16.5 8.0 
16.2 8. 


Kerosine 
Dealer 
T.W. 


Pe peek eh pee eh pe fh fh eh fh ph 

Pt A? Be HG 

WWW WWW enn ww ia 
A 


Notes: T.W. prices are for min. 50-gal. de- 
liveries; they apply to dealers & consumers. 
Premium-grade t.w. prices 3.5¢ above regu- 
lar, except Amarillo and El Paso, 2.5¢ higher. 


x Effective Jan. 


Continental 


J 


Oil 


(N. B. Prices are Continental's tank wagon 
prices. Current selling prices may vary from 
those shown because of local conditions). 

Conoco Gasoline 


T.W. Gasoline 

(Regular) Taxes 
Denver, Colo. . x17.7 9.0 
Grand Junction x20.2 9.0 
Pueblo x18.3 9.0 
Casper, Wyo. . @18.4 9.0 
Cheyenne m18.4 9.0 
Billings, Mont.. x19.5 10.0 
Butte x20.6 10.0 
Great Falls x19.5 10.0 
Helena x20.4 10.0 
Salt Lake, U. 18.7 8.0 
Twin Falls, Ida. 21.5 9.0 
Albuquer.,N.M. A18.9 9.5 
Roswell Al17.6 9.5 
Santa Fe Ai19.0 10.0 
Muskogee,Okla. +17.7 9.5 
Oklahoma City +17.3 9.5 
Tulsa +17.2 9.5 


Kerosine 


1 
1 
1 
1 
x2 
x2 
x2 


+Sea8 


6.7 
~ oe, 
1.4 
6.9 
7.5 
0.7 
2.5 
2.5 
21.5 
18.2 
20.7 
17.3 
16.5 
17.5 
15.8 


+16.0 
+15.3 


Taxes: Gasoline taxes include these city 
taxes; Albuquerque & Roswell, 0.5¢; Santa 


Fe, Cheyenne & 


Casper, 1¢. 


Effective dates: A Jan. 5; + Jan. 8; @ Jan. 9; 


x Jan. 10. 
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Crude Oil Prices 





Domestic 





Prices in effect Jan. 15, 1957, but subject to later correction: in $ per bbl. of 42 U. S. gal. 


FIELDS EAST OF CALIFORNIA 





at the well. 








SCHEDULE A B Cc dD E I G H I J K I M N Oo P Q 
Gravity 

Below 20. 2.73 2.42 2.39 2.68 2.66 2.93 2.98 3.03 2.88 3.08 2.75 3.26 2.40 2. 60 

9 2.75 2.45 2.48 2.70 2.68 2.95 3.00 3.05 2.90 3.10 2.14 2.30 2.77 3.28 2.42 2 62 

9 2.77 2.48 2.47 2.72 2.70 2.97 3.02 3.07 2.92 3.12 2.19 2.84 2.79 3.30 2.44 2.64 

9 2.79 2.51 2.51 2.74 2.72 2.99 3.04 3.09 2.94 3.14 2.24 2.38 2.81 8.32 2.46 2.66 

9 2.81 2.64 2.65 2.76 2.74 3.01 8.06 8.11 2.96 3.16 2.29 2.42 2.83 3.384 2.48 2.68 

9 2.83 2.57 2.59 2.78 2.76 3.03 3.08 3.13 2.98 3.18 2.34 2.46 2.36 2.85 3.36 2.50 2.70 

9 2 85 2.60 2.63 2.80 2.78 3.05 3.10 3.15 3.00 3.20 2.39 2.50 2.40 2.87 3.38 2.52 2.72 

5.9 2.87 2.63 2.67 2.82 2.80 3.07 3.12 3.17 3.02 3.22 2.44 2.54 2.44 2.89 3.40 2.54 2.74 

7.9 2.89 2.66 2.71 2.84 2.82 3.09 3.14 3.19 3.04 3.24 2.49 2.59 2.49 2.91 3.42 2.56 2.76 

9 2.91 2.69 2.75 2.86 2.84 3.11 3.16 3.21 3.06 3.26 2.54 2.64 2.54 2.93 3.44 2.58 2.78 

9 2.93 2.72 2.79 2.88 2.86 3.13 3.18 3. 25 3.08 3.28 2.59 2.69 2.5 2.95 3.46 2 60 2.80 

y 2.95 2.75 2.83 2.90 2.88 3.15 3.20 25 3.10 3.30 2.63 2.74 2.64 2.97 3.48 2.82 

9 2.97 2.78 2.87 2.92 2.90 3.17 8.22 3.27 3.12 3.32 2.67 2.79 2.69 2.99 3.50 2.84 

4 2.99 2.81 2.91 2.94 2.92 3.19 3.24 3.29 3.14 3.34 2.71 2.83 2.73 3.01 3.52 2.86 

9 8.01 2.84 2.95 2.96 2.94 3.2 $3.26 3.31 3.16 3.36 2.75 2.87 2.77 3.08 3.54 2.88 

9 3.08 2.87 2.99 2.98 2.96 3.23 3.28 $.38 3.18 38.38 3.79 2.91 2.81 3.05 3.56 2.90 

9 3.05 2.90 3.038 3.00 2.98 225 3.30 3.35 3.20 83.40 2.88 2.95 2.85 %.07 3.58 2.92 

9 3.07 2.93 3.07 3.02 3.00 3.27 3.32 3.37 3.22 83.42 2.87 2.99 2.89 3.09 3.60 2.94 

9 8.08 2.96 3.00 38.04 $8.02 3.29 3.34 3.39 3.24 93.44 2.89 3.01 2.91 3.11 3.62 2.96 

9 £.11 2.99 3.11 3.06 3.04 3.31 3.36 3.41 3.26 3.46 2.91 3.08 2.93 3.18 3.64 2.98 

9 3.18 $3.02 3.18 3.08 3.06 3.338 3.38 3.43 3.28 3.48 2.93 3.05 2.95 3.15 3.66 3.00 

40 & above a 3.15 3.05 3.15 3.10 3.08 3.35 3.40 3.45 3.30 3.50 2.95 3.07 2.97 3.17 3.68 3.02 

Prices are shown by states and by general LOUISIANA—Soath TEXAS—Gulf Coast 


areas in most states. 


GRAVITY SCHEDULES 


ALABAMA—Citronelle 
10¢ above Schedule D: Gulf 


ARKANSAS 
Bear Creek, Stephens & Other Fields: 
Schedule D: Esso, Arkansas Fuel. 
Cairo & Other Fields: 
Schedule A: Esso. 
Magnolia & Other Fields: 
10¢ above Schedule D: Esso Arkansas Fuel. 
Haynesville & Other Fields: 
10¢ above Schedule A: Esso. 


COLORADO 
Rangley: 
Schedale A: Phillips. 
Adams, Logan, Morgan, Washington, & Weld 
Counties : 
Schedule E: Stanolind. 


KANSAS 
Schedule A: Stanolind for all counties ex- 
cept Ellis, Graham, Osborne, Rooks, Russell, 
and Trego. Phillips for Greenwood County. 
Schedule C: Stanolind for Ellis, Graham, 
Osborne, Rooks, Russell, and Trego Counties. 
Phillips for all fields except Greenwood County. 


LOUISIANA—Central 

Catahoula Lake & Other Fields: 
Schedule F: Esso. 

Hemphill & Other Fields: 
Scheedule G: Esso. 

Olla & Other Fields: 
Schedule H: Esso, Arkansas Fuel. 


LOUISIANA—Coastal 

Edgerly & Other Fields: 
Schedule J: Gulf. 

Bayou Blue below 28°: 
10¢ above Schedule O 


(24-29 gravity): Sun. 


LOUISIANA—East 

Bee Brake: 
Schedule I: Esso. 

Fairview, Delhi & Other Fields: 
Schedule F: Esso, Sun. 

Holly Ridge & Other Fields: 
Schedule G: Esso. 


LOUISIAN A—North 

Ashland: 
Schedule A: Esso. 
Lisbon & Sugar Creek: 
Schedule D: Esso. 

Athens( Caddo & Other Fields: 
10¢ above Schedule A: Esso. 
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Lake Washington: 
Schedule F: Esso. 

Anse La Butte & Other Fields: 
Schedule H: Esso. 


MISSISSIPPI 

Carthage Point & Other Fields: 
Schedule F: Esso. 

Fayette & Other Fields: 
Schedule G: Esso. 


Hub: 
Schedule I: Esso. 


MONTANA 


Elk Basin (Frontier) : 
Schedule E: Stanolind. 
Elk Basin (Embar-Tensleep & Madison) : 
Schedule K: Stanolind & Carter (schedule 
extends down to 15 gravity.) 
Sour Crude: 
Schedule L: 
Sweet Crude: 
10¢ above Schedule E: Continental. 
Cut Bank: 
Schedule A: Phillips, Carter. 
Pondera: 
Schedule M: Phillips. 


Continental. 


NEBRASKA—Denver-Julesberg Basin 
Schedule E: Stanolind. 


NEW MEXICO—Intermediate Crude 
Schedule E: Phillips, Stanolind. 
5¢ above Schedule E: Gulf. 
16¢ above Schedule E: Continental 


NEW MEXICO—Sour Crude 


Schedule Q: Phillips, Stano'ind 
10¢ below Schedule N: Gulf. 
10¢ above Schedule Q: 


Continental 
NORTH DAKOTA 
Schedule A: Stanolind. 


OKLAHOMA—Sweet Crude 
Schedule A: Phillips, Stanolind, Carter. 
10¢ above Schedule A: Continental. 


OKLAHOMA—Sour Crude 
Schedule B: Stanolind, Carter. 


TEXAS—East Texas Field 
$3.25 Flat Price: Humble, 
lind, Sun. 


Phillips, Stano- 


TEXAS—East Central 
Schedule N: Humble. 


NEWS 





Goose Creek, Hastings & Other Fields: 
Schedule O: Humble, Gulf, Stanolind. 
10¢ above Schedule O (24-29 gravity): 

Anahuac & Other Fields: 
10¢ above Schedule H: Humble, Sun. 

Amelia & Other Low Cold Test Fields: 
10¢ above Schedule O (24-29 gravity): 

Humble. 


Sun. 


TEXAS—North, North Central 


10¢ above Schedule A: 
Schedule A: Stanolind. 


Continental. 


TEXAS—Northeast (Asphalt Crudes) 
Taleo & Other Fields: 

Schedule P: Humble (schedule extends down 
to below 15). 


TEXAS—Panhandle 

Carson, Gray, Hutchinson & Wheeler Counties: 
Schedule A: Humble. 
Schedule Q: Phillips. 

Quinduno: 


Schedule A: Phillips. 


TEXAS—Southwest 
Kelsey & Other Fields: 


10¢ above Schedule H: Humble, Sun. 
Mirando & Other Crudes: 


30¢ above Schedule J (24-29 gravity): 
Humble, Sun. 
Refugio Light & Other Crudes: 

20¢ above Schedule H: Humble. 
Refugio Heavy & Other Crudes: 

30¢ above Schedule J (20-26 gravity): 
Humble. 


TEXAS—West Central 


Schedule E: Humble, Stanolind 


TEXAS—West Texas Sweet 
Schedule A: Phillips, Stanolind. 
5¢ above Schedule E: Gulf. 


TEXAS—West Texas Intermediate 


Schedule E: Phillips, Stanolind. 
5¢ above Schedule E: Gulf. 


TEXAS—West Texas Sour 


Schedule Q: Phillips, Stanolind, Humble. 
10¢ below Schedule N: Gulf. 


WYOMING 
Meadow Creek & Other Fields: 
Schedule E: Stanolind. 
Schedule L: Continental. 
Winkleman Dome & Other Fields: 
Schedule K: Stanolind (schedule 
down to 15 gravity). 
Schedule L: Continental. 
Converse, Johnson, Niobrara & Park Counties: 
19¢ above Schedule E: Continental. 


extends 


173 
























































Crude Oil Prices 





FLAT PRIGES 
ARKANSAS 
Smackover (Ark. Fuel, Gulf 


ILLINOIS 

[ll. Basin (Ashland, Carter, Gulf, Magnolia, 
Ohio, Texaco = 

Ill. (Sohio) 

Dudley field (Sohio) 

Plymouth (Ohio Oil) 


INDIANA 
Ind. (Sohio) 


KENTUCKY 

Butler Co. area (Owensboro-Ashland 
Owensboro area (Ashland) 

Ragland Grade (Ashland) 

Somerset Grade (Ashland) 

Western Ky. all fields & pools (Sohio) 


LOUISIANA 
Bivens (Atlantic) 
Neale (Atlantic) 


North Louisiana Condensate: 
Cotton Valley (Esso). 


South Louisiana Condensate (Esso) 
Sweet Lake (Pure) 
Urania (Ark. Fuel) 


Ville Platte (Continental 


2 © 
_ 
oa 


90 
59 
82 


th oo 0 


90 


wow wo ow ne 
oS 
to 


oe 
oe ow 
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oth th 
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MICHIGAN 


Only lowest and highest postings of each company 


are shown below 


Bay Pipe Line 
Deep’ River"(sour), West Branch (sour) 
Lake'George, Stony Lake 
Leonard-Pipe Line 
Clare City 
Fork & other fields 
Pure: 
Adams & Deep River 
Coldwater 
Simrall 
Grant 


Barryton-Sun Denslow 


Sohio: 
Coldwater 


MISSISSIPPI 

Baxterville: 
Condensate (Gulf) 
Crude (Gulf) 

MISSOURI 


St. Charles (Sohio) ...ccccceccece 


MONTANA 


Darling (Carter) 


$2.88 
3.23 


62 
98 


por 
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80 
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wo 
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OHIO 

Cleveland & other fields 
Corning (Ashland),.......++-- 
Corning (Seep). .....--+-eeeeees 
Lima (Sohio).........- 


Sohio)... 


PENNSYLVANIA—-Penn. Grade 


Alleghany, N. Y. (Sinclair).. 
Bradford, Pa. (Seep). 
Eureka, W. Va. (Seep) 
Middle Penna. (Seep)..... 
Southwest Penna. (Seep)........ 
Zanesville, Ohio (Ashland).... 


TEXAS 
Benedum Condensate (Shell) . 
Chapel Hill: 

Condensate (Sinclair)..... 
Crude (Sinclair)... 
Clay Creek (Sun)..... 
Conroe (Humble, Sun,yTexaco) . 
Darst Creek (Humble)......... 
Tomball (Humble, Magnolia)... 
Van (Humble,*Pure)...... bale we 


WYOMING 


Big Sand Draw Condensate (Sinclair) . 


wn” 
tS 


rw ow 


or +f > > 


.87 


97 


65 


75 





S. O. California prices, All gravities above those quoted take highest price offered for field specified. 


Coal- 
Gravity inga 
12-12.9 $2.35 
13-13.9. ssoMas 2.39 
oS re eee 2.43 
Ee eee are 2.48 
16-16.9.. 2.52 
17-17.9.. 2.56 
18-18.9. 2.60 
19--19.9 2.64 
20-20.9... 2.68 
21-21.9 2.72 
22-22.9 2.76 
23-23 .9 2.79 
24-24.9 2.83 
25-25 .9 2.86 
26-26 .9 2.89 
27-27 .9. 2.93 
28-18.9. 2.96 
29-29.9.. 3.00 
30-30.9.. 3.04 
$1-31.9. 3.08 
32-32.9. 3.12 
33-33 .9 3.16 
34-34.9. 8.20 
35-35 .9. 3.24 
36-36 .9 3.28 
37-37 .9 3.31 
38-38 .9 3.35 
39.39.9 3.39 
Ss Waco koavbens 3.43 


tStevens Zone. 
#Long Beach. % 


Buena 
Vista* 
$2.29 
2.34 
2.38 
.43 
47 
52 
57 
62 


CcomM ror pO dM ponw nn pr 
| 


ww 


- wcoce 
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and Midway 


CALIFORNIA 


Elk Huntington Kettleman 
Hills? Beach Inglewood Hills 
$2.51 $2.53 ¥ 
2.54 2.56 ha 
2.57 2.59 “TP 
2.60 2.68 bly 
2.64 2.67 cee 
2.68 2.70 ach 
2.71 2.73 ; 
2.76 2.76 pia 
2.79 2.80 hac 
2.82 2.84 ie 
‘ 2.85 2.87 ; 
$2.67 2.88 2.90 eis 
2.71 2.91 2.93 ees 
2.76 2.94 2.96 ce 
2.81 2.98 2.99 od 
2.86 3.02 3.03 uGe 
2.91 3,06 3.07 oa 
2.96 3.09 3.11 $3.02 
3.02 3.12 3.07 
3.07 3.15 3.12 
3.12 : 3.17 
3.16 3.21 
8.20 3.25 
3.24 3.30 
3.28 3.35 
3.33 3.40 
3.37 3.45 


Sunset. 


Signal Wheeler 
Hill? Torrance Ridge 
$2.42 $2.47 ; 
2.46 2.50 he 
2.49 2.52 $2.41 
2.53 2.55 2.46 
2.57 2.58 2.51 
2.60 2.61 2.56 
2.64 2.63 2.61 
2.68 2.65 2.66 
2.72 2.68 2.28 
2.76 2.71 2.77 
2.80 2.74 2.82 
2.84 2.78 2.87 
2.88 2.81 2.91 
2.92 2.85 2.96 
2.97 2.90 3.01 
3.02 aus 3.06 
3.07 3.11 
3.13 3.16 
3.19 3.20 
3.25 3.25 
3.31 3.29 
3.36 3.34 
3.40 7 
3.4 


Wilmington 


$2. 
2. 


no 
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53 
56 


.59 
.63 


.70 


73 
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Foreign—Prices in effect Jan. 15, 1957, but subject to later corrections; in $ per bbl. of 42 U. S. gal., except as noted. 


VENEZUELA 


Prices per bbl. for cargo-lot quantities, FOB vessels at ports shown; effective at time vessel 
tenders for loading; subject to change without notice, and to availability and other terms 


stated below; 2¢ per bbl. differential per degree of 


ravity applies for gravities below and 


above those shown, except as noted. Prices for crude oil sold at points other than those 
indicated subject to variation from prices shown below to reflect any change in transportation 
and terminailing requirements. Key to companies posting: 1—Colon Development, 2— 


Compania Shell de 


enezuela, 3—Creole Petroleum, 4—lInternational Petroleum, 5—Mene 


Grande, 6—Richmond Exploration, 7—Sinclair Oil & Refining, 8—Socony Mobil Co. de 


Venezuela, 9—Texas Petroleum. 


Crude FOB Port 

Anaco Wax ...Puerto La Cruz 
Bachaquero .«Las Piedras/Amuay 
Bachaquero ....Las Piedras 
Bachaquero ocasnss see Piparee 


Bachaquero Heavy ...Las Piedras 


Bolivar Dist. Heavy 


Bolivar Dist. Heavy ...... Cardon 

Bolivar Dist. Heavy ...... Lagunillast 

ss BRA PERE Bajo Grande 
NS or «aks bn 8 aed Cabimas (Jetty)+ 
. (“Seay Cardon 

CE oe i connkaaan Las Piedras 
Cabimas aPC ee Las Piedras 

Cabimas . ; ...Las Piedras 
Cruces/Manueles ........ Cardon 
Cruces/Manueles .. Colonchat 
are Tucupido .... 
GE. saseense vende Puerto La Cruz ..... 
CN eines gs wa acre Puerto La Cruz ... 
Guere (Crude Waxing) ...Puerto La Cruz ... 
ME isk dpa cwads oo cG tO. <. yee 
OS ee Cardon 

ON ere -Cardon ae aes 
Lagunillas Heavy ........ Las Piedras/Amuay 
RA RSS Las Piedras sees 
| Se Lagunillast 

ME 0 has esta ara Amuay 

Leona . ee etka eee Puerto La Cruz 
ME Mats vce oc uae Puerto La Cruz 

| GRITS TRS ate ae it .Cardon : 

Mara errr : 
Mara Fatey.s eae ewes Palmarejot ........ 
Mata... Sie Soak eed Puerto La Cruz 

Mesa . ...+see.Puerto La Cruz 
MIN ok ow deel rs ake Wie San Lorenzot 
Mulata oss eees Qe ’ 
Oficina rae ax tae Puerto La Cruz 
ere Puerto La Cruz 
Oficina ei .. Puerto La Cruz 
Oficina eee Puerto La Cruz 
| Se ee a Puerto La Cruz 
Ue os ene ae Cardon a ; 
Pedernales ....Capure (Pedernales)t 
|, SS ey. Caripito + 
ES i kha Sararam wioald Puerto La Cruz 
Santa Rosa 


Stabilized Condensate 
Santa Rosa 

Stabilized Condensate 
San Joaquin .... 
San Joaquin 
San Joaquin 
Santa Barbara 

Oficina Blend 


Puerto La Cruz 


Puerto La Cruz 
ease 64 We Puerto La Cruz 
a aioe tea Puerto La Cruz 
. Puerto La Cruz 


..Puerto La Cruz 


Taparito ie ere La Piedras 
Taparito .+.e- Las Piedras 
Tarra + «0 5 0s 

co .+eeeeee5an Lorenzo 
Temblador Ste ma aed Boca de Uracoat 
Temblador ............ ..Caripito 
po a ee Caripito 

Tia Juana Light ..Amuay . 

Tia Juana Medium ......Amuay . 

Tia Juana 102 L.P. .....,Amuay 

Tia Juana Heavy ........ La Salina 

i ESR eee eeeeeeee Puerto La Cruz 
Tigre — : Wie alptin n.d Puerto La Cruz 
UIE a oe const Sin a Oo Tucupitat 


...Bachaquero, Cabimas® 


Posted By Gravity Price 
- 25 41.0-41.9 $3.34x 
a Flat 2.234 
5 14.5-14.9 1.91¢@ 
2 13.5-13.9 2.05* 
4 14.0-14.4 2.14@ 
2 12.5-12.9 1.97* 
2 12.5-12.9 2.00* 
2 12.5-12.9 152; 
6 10 Flat 1.85 
2 22.0-22.4 2.22* 
2 22.0-22.4 2.30* 
aA 20.0-20.4 2.20* 
4 20.0-20.4 2.17* 
5 20.0-20.4 2.20* 
1 30.0-30.4 2.50* 
1 30.0-30.4 2.32* 
rom 48.0-48.9 3.75 
iS 31.0-31.9 2.80 
4 30.0-30.9 2.53 
7 41.0-41.9 3.04 
3 32.0-32.9 2.99 
uae 31.0-31.4 2.55* 
2 About 15 Flat 2.33 
3 t 2.384 
«ve SS About 15/16 Flat 2.33 
rey About 15/16 Flat 2.25 
3 24.0-24.9 2.514 
5 24.0-24.4 2.544 
2 24.0-24.4 2.35* 
aoa 29.5-29.9 2.40* 
..2,4,5,9  29.5-29.9 2.40* 
3 29.0-29.9 2.53 
9 32.0-32.4 2.67* 
ee 30.0-30.4 2.87* 
ine 20.0-20.4 2.20* 
am 36.0-36.9 3.07 
ate 36.0-36.4 3.148 
..4 35.0-35.9 2.80 
3 35.0-35.9 3.05 
& 34.0-34.9 2.76 
2 32.0-32.4 2.67* 
a 33.5-33.9 2.708 
3 21.0-21.4 2.44* 
hes 16.0-16.4 2.45* 
9 41.0-41.9 3.04 
2 About 47/48 Flat 3.10 
5 Flat 3.40 
8 42.0-42.9 3.06 
2,4 41.0-41.9 3.04 
3 40.0-40.9 3.37 
7 34.0-34.9 $2.76 
5 16.5-16.9 2.08 
2,4 17.0-17.4 2.15 
1 38.0-38.9 2.91 
1 38.0-38.9 2.88 
3 20.5-20.9 2.60* 
2 20.5-20.9 2.40* 
aS 20.5-20.9 2.40* 
3 31.0-31.9 2.80 
3 26.0-26.9 2.55# 
3 25.0-25.9 2.97 
3 Flat 2.20 
4 24.0-24.9 2.36 
3 24.0-24.9 2.51 
9 16.5-16.9 1.76@ 


Differential per v4 degree gravity: a2¢ bbl. *2.5¢ bbl. A3¢ bbl. ©3.5¢ bbl. xDifferential 


— for eac 
+S 


full 1 degree gravity above 41.0 and for each full 4 degree gravity below 41.4. 


allow draft only. Deepwater mooring. #Also available at La Salina at 3¢ bbl. less. tAlso 


available FOB Puerto La Cruz. 





MIDDLE EAST 


Prices are per bbl. of 42 U.S. gals., exclusive 
of local port or other governmental charges, 
sales taxes, etc., if any; FOB loading port in- 
dicated, for gravities shown ; 2¢ per bbl. differ- 
ential per degree of gravity applies for below 
and above those shown. 


Persian Gulf 


Crude Gravity Price 
Arabian (ex Rastanura) 
Esso Export, M. E. Crude Sales, 
Mobil Overseas 34-34.9 $1.93 
Basrah, Iraq (ex Fao, Iraq) 
CFP 36-36.9 1.87 


BP Trading, Mobil Overseas, 
Esso Export, Shell Pet. 35-35.9 1.85 


Iranian (ex Bandar Mashur) 34-34.9 1.91 
P Trading, Esso Export, Shell Pet., CFP 


Mobil Overseas, Texaco (Iran), Am. Indepen- 
dent, Iran Atlantic, Richfield Iran, Signal 
Int’l, Sohio-Iran, Tide Water-Iran, Hancock 
Int’l, Pac. Western-Iran, San Jacinto FEast- 
ern, N.I.0.C. 

Iranian Light (ex Abadan) $4-34.9 1.86 
BP Trading, Esso Export, CFP (Iranian 
Branch), Shell Pet., Gulf Int’l, Iran Calif., 
Mobil Overseas, Texaco (Iran), Iran Atlantic, 
Richfield Iran, Sohio-Iran, Tide Water-Iran, 
Hancock Int’l, Pac. Western-Iran, San Jacinto 
Eastern, Signa! Int’l, Am. Independent. 


Iranian Heavy (ex Abadan $1-31.9 1.67 
BP Trading, CFP (Iranian Branch), Shell 
Pet., Iran Calif., Mobil Overseas, Tide Water- 
Iran, Pac. Western-Iran, Texaco (Iran), Iran 
Atlantic, Sohio-Iran, Signal Int’l, Am. Inde- 
pendent, Richfield Iran, Gulf Int’l, San Jacin- 
to Eastern. 
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MIDDLE EAST (cont.) 
Kuwait (ex Mina-al-Ahmadi) .31-31.9 1.72 
BP Trading, Gulf Explor., Mobil Overseas 


Quator (ex Said) a 
Esso Export, Mobil Overseas 41-41.9 2.10 
BP Trading, CFP, Shell Pet. 40-40.9 2.08 

Eastern Mediterranean 

Gravity Price 


Crude 
Arabian (ex Sidon, Lebanon : ee 
Esso Export 6-36.9 2.69 
M.E. Crude Saies, Mobil Over- “ 
seas 34-34.9 2.65 
Iraq (ex Tripoli, Lebanon/Banias, Syria) 


36-36.9 2.69 
35-35.9 2.67 


isso Export 
Mobil Overseas 
FAR EAST 

Price is in U.S. dollars per bbl. of 42 U.S 
gal., FOB Lutong, Sarawak, as posted by 
Sarawak Oilfields Ltd., ex local port or other 
government charges, for crude within gravity 
range stated, loaded in full cargo lots 
Seria Light, 37-38 API 2.60 





Canadian Crude Prices 


Postings of Imperial Oil Ltd. Prices are in 
Canadien dollars per bbl. of 35 Imp. gal. 
Alberta 

Acheson/Stony Plain D-2, D-3, L.C. . $2.54 
Armisie L.C. 5 2.52 
Battle Vikin 2.36 
Duhamel D-2, D-3 2.52 
Excelsior D-2 2.46 
Fairydell D-2, D-3 3 1.89 
Fenn-Big bag | D-2, D-3 2.20 
Golden Spike D-2, D-3 2.51 
Joarcam-North Viking 2.46 
Joarcam-South Viking 2.45 
Joffre Viking 2.45 
Leduc-Woodbend D-2, D-3 2.60 
Malmo D-2, L.C. 2.59 
Malmo D-3 2.49 
New Norway D-2 2.59 
New Norway D-3 2.32 
Peavey 1.89 
Pembina Cardium 2.52 
Redwater D-3 2.49 
Sturgeon Lake D-3 2.39 
Sundre 2.115 
Westward Ho 2.305 
Manitoba 

Daly area-Mississippian 2.34 
East Cromer (Daly)-Mississippian 2.20 
Virden area-Mississippian 2.39 
Woodnorth-Mississippian .28 
Ontario 

Oil Springs Receiving Station 3.00 
Sarnia by t.w. or t.c. ; 3.30 
12th Line Receiving Station 3.20 
Saskatchewan 

Alida 2.615 
Eureka ’ 2.38 
Frobisher 2.625 
Ingoldsby 2.17 
Kingsford East 2.355 
Nottingham . 2.59 
Rosebank 2.34 
Smiley . 2.26 
Steelman 2.515 


Turner Valley (Alta) Crude: Prices FOB pro- 
ducers tankage, begin with 33-33.9 grav. at 
$2,665 with 2¢ differential per deg. of grav. 
to 64 & over at $3,285. 





NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 


Jan. 15 16.86 12.84 
Month ago 16.38 12.72 
Year ago 16.18 12.53 





Dealer index is an average of dealer 
tank wagon prices ex tax in 50 cities. 

Tank car index is weighted average of 
following wholesale markets for regular- 
grade gasoline. FOB refineries or ter- 
minals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsyl- 
vania, California, Philadelphia, Jackson- 
ville, Boston, and Gulf Coast. 


























































































Statistics 


Alabama 
Arizona 
Arkansas 
*California 
Colorado 
Connecticut 
Delaware 
District of Columbia 
Florida 
Georgia 

Idaho 

Iilinois 
Indiana 

lowa 

Kansas 
Kentucky 
Louisiana 
Maine 
Maryland 
Massachusetts 
Michigan 
Minnesota 
Mississippi 
Missouri 
Montana 
Nebraska 
Nevada 

New Hampshire 
New Jersey 
New Mexico 
New York 
North Carolina 
North Dakota 
Ohio 
Oklahoma 
Oregon 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 
Tennessee. . 
Texas 

Utah 

Vermont 
Virginia 
Washington 
West Virginia 
Wisconsin 
Wyoming 


Gasoline Consumption by States, September 1956 


Total 48 States and D. of C. 


Daily Average. . 


Change from previous year: 


Total change 


Percentage change in Daily Average TS 


+These are State tax rates per gallon. 


of which are not available currently nor prior to December 1, 


Fax Rate 
September 
Cents 


AANA Alan 


AIS ISMN DH 


PAPPHAAMMNM AN AINMIAAAAHMAIATE AHA 


nS 


o 


In addition there is the F 


1955. 


AmericanPetroleum Institute figures) 
Monthof ——-— 


Aug. 1956 
Gallons 
77,330,000 
, 000 
000 
7,000 
,000 
, 000 
2,000 
55,000 
51,000 
, 000 
, 000 
53,000 
33,000 
16,000 
>, 000 
5,000 
>, 000 
3,000 
, 000 
5,000 
33, 000 
9,000 
, 000 
, 000 
, 000 
5, 000 








3,000 
, 889,000 
32,000 
,000 
, 000 
,000 
"000 
,000 
000 
"000 
000 
, 000 
, 000 
,000 
000 
000 
000 


47,040, 
, 086, 
20,313, 


5,217,315,000 
168,300,000 


Sept. 1956 
Gallons 
70,642,000 
30,180,000 
46,117,000 

435 , 039,000 
55,907,000 
56,536,000 
12,547,000 
15,490,000 

109,519,000 
90,641,000 
24,592,000 

236,773,000 
139/995 ,000 
94,213,000 
81,157,000 
65,415,000 
70,214,000 
26 ,328 , 000 
66,727,000 
103 ,622 ,000 

203 , 930,000 
110 ,247, 000 

, 000 

5,000 

, 000 

5, 000 

, 000 

9,000 

, 000 
30,924,000 

314,856,000 
113,629 ,000 
33/062. 000 

251,661,000 
75,731,000 
57,352,000 

248 , 732,000 
18,491,000 
51,765,000 
82,319,000 
81,216,000 

369,217,000 
27,139,000 
10,117,000 
98 , 806 ,000 
77,728,000 
39 , 705,000 

103,190,000 


Sept. 1955 
Gallons 
69 , 795,000 
29 294,000 
43,007,000 

469 ,877 ,000 
55,890,000 
58, 768,000 
12,363,000 
16,948,000 

102,729,000 
91,140,000 
23,445,000 

237,773,000 

140,370,000 
95,334,000 
83 , 886 , 000 
67 ,636 ,000 
70,409 ,000 
27,099 , 000 
66 , 085 , 000 

106 , 537,000 

211,107,000 

105 , 356 , 000 
46 , 706,000 


11;299;000 
16,043,000 
157,819,000 
28 , 563,000 
311,670,000 
104,173,000 
33, 194 000 
246,883 000 
77,841,000 
57,010,000 
252,020 ,000 
20,450,000 
51,904,000 
32,276,000 
90,341,000 
355,977,000 
26 , 888 , 000 
11,052,000 
99 , 766,000 
79,114,000 
37,113,000 
105 ,345 ,000 





15,574,000 15,259,000 
4,622,748,000 4,657,599,000 
154,092,000 155,253,000 
re 
hie iid, Mee ee 


"ederal Tax of Three cents (3¢) per gallon. 
*Consumption figures for California subsequent to December 1, 1955 are not entirely comparable with previous periods due to exclusion of Jet Fuel, the quantities 


9 Months Ending With 
1956 


Se “4 


Gallons 


661, 
286 , 826 


411,236, 
, 976,929, 
‘413, 
516,526, 
116,793, 
‘000 
"000 


a 


487 


152,662 
, 140,352 


_ 


874,274, 
, 000 


196 , 437 


ro 


"292; 109 


612,575 


653, 700, 
,000 


225,719 


614,370, 
938 ,627, 
,861,969, 
, 000 


_ 


910, 066 


461,130, 
, 192,470, 
226,591, 
435 , 864, 
,000 
137 ,688, 
, 385,019, 
278,627, 
, 766,840, 
988 ,570, 
238,720, 
, 306 ,352, 
710,955, 
490 , 285, 
,000 


~ 


98,716 


no 


tn 


i) 


,225 ,822 


176,797, 
496,784, 
, 000 
,000 
, 367,100, 


248 ,697 
778,520 


~ 


227,408, 

91,988, 
919,588, 
706,858, 
361,541 


922° 004" 
128/858, 


539, 
, 000 


138,244, 
"000 
851,913, 
800,986, 
000 


000 


000 
000 
000 
000 
000 


000 
000 


000 
000 


000 


000 
000 
000 


000 
000 
000 
000 


000 
000 
000 
000 
000 
000 
000 
000 
000 


000 
000 


000 
000 
000 
000 
000 
000 
000 
000 





“42,091 ,057,000 
153,617,000 


+1,385,607,000 
-+3.03 


oF. 
0 


Sept. 1955 
Gallons 
610,824,000 
264,792,000 


613,973,000 
221,070,000 
569,357,000 
898 , 399 , 000 
1, 832,721,000 


1,156, "003, 000 
217,481,000 
434,349,000 
95,595,000 


474.269 ,000 
2,118,573,000 
"000 

, 000 
,000 


,000 
, 000 
127, "207,000 


40,705,450.000 


149,104,000 





Gasoline Prices for 54 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (housebrand) 


gasoline 


in 54 representative U. 


S. 


cities on Jan. 


1 compiled by 


National Petroleum News are shown below. Figures are in ¢ per 
gal.; (i) and (d) indicate increase or decrease as compared with 


Dec. 1. 


State and/or local sales taxes, 


Tax column includes only motor fuel taxes levied as such. 
where applicable to motor fuel, are 


included in service station {tax nicluded) prices at points marked 


with # sign. 


Average U. § 
Portland, Me. 
Manchester, N.H. 
Burlington, Vt. 
Boston, Mass. 
Providence, R.I. 
Hartford, Conn. 
Buffalo, N.Y. 
New York, N.Y 
Newark, N.J. 
Philadelphia, Pa. 
Wilmington, Del. 
Baltimore, Md. 
Washington, D.C. 
Charleston, W. Va. 
Norfolk, Va. 
Charlotte, N.C. 
Charleston, S.C. 
Atlanta, Ga. 
Jacksonville, Fla. 
Birmingham, Ala. 
Jackson, Miss. 


176 


Dir. T.W. 


(ex tax) 
i-16.21 
15.40 
15.40 
17.80 
14.40 
15.60 
15.60 
16.90 
16.30 
14.90 
i-15.30 
16.10 
15.70 
16.20 
16.30 
15.80 
16.30 
15.40 
i-17.10 
16.60 
d-15.90 
d-12.80 


Service 
Station 
(ex tax) 
i-21.49 
20.90 
20.90 
24.30 
18.90 
d-19.90 
20.9 
24.30 
i-24.10 
19.90 
19,90 
20.90 
22.20 
21.90 
23.90 
15.90 
19.90 
22.80 
i-22.10 
21.60 
d-20.90 
d-16.90 


Tax 
(incl. 3¢ 
federal) 

8.79 

10.00 

8.00 

8.50 

8.00 

7.00 

9.00 

7.00 

7.00 

7.00 

9.00 

8.00 

9.00 

9.00 

9.00 

9.00 

10.00 
10.00 
9.50 
10.00 
*11.00 
10.00 


Station 
(incl. tax) 
i-30.36 
30.90 
28.90 
32.80 
26.90 

d-26.90 
29.90 
31.50# 

i-32.00# 
26.90 
28.90 
28.90 
31.20 
30.90 
32.90 
24.90 
29.90 
32.80 

i-32.30# 
31.60 
d-31.90 

d-27.90# 


Memphis, Tenn. 
Louisville, Ky. 
Cleveland, Ohio 
Cincinnati, Ohio 
Indianapolis, Ind. 
Chicago, III. 
Detroit, Mich. 
Milwaukee, Wisc. 
Twin Cities, Minn. 
Fargo, N.D. 
Huron, S.D. 
Omaha, Neb. 
Des Moines, Ia. 
St. Louis, Mo. 
Wichita, Kans. 
Tulsa, Okla. 

Little Rock, Ark. 
New Orleans, La. 
Dallas, Tex. 
Houston, Tex. 
Albuquerque, N.M. 
Denver, Colo. 
Cheyenne, Wyo. 
Great Falls, Mont. 
Boise, Idaho 


Salt Lake City, Utah 


Reno, Nev. 
Phoenix, Ariz. 
Los Angeles, Calif. 


San Francisco, Calif. 


Portland, Ore. 
Seattle, Wash. 
Spokane, Wash. 


16.10 
16.70 
d-16.30 
d-16.30 
16.70 
16.30 
16.30 
16.80 
14.50 
16.10 
17.20 
15.70 
15.50 
d-13.40 
14.90 
i-16.20 
16.10 
15.20 
10.40 
15.20 
17.90 
i-16.00 
17.40 
18.50 
d-19.00 
17.70 
19.30 
18.10 
16.40 
16.90 
17.40 
17.50 
19.70 


*Includes 1¢ city tax. 


**Includes 0.5¢ city 


tax. 


21.90 
d-19.90 
d-20.90 
d-20.90 

21.90 

22.10 

22.40 

22.90 

19.40 

i-21.90 
d-20.90 

20.90 

20.90 
d-17.90 

19.90 

i-21.40 

21.40 

22.60 

14.90 

20.70 

24.50 

i-21.90 
24.50 
25.50 

i-24.70 

20.90 

25.50 

21.90 

19.90 

22.90 

22.90 

21.40 

25.40 


10.00 
10.00 
8.00 
8.00 
7.00 
8.00 
9.00 
9.00 
8.00 
9.00 
8.00 
9.00 
9.00 
*7.00 
8.00 
9.50 
9.50 
10.00 
8.00 
8.00 
9.50 
**9.00 
*9.00 
10.00 
9.00 
8.00 
9.00 
8.00 
9.00 
9.00 
9.00 
9.50 
9.50 


31.90 
d-29.90 
d-28.90 
d-28.90 

28.90 

30.90# 

32.20# 

31.90 

27.40 

i-30.90 

28.90 

29.90 

29.90 
d-24.90 

27.90 

i-30.90 

30.90 

32.60 

22.90 

28.70 

34.00 

i-30.90 
33.50 
35.50 

i-33.70 

28.90 

34.50 

29.90 

28.90 

31.90 

31.90 

30.90 

34.90 
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at the curb new Purolator dual fuel filter, PAG-25D, 
has a high flow rate of 25 GPM for diesel fuel combined with 


virtually no pressure drop. A final assurance to every customer 







that your product is clean. 


or 
at the terminal large bulk filtration equipment 


like this pedestal-type filter (PAG-300L to 1200L) can be used 
at high flow rates of from 300 to 1200 GPM. Reduces meter 


weor. 




























Purolator micronic fuel 
filters remove rust 


Despite rigid checks which prove the purity of fuel as it 
leaves the refinery, subsequent corrosion in storage tanks and 
pipes frequently contaminates it with particles of 

iron oxide. To remove rust particles, Purolator’s engineers 
have developed the world’s finest line of bulk filtration 
equipment. A recent addition to this line is Purolator’s new 
curb pump filter. It has a filtration area of over 1800 square 
inches, achieved by 2 resin impregnated micronic 

fuel filters operating in parallel. Its development helps 
make certain that wherever you filter diesel fuel or gasoline 
...at the curb or at the terminal... you can get precisely 
the right filter from Purolator. 


Filtration For Every Known Fluid 


For full details, write 
Purolator Products, Inc., 


PuUrF O LATOR 970 New Brunswick Ave., 


Rahway, N. J., Dept. 83-2! 
PRODUCTS, INC. 


Rahway, New Jersey and Toronto, Ontario, Canada 
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Income up 6% after adding Butler LWS to fleet. Mr. John E. Prejean, (left) 
General Manager, Prudhomme Truck Tank Service, Lafayette, La. says, “Of the 16 
transports we operate, eight are Butler LWS units. The extra payload these units 
. carry has increased our gross income 6%. We got this payload advantage in a com- 
petitively priced transport that is easy to handle and low in maintenance costs.” 


“MORE PAYLOAD AND 
say owners of Butler LWS 


7 FY | 


i | Aelt 4EA CY RUS 


AL, 1062 KOLA, KS. 


HM SSO32896K , 
YRUS PET, TRUCK LINE YEAR O56 BMT 4S12X a 
teal pil NE cunwasie 1062 GASOLINE N 
acai 4 








1966 FLAMMABLE 


: ourtte 


“Well satisfied with our Butler Tanks,” says L. R. “Cy” Cyrus, owner of 
Cyrus Petroleum Truck Lines, lola, Kansas. “We operate 30 transports, three of which 
are Butler units. These are used for hauling jet fuel where their high payload gives 
us the best return. Maintenance has been very good. Drivers like the Butler units, too, 
because they are so easy to handle.” 
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“20% more payload,” reports Mr. R. A. Delavan, partner and operating manager, Texas Con- 
solidated Transport Co., San Antonio. “We have used Butler transports since 1942,” says Mr. Dela- 
van, “and have found them to be quality trailers competitively priced. Recently we purchased six new 
ips 6 Butler LWS transports. Performance has been good. No road failures, just routine maintenance and 
, payload is up 20% over our older steel units.” 


ECONOMY, TOO” 


light weight steel) transports 


Modern design and high tensile steels are making 
Butler LWS (light weight steel) Transports a favor- 
ite in fleet after fleet across the nation. Owners con- 
sistently report higher payloads (in some cases as 
much as 600 gallons more) than older or less effi- 
cient steel equipment. In states where there have 
been recent upward revisions of gross weight laws, 
payload increases up to 50% have been reported. 

But equally important is the economy of Butler 


LWS. Just look at what owners say about mainte- 
nance, for example. And low first cost puts these 
Butler LWS advantages within the reach of almost 
any fleet owner. 

Up-grade your fleet now with Butler LWS Trans- 
ports and watch the extra revenue pay the cost of 
these economical units within a few years. Ask 
your Butler Transportation Specialist to bring you 
the details of Butler’s Fleet Modernization Program. 


BUTLER MAKES BOTH 


Choose the transport shape that best fits your operations. 
Butler makes both elliptical and round LWS transports in 








standard and custom models. 





In Stock—READY FOR IMMEDIATE DELIVERY. Butler stock- 
ing points in strategic parts of the country enable you 


to get immediate delivery of LWS models designed and 
built specifically for your operating area. 


Call or write the Butler office nearest you. 


BUTLER MANUFACTURING COMPANY 











= 
S; % 7454 East 13th Street, Kansas City 26, Missouri 
77) prow’ 954 Sixth Avenue, S.E., Minneap “4 14, Minnesot 
913 Avenue W, Ensley, Birmingham 8, Alabama 
Dept. 30, Room 602, 103 Park Avenue, New York 17, N. Y. 
Dept. 40, 624 South Michigan Avenue, Chicago 5, Illinois 
Manufacturers of Oil Equipment + Buildings » Farm Equipment + Dry Ch s Equip t * Outdoor Advertising Equipment + Custom Fabrication 
Factories at Kansas City, Mo. * Minneapolis, Minn. * Galesburg, Ill. + Richmond, Calif. + Birmingham, Ala. * Houston, Tex. + Burlington, Ont., Canada 
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to meet exacting lubrication standards, specify 


ENJAY PARANOX’ 


detergent-inhibitor additives 
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When exacting lubrication standards must be met, you can depend on the 
Enjay Paranox group of highest-quality additives, famous around the world, 
for the right detergent-inhibitor to blend with every type of base stock. 


Enjay has worked extensively with oil companies and leading engine manu- 
facturers to develop lubricating oil additive formulation: for military and 
commercial specifications. 


Let us put this experience and know-how to work for you. Write, wire Ws 
or phone the Enjay Company —your only source of a complete line of additives Pioneer in 

Ye < j 3 ) 1 sie ¢£ ies “] . 
(Paramins®) for fuels and lubricants. Petrochemicals 


ENJAY COMPANY, INC., 1S WEST Sist STREET, NEW YORK 19, N. Y. * Other offices: Akron, Boston, Chicago, Tulsa 
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Bellman: “Bull” but no bull 


Selling by Helping 


VERN BELLMAN, the new _ direc- 
tor of domestic marketing of Socony 
Mobil Oil Co. since December, was 
known as “Bull” Bellman when he was 
an All-American guard for the Univer- 
sity of Washington football team in 
1923. 

He still looks as though he could 
throw a mean block, but he’s a bull 
only in the Wall Street sense: he’s an 
optimist about the value and future of 
marketing. Associates say he’s a strong 
organization man, in contrast to the 
old-fashioned, florid-personality type 
of “super” salesman. 

He showed a talent for organization 
as vice president and director of mar- 
keting of General Petroleum, Socony’s 
West Coast affiliate: he reorganized 
and decentralized its marketing de- 
partment quietly and quickly despite 
some marketers’ doubts about the wis- 
dom of delegating authority. 

In college, Bellman thought about 
doing “something important” with his 
life; it was after he had begun work- 
ing as a salesman that he realized that 
selling is “something important.” He’s 
an old believer in selling by helping, 
and when he went to work for GP, 
he set out to help his dealers. 

“My supervisor thought I was may- 
be going a little too far,” he says, 
“when he found me parking cars one 
day for a busy dealer.” 

The idea of helping while selling 
paid off for Bellman, however, and he 
rose rapidly from general salesman in 
1933 to branch manager, district man- 
ager, and then division manager in 
1942. He became GP general manager 
of marketing in 1947, director of mar- 
keting in 1949, and came to New 
York in 1955 as Socony’s manager of 
domestic marketing. 
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With this background, it’s not sur- 
prising that he put GP marketing per- 
sonnel through an intensive course 
called General Science of Selling, with 
its emphasis on benefits to the pros- 
pective customer—or that the creation 
of a new, high-level post for deal- 
er-distributor relations was coincident 
with his becoming director of mar- 
keting (NPN—Jan., p157). 

Bellman is warm and genial; he’s 
always been “Vern” to field people, 
even though they find it hard at first 
not to address a vice president as 
“Mister.” If the geniality contributes 
to his helping people, an under-lying 
toughness apparent in his decision- 
making contributes equally to his sell- 
ing people and making his sales or- 
ganization work. 

Bellman, now 55, lives in Bronx- 
ville, outside New York City. a 





McDaniel: Mixed emotions at first 


Small Capitalists’ Friend 


GEORGE D. McDANIEL hopes he'll be 
a catalyst to insure high-quality dealer 
and distributor relations for Socony 
Mobil Oil Co. (see page 105). But 
it took him a long time to reconcile 
himself to being a staff man after 27 
years in the line organization. 

“It was three months before I de- 
cided to take the job,” he says. “I had 
mixed emotions about it, I can tell 
you.” But the importance of the job 
and the board of directors’ feeling that 
he was the man best suited for it con- 
vinced him. Now, as he sizes up the 
challenge he’s meeting, he’s glad he 
took it. 

One reason the board thought him 
best qualified is undoubtedly his pleas- 
ure at seeing dealers and distributors 
make a success of their businesses. He 
says that kind of thrill is the first re- 
quirement for line management—‘“I 
don’t want the type of salesman who 
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throws up to a successful dealer how 
much money he’s making.” 

Much of McDaniel’s new job in- 
volves studying marketing relations, 
but studying has never been any prob- 
lem to him. He was graduated from 
the University of North Carolina and 
its law school while playing football 
(“That’s where I got my broken nose”) 
and working his way through (“I was 
making more money my last year than 
1 did when I started in business”). 

He came out of college in 1930, a 
depression year, and made a careful 
study of different industries before 
deciding that petroleum offered more 
than any other field. Standard Oil of 
New York, as Socony then was, of- 
fered him a job, and before taking it 
he studied again—checking Moody’s 
industrial survey to find out how good 
the company was. 

McDaniel at first was headed for 
Socony’s foreign service but decided 
that wasn’t for him and went into a 
service station in Jamaica, Long 
Island. He rose through the ranks to 
district retail manager, decided he was 
getting too narrow a view, and applied 
for a wholesale salesman’s job to 
broaden himself even though it would 
have been a demotion. 

The district salesman talked him 
out of it — because McDanie! was 
slated to become assistant district sales 
manager, covering wholesale and in- 
dustrial as well as retail. He became 
Bronx district manager in 1939, served 
in similar posts in Brooklyn and 
suburban Westchester, became south- 
eastern division manager in 1945, and 
eastern region manager in 1947. He 
was then 39, the youngest regional 
manager Socony had ever had. 

McDaniel is married, has a married 
daughter and two teen-age sons whose 
baseball and football teams he coaches. 
He plays golf with a 12-handicap, but 
says, “I’m too competitive at it, so it’s 
not always a vacation from business.” 

McDaniel lives in the New York 
City suburb of Bronxville; he’s active 
in community and church affairs but 
is not a joiner, and doesn’t think being 
one is necessarily the mark of a good 
prospect for a dealership or jobber- 
ship—contrary to some theories. 

He still gets amusement because 
people he meets are surprised that he 
loves New York while remaining 
something of a Southerner (he was 
born in Alabama, raised in Raleigh, 
N. C.). “Being a salesman in metro- 
politan New York was a liberal educa- 
tion to me,” McDaniel says. “The in- 
dustry needs the kind of people that 
are dealers and distributors here.” @ 

(Continued on next page) 
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Briefs ... 


William A. Sullender moves to New 
York to take over the new post of 
assistant manager of operations in 
American Oil Co.’s marketing depart- 
ment. Reader Anderson succeeds him 
aS assistant general superintendent of 
operations and utilities at the Texas 
City refinery. 

Amoco also announced the appoint- 





ment of Merritt C. Hewett as assistant 
manager of asphalt sales, headquar- 
tered in New York. James V. Evans 
succeeds him as director of the com- 
pany’s asphalt research laboratory at 
Baltimore. 

e 


William F. Kenney, vice president 
and general counsel of Shell Oil Co., 
has been elected 1957 chairman of the 
American Petroleum Industries Com- 
mittee. He succeeds Robert H. Scholl, 


Let us solve your pumping problems 


When you have a “liquid materials handling” problem, 
you want to be sure of selecting the best pumping equip- 
ment available for your installation. 


The Blackmer organization is ready to review your ap- 
plications and make rotary pump recommendations that 
may save you a great deal of unnecessary expense and 


headaches. 


Blackmer offers the “know how” of over 50 years of 
experience in the design, manufacture and application 
of rotary pumping equipment. Why not add this speci- 
alized experience to your own, for the best answer to 
your liquid materials handling problem. 








SLACKME 





INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


CIVISION SALES OFFICES 
NEW YORK « ATLANTA « CHICAGO « GRAND RAPIDS «+ DALLAS « WASHINGTON e¢ SAN FRANCISCO 


See Yellow pages for your local sales representative 
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vice president and director of Esso 
Standard Oil Co., who has been chair- 
man the past two years. Henry L. 
O’Brien, general counsel and director 
of Cities Service Co., succeeds Kenney 
as APIC vice chairman. 

* 

Champlin Refining Co. has an- 
nounced the following changes in its 
marketing department: Kermit Kiles, 
former district sales manager for Ok- 
lahoma City, has been moved to Fort 
Worth, where he will be new assistant 
manager for division sales; Leonard E. 
Moeller is new district sales manager 
for Fort Dodge, Iowa; John Keffer, 
former district sales manager in Sioux 
Falls, S. D., has been promoted to 
merchandising manager for Sioux 
Falls division; and Karl McPheeters, 
district sales manager in Ada, Okla., 
has been transferred to’ Oklahoma 
City. Fred Mason replaces McPheeters. 

« 

Cities Service Oil Co., Ltd., with 
headquarters at Toronto, has elected 
officers for the first time. W. Alton 
Jones, chairman of the board of the 
parent Cities Service Co., becomes 
chairman of the board for the Cana- 
dian subsidiary, and Robert J. Hull, 
co-ordinator of marketing for the en- 
tire Cities Service system, becomes 
president. 

e 

H. D. Murphy, president and owner 
of Lake Erie Oil Co., Lorain, Ohio, 
recently switched suppliers: from Fleet- 
Wing Corp. to Sinclair Refining Co. 
Murphy’s company, organized ten 
years ago, supplies 17 service stations 
in Lorain County. 

* 

Paul A. Ford, formerly district 
marketing manager for Continental Oil 
Co. in Ft. Worth, has been pro- 
moted to the newly created position 
of sales development manager, South- 
western region. Frank S. Bowers, for- 
merly district salesman in Corpus 
Christi, has been named assistant to 
the manager of Conoco’s sales pro- 
motion department in Houston. 

Henry J. Schaffer, with Conoco 
since 1911, has retired from the di- 
vision marketing staff in Butte, Mont. 

e 

Robert R. Chastain has been ap- 
pointed assistant regional manager in 
the Cleveland marketing region of 
Cities Service Oil Co. (Del.), and Carl 
A. Wesberge, formerly operating super- 
intendent, has been appointed super- 
intendent cf supply and distribution. 

The company also announced the 
subdivision of the present Ohio di- 
vision. George R. Warner is division 
manager of the Northern Ohio di- 
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relax! I stock 


Dry Charge Delco 
batteries 








Frustrated battery customers are duck soup to handle now. You can take 
t care of them in a jiffy with a Dry Charge Delco—the battery that can’t 
get old before it’s sold! It takes no time at all to fill this bone-dry 
: battery with electrolyte—and since Dry Charge Delcos require no Na, PE SEE ae ee 
booster charge, your customers are quickly on their way with the freshest | 
power it’s possible to pack into a battery. 


You can stock all sizes, too—and for long, long periods, knowing they'll F ORIGINAL EQUIPMENT LINE 
be factory-fresh when you use them. Even Delco cartons are designed ea A GENERAL MOTORS .PRODUCT 
for safe storage. They're extra sturdy so batteries can be stacked right : 
on top of each other. Add to this—a complete line, long-life warranties 
backed by Delco and General Motors, and unsurpassed quality—and 
you've got a brand of batteries made to order for your best customers 





as well as your most frantic ones. 


ON TV... Spectacular “Wide Wide World” on NBC Network. 
TUNE IN ON RADIO .. . Lowell Thomas Newscast on CBS Network. 


See local listings for time and station. 





J 


PARTS SALES) GENERAL MOTORS LEADS THE WAY—STARTING WITH DELCO BATTERIES 
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vision, with headquarters in Cleve- 
land, and F, Lee Thorne is division 
manager for the Southern Ohio di- 
vision, with headquarters in Columbus. 


& 
A. H. Houlihan, former district 
manager of Shell Oil Co.’s_ Des 


Moines district, has been appointed 
retail manager of the Boston division. 
e 

Miles Mills, Jr., Oils, Inc., Des 
Moines, spearheaded a highly success- 


Here’s the 


HOLDUP & BURGLARY PROTECTION | 


ful oil division drive of his local 
United Campaign. 
a 
Bernard G. Ziv, public relations 
manager for Shell Oil Co. in Chicago, 
has been elected president of the Chi- 
cago Oil Men’s Club. 
e 
James T. Outz, formerly merchan- 
dising manager in the North Carolina 
division, has been named assistant di- 
vision manager of Esso Standard Oil 


every service station needs 


It's a Herring-Hall-Marvin 
tested and certified Money 
Safe anchored in a steel-clad, 
reinforced concrete block. 


As shown in the sectional view, 
bank deposits drop into the inner 
compartment. Two people, using 
two different keys, must be pres- 
ent to open the inner door and 
remove them. Money for making 
change is placed on top of the 
inner door. 



































A label on the chest shows that two keys are required to open the inner 


compartment. A sign on the premises serves as a warning to bandits to 
ply their trade elsewhere—that a burglarious attack on this equipment 


will not prove successful. 
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For full details, call your local He H* M dealer listed in the Yellow 
Pages of your telephone directory, or write to the factory or nearby 
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This sign, furnished with the 
equipment, warns bandits to 


keep hands off 


»  HERRING+>HALL> MARVIN SAFE CO. 


Hamilton, Ohio 


Branches in: New York, Chicago, Boston, Detroit, San Francisco, St. Louis, Dallas, 
Houston, Atlanta, Philadelphia, Minneapolis, Washington, Denver, Kansas City 








Co.’s New York division at Pelham. 
Charles E. Heim, merchandising man- 
ager, has been appointed to the newly 
created post of sales manager for the 
division and Guy V. Mallonee, Albany 
district manager, has been named 
dealer merchandising manager. 
co 


Cosden Petroleum Corp. has reor- 
ganized its wholly owned subsidiary 
Col-Tex Refining Co. R. L. Tollett, 
president of the parent company, be- 
comes president; Marvin M. Miller, 
R. W. Thompson, Dan W. Krausse, 
R. M. Johnson and R. O. Wilson, vice 
presidents; A. V. Karcher, secretary; 
and L, T. King, treasurer. 


Harry Jacobs, 
executive assistant 
to the marketing 
vice president of 
Shell Oil Co., has 
retired after more 
than 46 years of 
service, a com- 
pany record. 

Jacobs _ started 
his oil industry 
career as a roust- 
about with the 
former Roxana Petroleum Co. in 
Tonkawa, Okla. After holding a va- 
riety of marketing posts in the Shell 
organization, he was named assistant 
sales manager-marketing-head office in 
1940. He was appointed to his recent 
position in 1948. 

As executive assistant to J. G. Jor- 
dan, Jacobs was given a broad field. 
“He was all over the lot,” says one 
Shell executive. “He knew so much 
about marketing and Shell that his 
knowledge was invaluable. He made 
recommendations and initiated policy, 
though he didn’t make policy decisions 
himself.” 

Shell has not appointed a successor 
to Jacobs. John Hall, general manager- 
marketing department-head office, and 
Sidney Goldin, assistant to the market- 
ing vice president, have assumed 
Jacobs’ duties. 





Jacobs 


Laurence C. Pfaff, division real es- 
tate manager for Socony Mobil Oil 
Co., was elected president of the Oil 
Men’s Club of Greater St. Louis. 
Other new officers are: Walter Ham- 
burg, Milton Oil Co., and G. A. Ward 
Jr., Cities Service Oil Co., vice presi- 
dents; George Koertel, Socony Mobil 
Oil Co., secretary; and Paul L. 
Browne, Independent Oil Co., Va., A. 
Fischer, Fischer’s Fleet Service Sta- 
tions, and Frank Lewis, Shell Oil Co., 
directors. 
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Imperial Oil Ltd. has announced 
several personnel changes as part of 
its marketing department reorganiza- 
tion. C. T. Wright, assistant general 
manager, has been appointed deputy 
general manager. Helping him will be 
four new assistant general managers: 
W. T. A. (Tom) Bell, manager of the 
consumer sales division; D. H. Cooper, 
general Operations manager; Harold L. 
Magee, general sales manager, and 
H. F. Stevenson, manager of the ex- 
port and refinery sales division. 

Jack Neale moves up to succeed 
Stevenson, and is himself succeeded 
by C. A. Robinson, manager of the 
Ontario division. Denis F. Kindellan 
succeeds Robinson, and John F. Fair- 
lie takes over Kindellan’s position as 
manager of the Manitoba division. 

Howard W. Coxon leaves the post 
of assistant manager of the Ontario 
division to become operations man- 
ager of the marketing department, 
and E. L. Moriarty, manager of in- 
dustrial and commercial sales, leaves 
Toronto headquarters for his new 
post of manager of the Saskatchewan 
division. 


e 
George E. Merkle has been elected 
president of Fiske Brothers Refining 
Co. succeeding the late Frederick Sny- 
der (see Deaths). Merkle, who has 
been with the company over 30 years, 
was appointed executive vice president 
in 1953. 
¢ 
E. J. McClana- 
han, a _ director 
and vice president 
of Standard Oil 
Co. of California, 
takes over the 
chairmanship and 
presidency of 
Standard Oil Co. 
of California, 
Western Opera- 
tions, Inc., the re- 
cently formed 
subsidiary. Named directors and vice 
presidents were: H. G. Vesper (mar- 
keting), F. C. Loomis (supply and 
transportation), O. N. Miller (manu- 
facturing), and J. E. Toussaint (pro- 
ducing). Vesper, Miller and Toussaint 
have been vice presidents of the parent 
corporation. 





McClanahan 


* 

R. O. Wilson, manager of the as- 
phalt division of Cosden Petroleum 
Corp., has been named chairman of 
the board of the Asphalt Institute, 
College Park, Md. Elected regional 
vice-presidents were: T. F. McCarey, 
Cities Service Co.; D. H. Jenks, Jr., 
Ashland Oil & Refining Co.; G. L. 


Farnsworth, Husky Oil Co.; C. Wayne 
Barbour, Allied Materials Corp., and 
C. V. Kiefer, Shell Oil Co. 
oe 
John M. Lewis, treasurer of the 
Lewis Oil Co., Inc., was elected presi- 
dent of the Kiwanis Club of Port 
Washington, N. Y. 
aw 
Fred W. Cordell, formerly manager 
of Phillips Petroleum Co.’s Atlanta, 
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Ga., sales division, has been named 
director of marketing development 
with headquarters in Nashviile, Tenn. 
C. J. Morrison, formerly senior as- 
sistant manager in Atlanta, succeeds 
Cordell. 


. 

A. J. Irvine, director of divisions for 
Reliance Petroleum Ltd., served as a 
faculty section leader at the Graduate 
School of Sales Management and Mar- 





/ The unloading and stripping 
of crude oil barges is a cinch 


/ for the positive displacement 


Viking Rotary Pump. (The same is 


/ true when handling all other petro- 


leum products.) 


Py This 750 GPM Viking, shown here, 


does the complete job on this crude 


r) oil barge. No extra pumps, power units 


or hose connections are needed. 


/ The next time you want positive pump- 


ing, not requiring a lot of auxiliary equip- 
/ ment, specify Viking. Send today for com- 
/ plete Heavy-Duty Viking Pump Catalog Cr. 


/ VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. 


In Canada, it’s "ROTO-KING” pumps 


See our catalog in Sweets 
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For filling... TIRES OR TANKS 














/t pays to insist on Thermord Hose 









For every oil marketing job, there’s a 

Thermoid Hose engineered to do the job better... 
last longer . . . cut your replacement costs. 

The hose you need is quickly available from your 


Thermoid Distributor. Get full information 


from him, or if you prefer, write direct. 


Thermoid Company, Trenton, N. J. 
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keting held at Rutgers University un- 
der the auspices of the National Sales 
executives, 

* 

B. E. Benitex, formerly sales man- 
ager of the Ottawa district for Shell 
Oil Co. of Canada, Ltd., has been 
appointed manager, real estate, East- 
ern division. 

a 

August W. Frey, vice president of 
National Oil Transport Corp. and its 
general traffic manager for the past 17 
years, retired on the first of the year. 

* 

Lavern Schaetzel, president of 
Schaetzel Oil, Inc., Germantown and 
West Bend, Wisc., has been elected 
president of the Wisconsin Chapter, 
Oil-Heat Institute of America. 

e 

Harold E. Purdy, regional manager 
for Standard Oil Co. (Indiana) at Kan- 
sas City, is the new district chairman 
of the Missouri-lowa-Nebraska dis- 
trict of the Oil Industry Information 
Committee. 

& 

Harry J. Peck- 
heiser has been 
promoted to man- 
ager of Socony 
Mobil Oil Co.’s 
White Eagle di- 
vision at Kansas 
City, Mo., suc- 
ceeding H. K. 
Bowers, who died 
recently. Peck- 
heiser was for- 
merly manager of 

the White Star division, which markets 
in Michigan and Ohio. He is suc- 
ceeded by Walter A. Guthrie, Detroit 
district manager. Fred L. Madorin, 
formerly in charge of distributor sales 
in the St. Louis district of Socony’s 
Lubrite division, becomes assistant 
manager of the Detroit district of the 
White Star division. 

& 

Wilson Simmons, sales manager of 
Southwest Grease and Oil Co., Inc., 
Wichita, Kan., has been elected to the 
new office of vice president, sales. 

oe 

Harry W. Graves, division manager 
for Georgia for Standard Oil Co. (Ky.), 
retired recently after 30 years with the 
company. W. H. Maddox, formerly 
assistant division manager, succeeds 
Graves, and R. M. Boswell, assistant 
to the division manager, moves up to 
replace Maddox. 


Peckheiser 


¥ 
John I, Mingay has been appointed 
assistant general manager of the ma- 


| 
| 


rine department of The Texas Co., 
headquartered in New York. Marvin 
E. Lundfelt succeeds Mingay as man- 
ager of the department’s operations 
division. 

C. H. Coe has been promoted to 
manager of Texaco’s new Louisville 
sales district, which covers most of 
Kentucky and part of Indiana. 

e 

R. R. Dean, vice president of Ten- 

nessee Gas Transmission Co., has been 


ime 
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elected senior vice president in charge 
of manufacturing and marketing. Dean 
is also president of Bay Petroleum Co., 
a wholly owned subsidiary. 

* 

Dan Thiel, Tidewater distributor in 
Astoria, Ore., has been chosen to com- 
plete the two-year state senate term 
of Governor-elect Robert Holmes. Al- 
though he has never held public office, 
Thiel has been active in Democratic 
party affairs in Clatsop county for 15 


foolproof 
valve 
performance 


—that’s what this poppet means to you! 


In gasoline retailing, profitable operation calls 
for fast, efficient handling of fuel without in- 
terruption. That’s possible only with aid of 
perfectly functioning valves. Be sure! Rely on 
the famous Tokheim poppet. It’s five ways 


better. 


@ All working parts are cadmium plated or 


stainless steel 


@ Rounded seat prevents valve sticking, 
dirt collecting 


®@ Quick-acting, light tension (6 oz.) spring 
@ Equipped with hook for easy removal of 


poppet without disturbing pipes 


@ Won't stick, won't leak, won't impede flow 


Angle Check Vaives 


Also, this poppet is twice tested against leak- 
age at the factory—use-tested and proved in 
thousands of installations. Check your valve 


requirements. Call your Tokheim representa- 


tive for full information. 


OKHEIM 


Horizontal Check Vaives 


impact Check Valves 
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TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1850 Webash Avenue 


SINCE 1901 Fort Wayne 1, Indiane 
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Subsidiaries: Tokheim N.V., Leiden, Holland —GenPro, Inc., Shelbyville, ind 


Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, 205 Yonge St., Toronto, Ont 
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years. Despite his new duties, Thiel 
plans to continue in the oil business. 
e 
M. W. Gammill has been appointed 
assistant manager (operations) of The 
Texas Co.’s domestic sales department 
in New York. Gimmill formerly held 
the same post in Texaco’s southern 
sales territory at Houston. 
a 
Kenneth R. Hansen has been ap- 
pointed administrative assistant to At- 
lantic Refining Co.’s vice president and 


general manager of marketing, D. T. 
Colley. Hansen, formerly with the 
marketing research division, succeeds 
S. K. McCauley, who has been ap- 
pointed manager of the Iranian Atlan- 
tic Co. in the crude oil purchases and 
sales department. 

Sergeant Lea, Jr., has been named 
as special assistant to the manager of 
the fuel oil marketing section. 

& 

Carleton N. Brown, president of C. 

N. Brown Retail Co., Inc., is the new 
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consignment distributor for Tidewater 
Oil Co. in the Fryeburg, Me., area. 


» 

M. F. Wirges has been appointed 
manager of the natural gasolene divi- 
sion of Arkansas Fuel Oil Corp., 
headquartered in Shreveport, La. He 
succeeds Fred H. Ramseur, Jr. who 
was recently promoted to the Cities 
Service Co. main offices in New York. 


e 
Harry Waller, Arrow Oil Co., Balti- 
more, was re-elected president of the 
National Oil Marketers Assn. 
* 
James E. Banta, 
formerly general 
manager of Sun 
Oil Co.’s motor 
products depart- 
ment, has been 
selected to head a 
new sales region, 
the Empire State 
region. Hea d- 
quartered in Syra- 
cuse, N. Y., the 
region covers up- 
per and western New York state and 
includes five Sun sales districts. Other 
appointments to the new region are 
James P. Owens, office manager; James 
W. Daniels, Merchandising manager; 
James O. Whiting, land department 
manager; and Anthony L. Anderson, 
industrial products division manager. 
e 
Frank J. Bennar has joined the ex- 
ecutive office of International Petro- 
leum Co., Ltd., in Coral Gables, Fla., 
as assistant marketing coordinator. He 
transferred to International from Esso 
Standard Oil Co. where he was dealer 
sales supervisor in the Wilmington, 
Dela., district. 


J. E. Banta 


o 
Robert L. Grogan, manager of sup- 
ply and distribution for Clark Oil & 
Refining Co., has been named vice 
president, supply and distribution. The 
newly created position carries with it 
additional responsibilities. 


Deaths . 


Frederick J. Snyder, Sr., president 
of the Fiske Brothers Refining Co., 
died at his home in Spring Lake, N.J., 
on Nov. 25. In 1953, Snyder cele- 
brated his 50th anniversary with Fiske, 
compounders and grease manufac- 
turers and marketers. He was one of 
the first members of the National 
Lubricating Grease Institute. He was 
also active in organizing the New 
York Oil Trade Assn. and served as 
president in 1920 and 1921. 
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Charles S. Jen- 
ney, president of 
Jenney Manufac- 
turing Co., died 
of a heart attack 
on Nov. 25. He 
was 70. 

A member of 
the firm for 50 
years, Jenney di- 
rected the build- 
ing of the first 
gasoline service 
station in New England in 1915. Jen- 
ney represented the fourth generation 
to head the family concern, and was 
active in the business until the day he 
died. He also was a vice president of 





Jenney 
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For the Oil Industry 


Swing Joints 





Emergency Valves 
Hose Nozzles 


Foot Yalves Hose Nozzle 
Truck Tank Equip- fii Caps 
ment 

Concentrated Con- Vents 

trols 


Line Valves 
Line Strainers 


For the Bulk Plant 


Truck Tank Loading 
Valves 


Gate Valves 
Conservation Vents 
Emergency Valves 
Line Strainers 

Swing Joints 
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For the Truck Tank 


Truck Tank Faucets 


Quick Detachable 
Couplings 


Emergency Valves 
Cross Valves 


Hose Reels 


For Service Stations 
Hose Nozzles 

Foot Valves 

Angle Check Valves 
Fill Caps 


About Oil People 





the South Boston Savings Bank, a di- 
rector of the Hersey Manufacturing 
Co., and a member of many civic and 
social organizations. 

Besides his wife, he leaves a son, 
Robert M. and a daughter, Mrs. H. 
Harrison Culver of St. Louis. 

e 

John F. Conway, publicity director 
of Sinclair Oil Corp., died Dec. 30 at 
Flower Hospital, New York City, fol- 
lowing a short illness. He was 62. 

Conway joined Sinclair in its ad- 
vertising department in 1923. Before 
that he had worked in his family’s tex- 
tile business. He was a member of the 
Oil Writers Assn. and the American 
Petroleum Institute. cd 
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AUTOMATIC 


Nee 


Dial the Pressure You Want 
... Get it Automatically 
with a 


NELSON 


Equamatic 
TIRE INFLATOR 


No gauge watching, no valving off; 
you can air tires in seconds —even in 
the dark! Gives exactly nt pe pressure 
in each pair or set aired; there’s no 
faster, easier, more accurate way to air 
tires in your station! 


MERUGGED FORTRESS WALL 


... dropping, banging won't hurt it! 





# RUGGED REGULATOR SPRING 


stays accurate, dependable for yeors! 


END GAUGE TROUBLES NOW 
Modernize with NELSON automatic infla- 
tion for as little as $14.95. 


Liberal Trade-in Allowance—see your jobber 
or send coupon now. 























' Please send literature and prices i 
; i 
NAME ' 
_— | 
[ Aboress | 
' | 
| 

BarmorivE & 





PRODUCTS INCORPORATED 


440 PERALTA AVENUE 
12 SAN LEANDRO, CALIFORNIA 


_ 
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Coming Meetings 


FEBRUARY 1957 


Petroleum Packing Institute, Committee 
of Packaging, Lord Baltimore Hotel, 
Baltimore, Md., Feb. 5-6. 


Liquefied Petroleum Gas Assn., regional 
convention, Hotel New Yorker, N.Y.¢ 
Feb. 12-15. 


Intermountain Oil Jobbers Assn., New 
Frontier Hotel, Las Vegas, Nevada, Feb. 
13-15. 


Nebraska Petroleum Marketers, Inc., 
Student Union Building, University of 
Nebraska, Lincoln, Feb. 14-15. 


lowa Independent Oil Jobbers Assn., 
annual meeting, Hotel Fort Des Moines, 
Des Moines, Feb. 20-21. 


Missouri Petroleum Assn., annual meet- 
ing, President Hotel, Kansas City, Feb. 
9§.27 


API Division of Marketing, lubrication 
committee, Sheraton-Cadillac Hotel, De 
troit, Feb. 26-27. 


Wisconsin Petroleum Assn., annual meet- 
ing, Hotel Schroeder, Milwaukee, Feb. 
27-28. 


MARCH 1957 


Society of Automotive Engineers, na- 
tional passenger car, body, and materials 
meeting, Sheraton-Cadillac Hotel, De- 
troit, Mar. 5-7. 


Illinois Petroleum Marketers Assn., Pere 
Marquette Hotel, Peoria, Ul., Mar. 11-12. 


Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, N.Y.C., Mar. 12. 


Texas Oil Jobbers Assn., annual meeting, 
Rice Hotel, Houston, Mar? 14-16. 

Ohio Petroleum Marketers Assn., annual 
meeting, Deshler-Hilton Hotel, Colum- 
bus, Ohio, Mar. 19-21. 


Society of Automotive Engineers, na- 
tional production meeting and forum, 
Hotel Statler, Buffalo, N.Y., Mar. 20-22. 


Florida Petroleum Marketers Assn., Hotel 
George Washington, Jacksonville, Mar. 
21-22. 


Western Petroleum Refiners Assn., 45th 
annual meeting, Hilton Hotel, San An- 
tonio, Texas, Mar. 25-27. 


APRIL 1957 


Michigan Petroleum Assn., annual meet- 
ing, Pantlind Hotel, Grand Rapids, Apr. 
9-10. 
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American Society of Lubrication Engi- 
neers, annual meeting, Sheraton-Cadillac 
Hotel, Detroit, Apr. 15-17. 


National Petroleum Assn., 54th semi- 
annual meeting, Hotel Cleveland, Cleve- 
land, Apr. 16-18. 


Independent Petroleum Assn. of America, 
mid-year meeting, Buena Vista Hotel, 
Biloxi, Miss., Apr. 28-30. 


Assn. of American Battery Manufactur- 
ers, French Lick Hotel, French Lick, 
Indiana, Apr. 30-May I. 


MAY 1957 


AVirginia Petroleum Jobbers Assn., an- 
nual meeting, John Marshall Hotel, Rich- 
mond, Va., May 2-3. 


AVirginia Oil Men’s Assn., John Mar- 
shall Hotel, Richmond, Va., May 3. 


Alndiana Independent Petroleum Assn., 
French Lick Sheraton Hotel, French 
Lick, Indiana, May 8-9. 


APennsylvania Petroleum Assn., annual 
meeting, Bedford Springs Hotel, Bedford, 
Pa., May 12-14. 


ALiquefied Petroleum Gas Assn. Inc., 
annual meeting, Conrad Hilton Hotel, 
Chicago, May 12-15. 


ANorth Carolina Oil Jobbers  Assn., 
spring convention, The Carolina Hotel, 
Pinehurst, N.C., May 12-15. 


Alndependent Oil Men’s Assn. of New 
England, 33rd annual convention, Hotel 
Statler, Boston, Mass., May 16. 


AFuel Oil Distributors Assn. of New 
Jersey, annual meeting, Hotel Berkeley 
Carteret, Asbury Park, N.J., May 15-17. 


ATennessee Oil Men’s Assn., Andrew 
Johnson Hotel, Knoxville, Tenn., May 
16-18. 


AAPI fuel oil committee meeting, Sea- 
view Country Club, Absecon, N. J., May 
18-19. 


AAPI Division of Marketing, mid-year 
meeting, Chalfonte-Haddon Hall, Atlan- 
tic City, N.J., May 20-22. 


AGasoline Pump Manufacturers Assn., 
Greenbrier Hotel, White Sulphur Springs, 
West Virginia, May 22-24. 


ALouisiana Oil Marketers Assn., annual 
meeting, Roosevelt Hotel, New Orleans, 
La., May 24-26. 


AEmpire State Petroleum Assn., annual 
meeting, Hotel Statler, Buffalo, N.Y., 
May 26-28. 


ANational Tank Truck Carriers, Inc., 
annual meeting, Sheraton-Cadillac Hotel, 
Detroit, May 26-30. 


JUNE 1957 


ASociety of Automotive Engineers, sum- 
mer meeting, Chalfonte-Haddon Hall, 
Atlantic City, N.J., June 2-7. 


AOil-Heat Institute of America, Inc., 35th 
annual convention, Sheraton Plaza Hotel, 
Boston, Mass., June 3-7. 


AArkansas LP-Gas Assn., annual meet- 
ing, Arlington Hotel, Hot Springs, Arkan- 
sas, June 9-11. 


Alnterstate Oil Compact Commission, 
Canyon Hotel, Yellowstone Park, Wyom- 
ing. June 10-12. 


ANational Oil Jobbers Council, Shore- 
ham Hotel, Washington, D.C., June 12- 
rs. 


JULY 1957 


No meetings scheduled to date 


AUGUST 1957 


ASociety of Automotive Engineers, na- 
tional West Coast meeting, location to 
be determined, August 16. 


ANational Congress of Petroleum Retail- 
ers, annual meeting, Sheraton-Gibson 
Hotel, Cincinnati, Ohio, August 18-23. 


SEPTEMBER 1957 


ASociety of Automotive Engineers, na- 
tional tractor meeting and production 
forum, Hotel Schroeder, Milwaukee, 
Sept. 9-12. 


ANational Petroleum Assn., 55th annual 
meeting, Hotel Traymore, Atlantic City, 
N.J., Sept. 11-13. 


AMichigan Petroleum Assn., Hotel 
Grand, Mackinac Island, Michigan, Sept. 
13-14, 


Alndependent Oil Compounders Assn., 
annual meeting, Hotel Carter, Cleveland, 
Ohio, Sept. 22-24. 


APennsylvania Petroleum Assn., annual 
meeting, Pocono Manor Inn, Pocono 
Manor, Sept. 22-24. 
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A NEW 
FEATURE 


of the 


FACTBOOK 


ISSUE 


to be published 
in MID-MAY 1957 


will be 


a 


BUYERS’ 
GUIDE 10 
OIL MARKETING 
EQUIPMENT 
MANUFACTURERS 


This new feature, com- 
bined with the regular 
TBA Directory and Buyers’ 
Guide in the FACTBOOK, 
means that you will have 
available to you for the 
first time in one place 
ALL the product directory 
and buying information of 
interest to you in your 
work. 














UNDISPLAYED RATE 


$1.80 a line. Minimum 3 lines. Box numbers 
count one additional line 

POSITION WANTED. Undisplayed rate is one 
haif of above payable in advance. 

DISCOUNT OF 10% if full payment is made 
in advance for four consecutive insertions of 
undisplayed ads 


Send NEW ADVERTISEMENTS to Classified Adt ages! ke yee 
NATIONAL PETROLEUM NEWS, 36, 
March issue closes February | 1th 


CLASSIFIED 


P.O. Box 12,N. ¥ 












DISPLAYED RATE 

The advertising rate is $17.50 per inch for 
Equipment and Business Opportunity advertis 
ing appearing on other than a contract basis 
EMPLOYMENT OPPORTUNITIES — $23.40 per 
inch, Subject to agency commission. AN AD 
VERTISING INCH is measured 7% inch vertically 
on one column, 3 columns——30 inches— to a 
page 














OPPORTUNITY FOR EXECUTIVE SALES MANAGER 
To assume complete responsibility and administra- 
tion of automotive lift sales division. Sales con- 
tact is primarily with oi! companies and jobbers. 
Position calls for experience in sales management, 
analysis and training—will coordinate all phases of 
internal management, forecasting and advertising 
Salary open, potential excellent. Responsible directly 
to President. Write or call Jack Wagner, Personnel 
Director. Phone WHitehall 8-854!1. ROTARY LIFT 
cO., BOX 2177, MEMPHIS 2, TENN 














REP LIE S Box } No Address to office neurcst you 
/, This publication Classified Adv. Dix 
VEW YORK: P. O. Box 12 (36 
CHICAGO: 520 N. Michigan Ave. (11 
SAN FRANCISCO: 68 Post St. (4 


EMPLOYMENT 


Position Wanted ——————__——— 





Sales and ” Operations ‘Manager of proven, suc- 


cessful judgment desires contact with strong 
progressive marketer or major jobber. Broad 
experience in direction of all phases of re- 
tail marketing, leases, real estate, bulk plant 


management, station maintenance. Knows jobber 
operations and promotion. Outstanding record 
with excellent references. PW-3955, Chemical 
Week. 


- eouwiement: sail 


VT 











= == bear Sale = 

Tank Trailers Used _ For y Sale or , Lease _ 
New York area, 40 single axle and tandem axle 
gasoline, fuel oil, asphalt and LPG trailers with 
capacities from 4000 gallon up. Priced from 
$600.00. Write, wire or phone Butler Manufac- 


turing Company, Suite 602, 103 Park Avenue, 
New York 17, New York. Telephone MUrray 
Hill 3-9473. 

Tank Trailers Used — For Sale or Lease — 
Chicago area, 25 tandem axle gasoline, fuel-oil 
and LPG trailers with capacities from 5200 gal- 


lon to 7900 gallon. Priced from $2000.00. Write, 
wire or phone Butler Manufacturing Company, 
Suite 1110, 624 S. Michigan Avenue, Chicago 5, 
Illinois. Telephone WEbster 9-5035. 

Tonk Trailers Used — For Sale or Lease _ 
Minneapolis area, 30 tandem axle gasoline and 
fuel-oil trailers with capacities from 5400 gallon 
to 7900 gallon. Priced from $1600.00. Write, wire 


or phone Butler Manufacturing Company, 900 
Sixth Avenue, S.E., Minneapolis 14, Minnesota. 
Tele phone FEderal 3-8111. 


Tank Trailers Used — For Sale or Lease — 
Birmingham area, 18 single axle and tandem 
axle gasoline and fuel-oil trailers with capacities 
from 4000 gallon to 7400 gallon. Priced from 
$700.00. Write, wire or phone Butler Manufac- 
} turing Company, 931 Avenue “W” Ensley 


Birmingham 8, Alabama. _ Telephone 6-5181. 


BUSINESS OPPORTUNITES. 





| Bulk oi Plants—Propane Gos ‘Plants—Selected 


properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd, Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 

Independent Jobbing Business in Iilinois doing 
4,786,549 gallons of products with a big ois doing 
Includes bulk plants, 4 company stations, 11 long 
term lease stations and 4 dealers. Also ware- 
houses, general office and all operating equip- 





| ment. Very profitable and growing. Contact us 
| for complete details. Federated Petroleum, M. 


| 


Putnam, 3230 University, Madison, Wis. 
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ASSISTANT 10 
OPERATIONS EXECUTIVE 


Minimum of 5 years experience in retail 
Service Station business. College graduate 
or equivalent. Age 26-35. Top seferences. 
Willing to travel extensively as required. 
Salary $7200.00 per year, car and expenses 
with Group Benefits 


P-3756 National Petroleum News 
520 N. Michigan Ave. Chicago 11, Ill. 

















PETROLEUM SALES 


We can highly reward men who have 
recent heavy petroleum sales experience. 
Prefer men experienced in developing new 
petroleum departments and selling a whole 
program. Sales to established accounts also. 
Salary plus bonus, expenses, and car. The 
opportunity, duties, and salary are not for 
a trainee. Nebraska territory. State your 
experience, age, salary requirements, per- 
sonal data, and education in your confiden- 
tial reply. 

P-3847—National Petroleum News 

520 N. Michigan Ave., Chicago 11, Ill. 












LUBE OIL PLANT 


for sale 
Located in Atlanta, Georgia area. 32,000 gallon 
bulk storage, gravity tanks for compounding, con- 
tainer filling. Modern fireproof warehouse and 
office. Plenty of room for expansion 
Bo-3967—National Petroleum News 
Classified Adv. Dept., P.O. Box 12, New York 36, N. Y. 

















STEEL STORAGE TANKS 


Railroad Tank Car Tanks 


6,500 to 12,000 Gal. Cap. 
Coiled and Non-Coiled 
Cleaned — Painted — Tested 
Heavier —- Safer — Cheaper 
Other Tanks Too 
Also — Complete Tank Cars 
8,000 and 10,000 Gal. Cap. 
Your Inquiries Solicited 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


328-332 Connell Building 
Scranton 3, Pennsylvania 
Telephone—Diamond 3-1117 




















PIPE MFG. MACHINE—BERKELEY 3-C CON- 
TINUOUS LONGITUDINAL SEAM WELDER 
New 1947, Cap. 20-36" Dia. Handle 12 Ga 
to 1%” Plate. 


GENERAL MACHINERY SALES CO. 


2027 Santa Fe, Los Angeles 21, Calif. 
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FAMOUS TOKHEIM “300” 


sets*new value peak with 


é automatic 
y reset 
computer 


ures 


$ 000 


or mae 


ever eeeeeeeeeeeaaeee 


0 0.2 


GALLONS 


sass 


Tourn 





You expect big value from Tokheim, and Tokheim is ac- 
( customed to giving it. Now its famous “300” pumps in- 
{ clude a handy new Reset Control with single lever action 
f with which you clear the computer as you turn on the motor 
switch—with a simple twist of the wrist. This automatic 
reset is positive. It simplifies Tokheim pump operation even 
further. What’s more, these new Tokheim computers have 
larger dial figures, better light for easier reading, and 
fewer mechanical parts. They offer still another example of 
how Tokheim is always first with the best. See these new 


Tokheim pumps today. Write for bulletin. 





MODEL 300 






TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
FORT WAYNE 1 SINCE 1901 INDIANA 


There is no substitute 
for TOKHEIM QUALITY! 





OKHEIM da: 


GASOLINE PUMPS Subsidiaries: Tokheim N.V., Leiden, Holland — GenPro, Inc., Shelbyville, Ind 


Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont. 












Ne EXCLUSIVE ! 
176 LABOR CAVING? 


T 
Now, removing cartridges that are put on too 
tight or tend to ‘‘freeze up”’ is a simple matter 
for your dealers with this specially developed 
Purolator Cartridge Wrench. 

No need to struggle—just a twist and the 
toughest unit comes loose. No need to waste 
time either—not evén to permit engine and idea eect the W-57 Premium Pack 
filter cooling. 

Promote this new labor-saving Purolator 
Cartridge Wrench deal to your customers. They’lI 
find the wrench one of the handiest tools in the 
shop—and they’ll enjoy the full-profit benefits 
of the new Purolator PER-1 filter. 

And that means money in your pocket, too. 


Ire NEY// 





PUR LATOR 


**Purolator’’ Reg. U. S. Pat. Off. 


OIL AND AIR FILTERS 





PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 








